


ot 


JULY 25, 1960; THIS ISSUE $1.00 


lelevisionAge 


~ oe air 


PAGE 35 


ivertisers indicate spot totals will set new highs this fall 


onsistent programming gives Armstrong proven sales formula omiie AG 
oes television answer department store’s advertising needs? PAGE 48 


SPECIALIST 
IN SPOTS 


Make a strike with your advertising dollars. Follow the 
lead of hundreds of national advertisers, who are spotting 
their TV advertising where it pays off—in these important 
markets and on these outstanding stations. 


WNEP-TV .Scranton-Wilkes Barre 
-TV ...Minneapolis-St. Paul 


Television Division 


Edward Petry & Co., Inc. 


The Original Station 
Representative 


NEW YORK + CHICAGO + ATLANTA + BOSTON * DALLAS + DETROIT 
LOS ANGELES «SAN FRANCISCO « ST. LOUIS 





MIKE WALLAGE...EXPERT ON SPOTS 
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SPOT TEMPO QUICKENS 


Totals for fall will surpass those of a year ago, 
survey of leading advertisers shows 


FALL SPOT ROUND-UP 


Complete, up-to-date listening of spot advertisers, 
their agencies, account executives 


FULL CIRCLE 


Diversity of product, consistency of programs are 
Armstrong Cork’s approach to sales 


TV CAN’T HELP ME! 


Department-store manager says television doesn’t 
hold the answer to his sales problem 


IT CAN, IF USED RIGHT! 


But TvB executive argues video sells best if the 
medium’s individuality is recognized 


DEPARTMENTS 


6 Publisher’s Letter 61 Wall Street Report 


Report to the readers The financial picture 


14 Letters to the Editor 
The customers always write 63 Spot Report 
Digest of national activity 
19 Tele-scope 


What's ahead behind the scenes ‘ 
72 Audience Charts 


23 Business Barometer Who watches what 
Measuring the trends 
109 In the Picture 


Portraits of people in the news 


27 Newsfront 


The way it happened 


51 Film Report 110 In Camera 
Round-up of news The lighter side 








Television Age is published every other Monday by the Television Editorial Corp. Pub- 
lication Office: 109 Market Place, Baltimore 2, Md. Address mail to editorial, advertis- 
ing and circulation offices: 444 Madison Ave., New York 22, N. Y. PLaza 1-1122. 


Second class postage paid at Baltimore, Md. 


BRAND-NEW: 

Out of the thousands of 
SATURDAY EVENING POST 
stories read and loved by millions 
of Americans, ITC now proudly 
brings to television first run, 

for the first time, the 


ee 
Ak 


Ol THI 


POST 


Pat O’Brien 
... hard-hitting 
action 


June Lockhart 
... tender 
romance 


Everett Sloane 
... Western 
adventure 


Charles Coburn 
.. . tongue- 
in-cheek 

farce 


Pulitzer Prize-winning 

authors like MacKinlay Kantor, 
Conrad Richter, Stephen Vincent 
Benet . . . and many others. 


INDEPENDENT 
TELEVISION 
CORPORATION 


488 Madison Avenue + N.Y. 22 + PL 5-2100 
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NETWORK PROGRAMMIN(IET' 


AIR POWER - CODE THREE - SAN FRANCISCO BEAT - Na\ ad 
SHOTGUN SLADE - TRACKDOWN + THIS MAN DAWSON .- 2¢ twvsice” 
THE CALIFORNIANS - THE HONEYMOONERS « MR. ADAMS AN a 
MEET McGRAW - DEADLINE - BOLD VENTURE - COLONEL j\; "°°" s 
SILENT SERVICE + FLIGHT - PANIC + POLICEWOMAN are A 

n 7:00-1 


IT'S A GREAT LIFE - INTERPOL CALLING + YOU ARE } 


Nielsen 
HIRAM HOLLIDAY - MIKE HAMMER + BOLD Jjoup» FICANTE 






WPIX-11 IS THE “Network Station” for Spot Advertisers in New York! Audiences have 


learned to expect network quality entertainment every night on WPIX-11i. Advertisers 


know that of all seven New York stations only WPIXx offers so many opportunities to 


place minute commercials in prime evening time in such network quality programming. 


And Nielsen has proved that WPIX audience incomes, home ownerships, jobs, etc. are 


the same as on the leading network station! You’ll never find “mail order” or 


over-long commercials on WPIX-11. You will find important looking programs, 


only the best advertisers and 2 proved quality audience...on a station that has 4 


healthy respect for the rate card. Where are your 60-second commercials tonight? 





\(IETWORK AUDIENCES 


Sy RCC Se 


Nielsen recently studied his entire New York sample, both Aud 


and Recordimeter-Audilog homes, and found “no significant 


ference” between the kind of people who watch weix 11—New York's 
ndependent station—and New York's leading Network station 
Nielsen “WPIX AUDIENCE PROFILE" study provides a direct com 
»f audiences for the prime qualitative categories of: FAMILY 


ME « HOME OWNERSHIP - AUTOMOBILE OWNERSHIP «= SIZE OF 
Y « AGE OF HOUSEWIFE » OCCUPATION, HEAD OF HOUSEHOLD 
7:00-11:00 PM, seven nights a week. Qualitatively they are equa 

states: ‘“‘NONE OF THE COMPARISONS YIELDED A SIG- 


Nielsen 


FICANT DIFFERENCE!” 





NETWORK ADVERTISERS 


The Procter & Gamble C 
Chr 


CT -Tal-te-] lel cola 


CT-Tal-1e-1 Mm melee l-m ela: ysler Corp. + American Airlines, tr 


rp. * Bristol-Myers 


S 


f 


gate-Palmolive Co. + R. J. Reynolds Toba Co. = Warner-L 
Pharmaceutical Co., Inc United Air Lines, Inc. » General Mills 
National Biscuit Co U.S. Rubber Co Brown & Williamson Toba 


Corp. « Ford Motor Co The Coca-Cola Co. + General Cigar 
Borden's + Trans-World Airlines, Inc. « Vick Chemical Co. « P mel, 
Oe) 1-5) a fe lele | Cn © EO fre) of lolol o IE OF ii) ¢- loom OF-lal-ler-) 


Kellogg Company Miles Laboratories, Ir 
Co. = Cannon Mills, Inc. * 
Oil Corp. + Sterling 


The American T 
late -m Oe) 
Lever Brothers Co. = 


Taht-iger-haleler-. 


Drug, Inc. « 


Firestone 


and mar 


new york 
The ONLY New York independent 


qualified to display the 
SEAL OF GOOD PRACTICE. 








































ONE 
SHOT 
TAKES ALL 






LANSING 
JACKSON 
BATTLE CREEK 





WXGA 


CHANNEL 


The best shot in outstate Michigan pockets 
three major markets ranking 11th” in retail 
sales — gives you more Grade A coverage of 
Central Michigan population and TV house- 
holds. Nationally, the 26th** market. Your 
cue to call Venard, Rintoul & McConnell, Inc. 


*SRDS Consumer Market Data 
**Television Age 100 Top Markets — 11/30/59 





LANSING 
WHHL) elf crsn 
BATTLE CREEK 
CHANNEL 10 


SERVING MICHIGAN’S 


GOLDEN TRIANGLE 


Associated with / WILS-Lansing, WPON — Pontiac 
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Letter from the Publisher 
No. 1 News Medium 


1960 is an historic year for television, for this is the year that 
television has come of age as a news medium. 

This development was proved dramatically by the television 
coverage of the Democratic convention and plans for the Republican 
conclave starting today. For years tv has had to take a back seat to 
the press. However, there was no doubt but what the Los Angeles 
convention politicians and candidates who were anxious to project 
personalities into the living rooms considered tv as their major 
means of communication with the public. The use of hand cameras 
and floor privileges gave television an on-the-spot flexibility it did 
not have in previous conventions. The hand cameras captured some 
memorable shots. 

There was a degree of poetic justice in the fact that newspaper 
reporters were on the sidelines eavesdropping on tv reporters inter- 
viewing from the floor. Many a time has a tv reporter had to wait 
until a news conference was over before the cameras could bring a 
recap of what had happened to the public. This situation, of course, 
still exists with respect to hearings in the House of Representatives. 

Editor & Publisher, the esteemed journal of the Fourth Estate, 
does not approve of the dominant position that television now oc- 
cupies as the major news medium. E&P maintains that the conven- 
tions were rigged in favor of television. We might point out that the 
conventions, as far as news coverage is concerned, have been rigged 
in favor of the American public. 


Tv the Newsmaker 


For television has become not only the major news medium but 
a newsmaker as well. This is dramatically demonstrated by scanning 
each Monday morning an issue of the New York Times. The Times 
carries four or five stories—many of them on page 1—based on a 
position taken by a major national figure as expressed during a 
Sunday panel show. 

Television is intensifying its news coverage on all fronts. More 
stations are editorializing than ever before. The advent of tape has 
given tv news coverage a new dimension. The utilization of mobile 
tape units have given television news coverage greater flexibility. 


Responsibility of Leadership 


With the recognition of television as the major news medium as 
well as a newsmaker goes a grave responsibility. As important as 
television’s recent achievements in the area of news are, much 
remains to be done. There is a constant battle for “equal access” to 
the news. There is Canon 35, which remains as a major stumbling 
block. The NAB Freedom of Information Committee under the 
chairmanship of Frank P. Fogarty has been doing some important 
spade work in this all-important effort. 

This is no time for television to rest on its laurels. Equal access 
of news is important to every station in the country. What may seem, 
at first glance, to be somewhat academic has far-reaching aspects 
if television is to continue to develop its comprehensive news cover 
age. 


Cordially, 


Ay fuk 
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ARBITRON NIELSEN 


About Channel 5’s Effective, Efficient $4,000 Plan 


ARBITRON NIELSEN 
(10/12-11/8/59) __(Feb.-March, 1960) 


This highly productive plan consists of 27 one-minute spots 





of a omes weekly, distributed through A and B ti iods. F 
rea : y, distributed throughout A and B time periods. For 
erence A 84.3% 83.2% details call your Petry representative or Bennet H. Korn, 
every four weeks. Exec. Vice President and General Manager. LE 5-1000. 


== WNEW-TV CHANNEL 5 





New York’s Leading Independent Television Station / Metropolitan Broadcasting Corporation 
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Lost: more than 54 million potential customers! That’s the cost, in the top 15 markets alone, to 
advertisers who bury their heads in the past. In today’s market your customers (and their pur- 
chasing power) are moving out. While city population has remained static or declined, the 
suburbs and “extra-urban” areas beyond have increased in population at a remarkable rate. 





(The suburbs of the top 15 markets are up 46% in just the last nine years!) 

How do you reach everyone? With spot television. No other medium gives you immediate 
impact on the entire market and market selectivity! No other medium reaches out beyond the 
“retail trading zone” with television’s unique values of sight, sound and motion. 

Fact is, you may be missing plenty. Our brand-new “Telemarketing” study will give you 
an accurate picture of where your customers are today... plus the first authoritative forecast (by 
Market Statistics, Inc.) of where they’ll be in 1965. For a copy, call PLaza 1-2345 or write to 
485 Madison Avenue, New York 22, main office of CBS TELEVISION SP@©T SALES 





Representing WCBS-TV New York, WBBM-TV Chicago, KMOX-TV St. Louis, WBTV Charlotte, KHOU-TV Houston, WJXT Jacksonville, WBTW Florence, 
WCAU-TV Philadelphia, WTOP-TV Washington, KNXT Los Angeles, KSL-TV Salt Lake City, KOIN-TV Portland, and the CBS Television Pacific Network 


“Does he 
know 

what he’s 

missing?” 












...- SOUTH BEND, INDIANA'S | 
LE DOMINANT STATION 
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ERNIE BANKS ON WSBT-TV ... 
(South Bend Banks on WSBT-TV, Too) 


The booming bat of Ernie Banks was silent. But only long 
enough for the Chicago Cubs’ slugging shortstop to be inter 
viewed by WSBT-TV’s Sports Director, Jim Wilson. 

The Banks- Wilson filmed discussion is one of a series of inter 
views with sports greats that are standard features of WSBT-TV%$ 
“Wilson on Sports” (Mon.-Fri., 5:45-6:00 P. M.). This is the top 
rated sports show in the 3-station South Bend Market. It con- 
stantly rates over 20; has an adult audience divided equally 
between men and women. 


With highly rated local shows and popular CBS programs, WSBT- 
TV delivers Indiana’s richest Metro Area... per household 
income is $7553! See your Raymer man for details about the 17 
county WSBT-TV market and for remaining availabilities on 
“Wilson on Sports.” 


CBS 
TELEVISION 
= NETWORK 


South Bend, Indiana ¢ Channel 22. 
Ask Paul H. Raymer ¢ National Representative 
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. Selling challenges are where 
“wik) you find them. We found one 
recently when a station we rep- 


the station ey when station ep 


6 coverage of primary election returns in its state. 


that carried Knowing the appeal was largely local — and figur- 


ing the interest of national advertisers would be 
hard to arouse — the station waited until there 
were only three days to go before it offered this 


the primaries programming for national spot sponsorship. 


Which, you’ll agree, isn’t much time. 





Turned out, though, HR&P “8 ') 
salesmen didn’t need three : 

days. By conveying the inten- 
sity of local interest to appro- 
priate accounts — and applying 
imagination combined with fast footwork — they 
had the job done less than 48 hours later. 





Result: Eight national adver- 
tisers took over complete spon- 
sorship of the program. The 
station, needless to add, was 
delighted to carry such a plurality of business 
along with the primaries! 








WE apm It things like this don’t happen every day, 
but neither are they unusual in our shop. That’s 
one reason why we put such a premium on crea- 
tive flair and resourcefulness in selecting and 
developing our sales staff. Another is because — 
representing one medium only — we need put no 
artificial limitations on the creation of new busi- 
ness for spot TV. We can, uniquely, afford to be 
creative BOTH ways. 


Bob Gilbertson, 
Chicago office 








ntries 
nd to 


HARRINGTON, RIGHTER & PARSONS, Ince. 


NEW YORK «+ CHICAGO + DETROIT + ATLANTA + BOSTON + SAN FRANCISCO + LOS ANGELES 
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This is the time to be in Television Age! 


Here’s how to be in the right 
\ _ place at the right time. 
Here’s how you meet the buyer — 
at the psychological moment: 
trust Television Age 
_ Decision makers do! Television Age 


the climate is compelling 
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take five 


THE MOST FORYOUR MONEY 
IN EASTERN MICHIGAN 


MARCH ARB CONFIRMS WNEM-TV’S DOMI- 
NANCE IN BAY CITY-SAGINAW-FLINT AREA 


WNEN-TV is Ist in Eastern Michigan 


in Homes Reached 


Lansing Station A 
Lansing Station B 


Saginaw Station A 


In FLINT... 


Michigan’s second city with an official 


*ARB Avg. 
Homes Reached 


population of 194,940, all surveys prove 


WNEA.-TV is number one! 


In the SAGINAW 
BAY CITY 


Metro Area, WNEM-TV nearly doubles the 
audience of its closest competition... 


*ARB SEE THE MARCH ARB FOR 


SHARE 
OF AUDIENCE 
(March, 1960) 
9:00 am—12 Mid. 
Sun.-Sat. 


WNEN-TV 


WNEM-TV’S DOMINANCE IN: 
¢ Late Night News 


* Syndicated Programming 


52.1 * Quvarter-Hour Leadership 


Flint Station A 
30.6 
Saginaw Station A 
11.9 


WNEM-TV 


serving 
FLINT * SAGINAW « BAY CITY 


Ge © oO 
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Well Read 
. I didn’t realize that so many 


people read your magazine so thor- 
oughly, but after all the phone calls 
and letters (on “Triple Play,” Tv Ace, 
June 13) I am sure you have one of 
the best and most widely read pub- 
lications in the television industry. ... 


BERNARD K, Pawus 
Account Executive 
Farson, Huff & Northlich 


Cincinnati 


Please Use Stamps 

We wish to correct an impression 
we may have given in an ad we placed 
for Heritage Productions (TV AGE, 
July 11). Said ad contained a perfect- 
ly ridiculous suggestion . . . that your 
readers “mail today for more infor- 
mation! No Postage Required!” 

This message makes sense on a 
flyer that was mailed to station man- 
agement along with a business reply 
card that required no postage. Inad- 
vertently, the offending line of type 
was included in the ad. 

We do hope that your readers do 
not feel that Heritage Productions has 
either lost its corporate mind or that 
the postmaster general has extended 
unique privileges. 

Bitty JAMEs 
Ad Infinitum 
New York City 


Consul Film 
. our listing was omitted unaer 
“Television Commercial Producers. 


The listing information is as follows: 


Consul Film Corp. 

Samuel Goldwyn Studios, 1041 North For- 
mosa Ave., Hollywood 46, Calif. Holly- 
wood 7-2323: Robert M. Koenig, pres.; 
Fred Ahern, exec. v.p.; Dan O'Brien, 
prod. m. 

Complete Goldwyn production facilities for 
film commercial production. 


Rospert M. KoeEnic¢ 
President 
Consul Film Corp. 


























NIELSEN PROVES WALB-TV 
DOMINATES IN THE 
BIN THONASVILETLAMSSE ARE 
























Nielsen Station Index March 
Albany-Thomasville-Tallahassee Market 
Percentage Share of Audience 


Mon. thru Fri. Sun. thru Sat. 





morning afternoon night 


Stations |e au.9AM. 9AM-Noon | Noon-3 P.M. 3P.M-6PM. | 6PM-9PM. 9PM-Mid 





WALB-TV; 67 63 50 62 52 54 


Station Z| 32 36 49 37 47 45 




















WALB-TV is your basic buy to cover the Albany-Thomasville-Tallahassee 
area, with a population of over 750,000 people and a spendable income of 


over $739 million. 


WALB.-TY is the only primary NBC outlet between Atlanta and the Gulf 


Channel 10 WALB-TV Pasiag 


ALBANY, GA. 


Raymond E. Carow, General Manager 


Represented nationally by: 
Venard, Rintoul & McConnell, Inc. 


In the South by James S. Ayers Co. 
one rate card 
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andl these are lhe fine Selevision hatin 
andl | Warkebs we 7epreseMt: 


EAST, SOUTHEAST CHANNEL PRIMARY 
WW/J-TV Detroit 4 NBC 
WPIX New York 11 IND 
WTTG Washington 5 IND 
WCSC-TV Charieston, S. C. 5 CBS 
Charleston—Huntington, 
WCHS-TV Ashland 8 ABC 
WIS-TV Columbia, S. C. 10 NBC 
Greenville, Asheville, 
WLOS-TV Spartanburg 13 ABC 
WFGA-TV Jacksonville 12 NBC 
WTVJ Miami 4 CBS 
WSFA-TV Montgomery 12 NBC-ABC 
WSIX-TV Nashville 8 ABC 
WDBJ-TV Roanoke 7 CBS 


MIDWEST, SOUTHWEST 


WHO-TV Des Moines 13 NBC 
woc-TV Davenport—Rock Island 6 NBC 
WDSN-TV Duluth—Superior 6 NBC-ABC 
WDAY-TV Fargo 6 NBC-ABC 
KMBC-TV Kansas City 9 ABC 
WISC-TV Madison, Wisc. 3 CBS 
wcco-TV Minneapolis—St. Paul 4 CBS 
WMBD-TV Peoria 31 CBS 
KPLR-TV St. Louis 11 IND 
KARD-TV Wichita 3 NBC 
KFDM-TV Beaumont 6 CBS 
KRIS-TV Corpus Christi 6 NBC 
WBAP-TV Fort Worth—Dallas 5 NBC 
KENS-TV San Antonio 5 CBS 


MOUNTAIN AND WEST 


KBAK-TV Bakersfield 29 CBS 
KBOI-TV Boise 2 CBS 
KBTV Denver 9 ABC 
KGMB-TV Honolulu 9 CBS 
KMAU-KHBC-TV Hawaii ‘ 
KTLA Los Angeles 5 IND 
KRON-TV San Francisco 4 NBC 
KIRO-TV Seattie—Tacoma 7 CBS 


Pioneer Station Representatives Since 1932 





P ETERS, G RIFFIN, W OODWARD, we. 


NEW YORK CHICAGO DETROIT HOLLYWOOD BOSTON 
ATLANTA DALLAS FT. WORTH SAN FRANCISCO ST. LOUIS 
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Has Warner Triggered the Flood? 

That $11-million deal between Warner Bros. Pictures 
and Creative Telefilms & Artists, Ltd., for the license to 
distribute 110 post-’49 Warner features to television in 
the U. S. and Canada is expected to trigger a flood of 
recent movies. Although many observers feel the timing 
could be better, it would seem that most major studios 
have no choice now but to release, in differing and prob- 
ably piecemeal ways, their post-48 movies to tv. The 
Warner-Creative Telefilms deal covers a seven-year period. 


Staying With Specials 

Proctor-Silex Electric Co. (formerly a steady user of 
spot as Proctor Electric), which moved into network this 
spring with sponsorship of a Jerry Lewis special, reported- 
ly intends to stick with that form of programming. It’s 
considering another Lewis show on NBC-TV, along with 
Jackie Gleason’s Million-Dollar Incident and a Red 
Skelton hour on CBS-TV. “The company gained a lot of 
prestige and promotional values from the special,” said 
an executive at Weiss & Geller, Inc., New York. Exact 
fall plans won't be definite for a few weeks, but they will 
probably include daytime network and possibly some spot 
for pre-Christmas activity in addition to the program buy. 


Station Facilities Changes Listed 

A total of more than 139 different stations initiated 
major facilities changes—ranging from new towers to 
switches in network affiliations to moves in transmitter 
sites—in the past year, according to a TELEVISION AGE 
survey to be published in a forthcoming issue. Some 
salient statistics: 13 new commercial stations went on the 
air, 36 established outlets increased tower heights, 29 
stations boosted power, while another 65 stations either 
dropped, switched or added network affiliations. 


Lionel in Three-Way Split 

Network, spot programs and spot announcements— 
they’re all part of the pre-Christmas carmpaign planned 
by Lionel Corp. for its electric trains and accessories. 
Spot, used in previous years, was replaced by network in 
‘39. For °60, however, advertising director James Zuccaire 
notes that Lionel will have half-sponsorship (with Ideal 
Toy Co.) of Macy’s Thanksgiving Parade on NBC-TV, 
plus a half-hour filmed special to be placed in selected 
markets and additional announcement schedules in top 
areas. Jerry Rettig, Grey Advertising Agency, Inc., New 
York, is the timebuyer. 


Silver-Lined Strike Analysis 

Despite wage and other concessions won by the Screen 
Actors and Writers guilds, and despite their strikes which 
adversely affected second-quarter earnings, film com- 
panies can consider their labor difficulties “quite bene- 
ficial,” says the respected Value Line Investment Survey. 


WHAT’S AHEAD BEHIND THE SCENES Te i & ms be Co Dp @ 
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The investment company discovered the silver lining in 
two areas: despite the concessions, “total payroll costs 
will probably be substantially reduced henceforth, since 
many employes were not re-hired after the strike,” and 
“the studios are now in a better position to utilize their 
vast post-1948 film libraries.” 


Garroway, Paar Billing $25 Million 

Billings for The Jack Paar Show and Today with Dave 
Garroway will total more than $25 million this year if 
they continue at their present rate, according to sources 
at NBC-TV. Both shows are practically sold out. Revenue 
from the two will come to more than 10 per cent of the 
total for the network if the present trend continues. 


Cartoon Firm Moves Into Commercials 

Reversing the trend somewhat, Felix the Cat Creations, 
Inc., producers of the Felix the Cat cartoon series, has 
established a commercial film-cartoon division for the 
production of animated commercials. The move is con- 
trary to what most animated commercial houses are do- 
ing: they have been trying, with varying success, to estab- 
lish themselves in programming in an attempt to amortize 
costs. The new division is a separate entity of Felix the 
Cat Creations with its own directors and producers. 


Longer Days, Longer Schedules 

Nu-Soft, the washing product from Corn Products Co., 
reportedly will forego summer spot activity this year 
it ran two weeks of daytime minutes in about 20 markets 
last July—in favor of lengthier fall placements. Past cam- 
paigns averaged an initial four weeks in length, but look 
for 11-week schedules beginning in late August. McCann- 
Erickson, Inc., New York, is the agency; Judy Bender is 
the timebuyer. 





Pepsi Picks Placers 

Ed Fieri, formerly spot supervisor at BBDO, New 
York, was named supervisor of broadcast media on the 
agency's recently acquired Pepsi-Cola Co. account. Ted 
Wallower was appointed timebuyer. While 2 great amount 
of Pepsi spot tv buying is handled by the local bottlers in 
each area, many of these have placed their accounts at 
BBDO’s offices throughout the country, which will do the 
local scheduling. 


UA Readies New Post-’48 Group 

The next new batch of post-48 features to be released 
to television will come from United Artists Corp. Accord- 
ing to reports received at press time, the company is pre- 
paring a new package of recent pictures which “will be 
released to television shortly” through United Artists 
Associated, feature film distribution subsidiary. UA, 
through UAA, already has 163 post-’48 movies, in three 


groups, on the television market. 
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... the Museum of Science and Industry is the most versatile 
museum of its kind in the world. Its exhibits range from Space 
Age Technology—to an actual operating Coal Mine—to the 
only German Submarine ever captured in wartime, the U505! 


~ 
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In Chicago 


WGN 


_ TELEVISION 


— owned and operated by 


Chicagoans—is dedicated to 
quality programming and 


community service. 





WGN IS CHICAGO 


Quality + Integrity « Responsibility 
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CHANNEL 9 


The lowest cost television bridge te the 

Upper Ohio Valley's Five Billion Dollar retail 

market. The best of CBS and ABC. Plus Shop- 

per Topper Merchandising. 

John J. Laux, Exec. V-P. — AT 2-6265 
Represented by Avery-Knodel, Inc. 


Clarksburg ~ Fairmont ~ Morgantown 





CHANNEL 12 


28% taller and 29% more powerful. Tells 

and sells 152,000 TV homes who spend 750 

million annually. The best of CBS and ABC. 

Plus Shopper Topper Merchandising. 

D. T. Knight, General Manager — MA 3-7260 
Represented by Avery-Knodel, inc. 








CHANNEL 3 
More to see on Channel 3 with NBC. Domi- 
nates the key corners of Tennessee, Georgia 
and Alabama where over a million people 
spend 800 million dollars. 

Harry Burke, General Manager — OX 8-1505 
Represented by H-R 





The FRIENDLY Group’s 





CHANNEL 12 


Newest. member of the FRIENDLY Group serv- 
ing over a million people with 721 million 
dollars te spend. The best of CBS and ABC 
Networks. 


Robert E. Metcalfe, Managing Dir —TA 4-5432 
Represented by Avery-Knodel, Inc. 


A SHOPPER TOPPER STATION 
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IN CLARKSBURG: 





Roger Garrett—MAin 4-7573 

IN NEW YORK: 

Lee Gaynor—OXford 7-0306 

Represented Nationally: Avery-Knodel, Inc. 





In Television too, a station is known by the companies it keeps! 
Here at WBOY-TV our sponsor list reads like the “Who’s Who” 
in local and national advertisers. Yes, Iron City Beer, Lever 
Brothers, Ford Dealers, Gulf Oil, Carlings Beer, Domino Sugar, 


CHANNEL 12 
A captive audience of 150,000 TV homes with 





Carnation Milk, Hope Natural Gas, Procter and Gamble and a spendable consumer income of almost One 
U.S. Rubber are just a few of the firms who buy BOY to tell and Billion Dollars. The best of NBC and CBS. 
sell 150,000 TV families in the heart of Central West Virginia— Plus Shopper Topper Merchandising. 


families with almost ONE BILLION DOLLARS TO SPEND. 
= ee Roger Garrett, General Manager—MAin 4-7573 


Member The FRIENDLY Group John J. Laux, Managing Director sr te alate ei 
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Spot for May was up as compared with a drop for the same month in 1959, copyrighted 
Business Barometer report reveals. 































Totals for the month increased 2.8 per cent over those for April, percentages fur- 
nished to TV AGE by Dun & Bradstreet reveal. The percentages are based on a 
nationwide survey conducted by the magazine. 





The totals for May 1960 were 10.1 per cent ahead of those in May 1959. 





The May increase came after a 
rather sluggish show- 
ing in April, when 
total spot business 
was off 4.4 per cent 
under that in March. 





SPOT BUSINESS 








Comparing May with the same 
month in previous 
years indicates that 
it has been some time 
since business was as 
good for the period. 








Business Barometer records 
show that May spot in 
1959 dropped 2.2 per 
cent under that in 
April; in 1958 there 
was a gain of 2.8 per 
cent; in 1957 spot 
dropped 1.2 per cent 
in May; in 1956 it was 
up 4.9 per cent; 1955 
up 3.8 per cent, and 
1954 up 6.7 per cent. 











Indications that spot, like 
other divisions of 
television business, 
is beginning to level 


























off are seen in the \ Hy 
year-to-year compari- X / 
sons. \. f 
Whereas in 1959 spot for each X¥ ! 
month was running 20 ~/ 
per cent or more ahead 
of the same month in A May up 2.8 per cent over April 
1958, in 1960 the B May 1960 up 10.1 per cent over May 1959 


division is ranging 
only about 10 per cent ahead of 1959. The 10.1 increase for May 1960 over 
May 1959 may be considered average for the year. 


It is expected that this trend will show an increase as fall business is placed, 
with the last quarter of the year running well ahead of this 10-per-cent 
figure. 
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Heralded by the greatest advance acclaim ever accorded a television series,“The 
Robert Herridge Theater” is available to all television stations and advertisers 
on a first-run basis. And the excitement is just beginning! Producer-host Robert 
Herridge (“Camera Three;’ “Studio One”) explores the entire world of entertain- 


“...THE BEST FILM PROGRAMS FOR ALL STATIONS.” CBS FILMS SALES OFFICES ARE LOCATED IN NEW YORK, CHICAGO, DETROIT, 














Bgl! sg cag Power rradk oS ee ““‘A Trip to Czardis’ is one of the best 
one of the finest and most honest half-hour dramas yet made for TV." 
cuaieaee be Geivckctos Morcidwe “ ..S0 head and shoulders above 
ea eee 
them as well as a fresh feeling TV could use a lot more like it. ll 
of general originality.”” orm “«+«the most moving and beautiful 


television play | can remember.” 


MARYA MANNES, THE REPORTER 





Stories by John Steinbeck, Sean O’Casey, Louis Adamic, Mark Twain, Edgar Allan Poe, Shirley Jackson, Plato, Richard Harrity, J. M. Synge, 
Edwin Granberry, Elaine Carrington, S. Lee Pogostin, Eugene O'Neill, Gina Berriault, John Bell Clayton, William Iversen. Performed by 
Crahan Denton, Nydia Westman, Salome Jens, Jean Stapleton, Conrad Janis, Kevin Coughlin, Victor Killiam, Mike Kellin, Larry Hagman, 















ment—drama,comedy,music and dance—featuring a brilliant array of talent. Bold, 
imaginative, unforgettable, “The Robert Herridge Theater” provides a unique 
opportunity to present quality, “prestige” programming of universal appeal. 
There are 26 half-hours available, on video tape or on film, from © CBS FILMS 


LOS ANGELES, BOSTON, ST. LOUIS, SAN FRANCISCO, DALLAS, ATLANTA. AND IN CANADA: S.W. CALDWELL LTD., TORONTO 





“Herridge thinks withhiseyes, “|Inthecourseof my joblseea 


and pays the audience the great many television shows... 
Paap sy ss St nog ore but I have never viewed two finer 
tertiaatl ca amp be ms  half-hourTV programs... ATrip 
“Herrldge is on r to Czardis’ and trumpeter Miles 
preheat yc unapbale Rpt ncmgai Davis making his television debut 
produced for television.” in a half-hour program of jazz... 


cucacopanxxews the purest, finest jazz you've 
ever heard.” CHARLES MERCER, ASSOCIATED PRESS 











Alfred Ryder, Maureen Stapleton, William Shatner, E. G. Marshall, Eli Wallach, Kurt Kasznar, Donald Davis, Martin Balsam, Michael Kane, 
Michael Higgins, Mildred Dunnock, Jack Lord, Sam Jaffe, Marian Seldes, Arthur Hill, Bert Wheeler, Melissa Hayden, Edward Andrews. 
Directed by Karl Genus, Jack Smight, Michael Dreyfuss. Music by Tom Scott, Miles Davis, Ahmad Jamal, Dave Brubeck, Gil Evans, Ben Webster. 
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You have to buy 
Topeka to 
cover the rich, 

growing 38-county 
Topeka Market. Get 
the facts from your 
Avery-Knodel man. 






LOWEST COST PER THOUSAND 


The March Topeka ARB Report 
proves WIBW-TV is an outstand- 
ing spot and network buy, day or 
night. YOU GET WHAT YOU 
PAY FOR ON WIBW.-TV. 


















*Lowest cost per 
thousand for CBS-TV 
nighttime and day- 
time programs when 
compared with five 


WIBW-TV 


ther CBS affiliat CHANNEL 13 
orner attiliates 
in Kansas and Missouri TOPEKA 


(March 1960 ARB) CBS NBC ABC 


Division of Stauffer-Capper Publications 
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Tracy-Locke spot for Champlin realistic . . page 27 


Daytime tv offers nearly 38 million homes . page 27 


Interest in politics stirred by television . .. page 31 


Different Commercial 

Realism! Authenticity! Tracy- 
Locke Co. of Dallas succeeded beyond 
its highest hopes when it filmed one 
commercial now running for its cli- 
ent, Champlin Oil & Refining Co. 

As one of a series featuring sports 
stars from the midwest and tying in 
with the Champlin theme, “A great 
name in the Great Plains,” the com- 
mercial was to show sky diver Lee 
Wright in a delayed parachute jump. 

As a first, a camera was rigged to 
focus on Wright’s face during the 
jump so that each facial expression 
would be recorded for the commer- 
cial. Strapped to his chest, the movie 
camera was fixed to grind away from 
the minute he left the plane. 

As originally planned, Wright was 
to have fallen about 1,500 to 2,000 
feet before opening his parachute. 
He was jumping from a small plane 
flying at a little better than 3,500 
feet. 

Everything started perfectly. Wright 
climbed from the plane and began 





his fall. But the cumbersome equip- 
ment created a problem that he 
hadn’t anticipated. When he tried to 
reach up with his left hand to pull 
the parachute release he couldn’t 
seem to overcome the inertia from 
his fall. 

While he struggled to reach the 
release the production crew, working 
on the ground, watched in mounting 
anxiety as he kept plummeting earth- 





ward. Then, with less than 750 feet 
of altitude left, he managed to work 
his right hand up to pull the ring. 
The ‘chute bellowed out, and every- 
one gave vent to a tremendous sigh 
of relief. 





All this time the camera strapped 


to his chest had been grinding away 
recording his facial expressions. 

“. . . adventure mirrored on his 
face” is the copy line in the narra- 
tion accompanying the footage in the 
commercial. But viewers who look 
closely will see considerably more 
than adventure. 

First, there is the excitement of the 
dive, then the effort as he tried to 
bring his left arm up, growing anxi- 
ety as he discovers he can’t, a brief 
moment of near terror, then relief as 
he pulls the ring free with his right 
hand and the parachute opens above 
him. 

The Champlin series is a continua- 
tion of one which started in 1959 and 
this year features champions of lesser- 


THE WAY IT HAPPENED Ne WS front 
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known sports. 

“We didn’t want to settle for the 
conventional, run-of-the-mill action 
shots,” says Ed Gaines, Champlin’s 
advertising manager. “We wanted to 
give the viewer something perhaps 
he never has seen or experienced be- 
fore, and the only way we knew to 
do it was by having the participating 
athlete actually take part in the film- 
ing.” 

Viewers who watch the Wright 
commercial may be expected to get 
an emotional jolt far beyond that 
planned by the agency or the adver- 
tiser. 


Operation Daytime 

The basic dimensions of today’s 
daytime television are, to understate 
it, decidedly impressive: in a single 
Monday-through-Friday week, 85.9 
per cent of all tv homes watch video 
between 6 a.m. and 6 p.m., 62.3 per 
cent view tv during the morning hours, 
and 83.1 per cent are tuned in to 
afternoon programming. These per- 
centages translate numerically into 
37,796,000 homes for the full day, 
27,412,000 in the morning and 36,- 
564,000 in the afternoon—more 
homes watching daytime television in 
1960 than there were total tv homes 
only four years ago in 1956. 

These figures are revealed in a just- 
released report by the Television Bu- 
reau of Advertising called “A Net- 
work of Facts About Daytime Tele- 
vision,” a 60-page presentation that 
provides a comprehensive picture of 
weekday daytime network television 
for advertisers and their agencies. 

According to the TvB report, $171,- 
243,799 was invested by advertisers 
in weekday daytime network tv gross 
time during 1959—$25 million more 
than the year before, $65 million more 
than in 1955, representing an increase 
of 61.5 per cent in five years. Of the 
$627,312,000 advertisers spent for all 
network tv time in 59, Monday-Fri- 
day daytime accounted for an all-time 
high of 27.3 per cent. 

Turning from total homes reached 
by daytime television to the number 
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earn $8 “Oktrenalaacs pay oss 
_ plus allowances, income tax differenti 
% retirement plan, health services, @ 
other fringe benefits—includi a 
$5 country club dues, and ~ 
10c theater tickets! 


' Thus the more than $150 mil- ~ 
gt oe oer to service people living it 

Tidewater equals about $350 million of 
- civilian payroll. In other words, here isa _ 
hidden plus of $200 million not reported : 
in the SM Survey of Buying Powell or 
elsewhere. And we have not included here | 
the fleet based navy payroll of $123,199,- 
602 in (1959), much of which is spent in™ 


Shits pee 


28 July 25, 1960, Television Age 








8 


A MONTH in TIDEWTAR, VA. 





wy 


‘the entire rs as "...more 

> as reported in SM Survey of Buying than 820,000. a tos (new census 
- Power and elsewhere do not in- report) in half the area of metro 
clude sales in Tide- water’s Atlanta or ] Miami! Tidewtar 

. ies, post. _—siSabetterwayto M | _ spell it, and sell 


i 


i eee 
ale 


many commissar- 
“§ exchanges, ships’ ~ stores, it, for WTAR-TV is the most power- 
“and service clubs. ful advertising medium in the market — 


a 


No. 1 in every audience survey ever 
Tidewater is a tremendous made here! 
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These heavy audience favorites keep growing stronger every year. After three years, U.A.A.’s 
Popeye and Warner Bros. Cartoons tip the scales with a hefty ARB Average of 15.1 and 12.8 
respectively. And this includes every market — regardless of station, time period or competition 
—for which ratings are available. Weigh these facts carefully. And keep your ratings healthy 
for years to come with Popeye and Warner Bros. Cartoons. 


U.c1.C. 


NEW YORK 247 Park Avenue, MU 7-7800 
CHICAGO 75 E. Wacker Dr., DE 2-2030 
DALLAS 1511 Bryan St., RI 7-8553 
LOS ANGELES 400 S. Beverly Drive, CR 6-5886 @©u.a.a. 
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of homes reached during the average 
minute, the report shows that 8,859,- 
000 homes watch the average minute 
of daytime tv today, as against 5,642,- 
000 viewing the same minute in 1955, 
a 57.0-per-cent gain. And, TvB paren- 
thetically notes, the first quarter of 
1960 is almost seven per cent ahead of 
the same period last year. 

Daytime tv’s daily audience of 29,- 
251,000 different women represents 
52.0 per cent of all American women 
and accounts for 37.3 per cent of the 
total daytime audience. Teen-agers 
total 9,329,000, or 11.9 per cent of 
the aggregate daytime audience; 25,- 
063,000 children add up to 32.0 per 
cent, and 14,718,000 men represent 
the remaining 18.8 per cent. 

Fifty-point-nine per cent of all U. S. 
teen-agers are daytime tv viewers, 
91.5 per cent of all children watch 
during the daylight hours, and 27.5 
per cent of all men view between 6 
a.m. and 6 p.m.—which comes, ac- 
cording to TvB, to 50.4 per cent of 
all Americans over four years of age, 
or 78,361,000 daytime tv viewers 
(more people, annotates TvB, than 
live in Great Britain, France or Ger- 
many). 

The largest families (five or more 
persons) account for 24.0 per cent 
of all television homes and for 33.8 
per cent of daytime viewing. The 
youngest families (under 40 years 
old) represent 36.3 per cent of the 
total U. S. video homes and 42.3 per 
cent of the daytime viewing audience, 
and homes with children account for 
55.3 per cent of all tv homes and for 
67.4 per cent of daytime viewing. 


Profs and Politics 


While television coverage of polit- 
ical conventions and election activi- 
ties has had a generally beneficial ef- 
fect on voter awareness of men and 
issues, it has not delved deeply enough 
into these matters. Fuller explana- 
tion and deeper penetration beyond 
the superficial is called for in the pic- 
ture. 

Expressing these and other atti- 
tudes—both favorable and unfavor- 
able—about tv and politics, 28 uni- 
versity professors replied to a 10-part 
questionnaire submitted by the re- 
search department of Ketchum, Mac- 


Leod & Grove, Inc., for client West- 
inghouse Electric Corp. 

Among the “beneficial” points 
agreed on by the respondents were 
that there is more voter interest in 
national politics than existed before 
tv, voters are more critical of candi- 
dates than previously, and _political- 
science students are thought to be 
considerably better informed than in 
pre-tv eras. 

Doubts raised by the political in- 
structors on the values of tv cover- 
age included the thought that voter 
criticism centers too often on a can- 
didate’s appearance and performance 
“on camera” rather than on his stand 
on issues, and that students’ respect 
for the country’s democratic processes 
may be weakened by video coverage 
of organized “spontaneous demon- 
strations” and the like. 


Professional Direction 


The question of professional direc- 
tion of a politician’s tv appearances 
was approached from several angles 
by the panel. A University of Arizona 
professor believed “tv has made it pos- 
sible for the voters to get firsthand 
impressions of such characteristics as 
sincerity, humility, determination, 
etc.” 

Conversely, a University of Ver- 
mont instructor said, “The presenta- 
tion of men in unreal surroundings 
with all the tricks of the trade avail- 
able has made it more difficult than 
ever to get a real sense of the man 
behind the facade prepared. by the 
professionals.” The consensus indi- 
cates that direction is of minor im- 
portance so long as it is concerned 
with performance rather than policy 
or ideas. 

“It is not desirable for the real man, 
his party and the issues to be over- 
shadowed by tv techniques,” said one 
respondent. Direction is warranted, 
noted two others, “because a practi- 
tioner does better if he exploits the 
possibilities of his medium and pre- 
vents errors or ineptness from getting 
between him and his audience” and 
“as long as leaders are going to use 
the medium, they might as well use 
it well, if only to protect the public 
from boredom and cynicism.” 

Changes noticed in political cam- 
paigning since the advent of tv were 








As a 25th anniversary gift to the city 
of Rochester, Minn., KROC-TV-AM gave 
the city a Fourth of July fireworks 
display. The city had decided, be- 
cause of a lack of funds, to dispense 
with the traditional celebration which 
had been held each year for 25 years. 
Since the date coincided with the 
station’s 25th birthday, general man- 
ager and executive vice president CG. 
David Geniling offered to put on the 
show. Over 30,000 people turned out 
to see the spectacle. Here manager 
Gentling lights the first of scores of 
aerial bombs which opened the dis- 


play. 





numerous. A professor at Brigham 
Young University stressed that the 
basic selection of candidates by the 
party and public was narrowing to 
include only those persons with “a 
reasonably good speaking voice, no 
major physical peculiarities and a 
strong tv personality.” The organiza- 
tion of national conventions into 
“well-staged” affairs and the need for 
increased campaign expenditures were 
other results cited as being tv-caused. 

Improvements suggested in future 
political telecasts included the aboli- 
tion of “all machines designed to 
make predictions,” fewer detailed re- 
ports on fragmentary early returns, 
more coverage of informal and “back- 
stage” maneuverings, fewer commer- 
cial interruptions of convention tele- 
casts, along with a dignified approach, 
a smaller number of hours devoted to 
convention proceedings with high- 
lights shown via tape recordings and 
more relating by commentators of the 
conventions to the total political proc- 


(Continued on page 62) 
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Largest share: 
WNBQ wins Chicago's 
biggest nighttime 
audience share— 

an average of 31.7% 
per quarter-hour, 

6 pm to midnight, 
Monday through Friday. 
Most adults: 

And it’s the audience 
you want most to 
talk to—88% adult! 


Biggest buying power: 
The biggest share 

of audience and 

the most adults among 
all Chicago stations, 
means the greatest 
purchasing power. 

For the power to 

sell in Chicago, use... 


WNBQ 


NBC Owned - Channel 5 in Chicago 
Sold by NBC Spot Sales RE 


Source: NS! May 1960 & NSI April-May 1960 





WABC-TV WJIM-TV 


NEW YORK LANSING 
ALBANY-SCHENECTADY-TROY LOS ANGELES 


WFBG-TV WMCT [iia 


ALTOOMA-JOFnSTOWN Mere OPPORTUNITY 


WNBF-TY WDSU-TV 


Each group of letters at the le 


BINGHAMTON NEW ORLEANS 
presents a special opportunity 
WV H ) L 5 Ty Waw- | | to the advertiser. .. 
BOSTON OMAHA 
to build increasing volume 
We B K B WFI L- | in a major market through 
CHICAGO PHILADELPHIA 


the prestige and selling-power 


WC Ze -TV VV ¢ of a leading station. 


CINCINNATI PITTSBURGH 


In representing these stations 


W E W 5 ae W-TV our entire personnel and 


i aaa PORTLAND nation-wide facilities are 
VAY B i STV W PKO -| | / centered on this objective: 
COLUMBUS pacsudiaien to supply advertisers and 
K F.| L TV KGO T | f agencies with all the facts 

needed to take full advantage 
DALLAS-FT. WORTH SAN FRANCISCO 
WX Y7 TV K | Ne TY of these opportunities. 

DETROIT SEATTLE-TACOMA 
KFRETV KTVI BLAIR-TV 
FRESNO ST. LOUIS 

a 


WNHC-TV WELA-TV 


Television's first exclusive 
HARTFORD-NEW HAVEN 


TAMPA-ST. PETERSBURG national representative 
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Total business for fall will 
surpass that of a year ago, survey of 


leading advertisers indicates 





Ss” television billings will reach a new peak 
in the coming fall season. 

A TV AGE survey of advertisers who spent 
nearly 75 per cent of the $605 million which 
the Television Bureau of Advertising reports 
went into spot television last year indicates that 
the last three months of the year will be up about 
14 per cent over the same quarter for 1959. In 
that year the total for the quarter was estimated 
at $165 million, up 13.3 per cent over the total 
for the same period in 1958. 

Advertisers who last year spent about 35 per 
cent of the total spot billings told the magazine 
they expected to increase their budgets this year. 















Another 53 per cent said their expenditures 
would be the same, while eight per cent were 
cutting their spot tv budgets—many to put the 
money into network television. 

At the same time, many smaller, regional 
manufacturers and distributors are entering tele- 
vision for the first time. Several advertisers who 
used spot in earlier years have cut network com- 
mitments to return to it. 

Procter & Gamble, bellwether of spot television 
advertisers, may be expected to spend at least as 
much in the medium as in the last three months 
of 1958, when the total for the company reached 
an estimated $12 million. 








Advertising executives at P&G esti- 
mate the company “will be using ap- 
proximately the same amount of spot 
tv this fall as last.” 

In the fall of 1959, when TV AGE 
checked P&G, a similar prediction of 
“approximately the same” spot bill- 
ings was made. However, when all of 
the many branches of the huge con- 
cern had completed their fall spot 
schedules, the total was estimated by 
TvB at $12 million, as compared with 
the $9 million spent in the same 
period in 1958. The P&G spot total for 
1959 came to $45 million, as com- 
pared to $34 million a year earlier. 

With this background in mind, it is 
quite possible that the P&G estimate is 
on the conservative side, and the com- 
pany again may spend considerably 
more in the spot medium than it did 
in 1959. If this hoped-for result is 
reached, it will give the final three 
months of the year an additional shot 
in the arm. 

Second biggest spot user last year, 
Lestoil Products Co., which as Adell 
Chemical Co. invested $18 million in 
the medium in 1960, will “spend as 
much” as it has in the past, according 





to Eleanor Miller, advertising man- 
ager for Lestoil. With its change in 
agencies from Jackson Associates, 
Inc., to Sackel-Jackson Co., Inc., Les- 
toil has done quite a bit of changing 





. . . We expect to use more 
television during this coming 
fall and winter... . 





Walter A. Bonvie 
Director of Advertising 
Minute Maid Corp. 





in over-all pattern, giving up its 
saturation pattern in favor of more 
prime time. As always, it is “very 
pleased” with results. “Tv is our 
baby,” says Miss Miller. Len Torcher, 
formerly of Lennen & Newell, has be- 
come the new media director at 
Sackel-Jackson. 

Another of 1960's five big spot 
users, General Foods, which was esti- 
mated to have spent $15 million last 
year in the medium, may be expected 
to use slightly more in 1960. Although 
General Foods Corp. advertising serv- 


ices executives are reluctant to discuss 
plans because of the competitive situa- 
tion in the foods industry, some of the 
product managers hint at larger spot 
expenditures for fall. 

R. P. Campbell, advertising man- 
ager for the Post division, which last 
year spent an estimated $3 million in 
spot, says “in all likelihood we may 
well be using more spot tv this fall 
than we did last fall.” The Maxwell 
House Coffee division expects to “use 
about the same amount of spot this 
coming broadcast season as we did in 
the past,” according to M. C, Baker, 
advertising - merchandising manager. 
Last year the division spent over $6 
million in spot. 

Lever Bros., which last year in- 
vested over $14 million in spot tv, 
continues active in each of its many 
products. With the acquisition of the 
Dinner Ready Corp. early this year, a 
substantial new spot advertiser was 
added. Currently a new schedule for 
Breeze ($1-million spot advertiser in 
1959) is beginning in 45 top markets, 
with 10 to 15 announcements per 
week in each. A campaign for All in 
both day and night spots began July 4. 










Spot advertisers, 
their agencies, 
advertising and 


account executives 


A G Food Stores 

9001 Ambassador Row, Dallas. Nat Gibbs, 
adv sup. 

Agency: Sam Bloom, Dallas, Judy Statman, 
ae. Spot $86,730. 


A & M Pest Control Co. 
Agency: Eastburn-Siegel, Atlanta, Sam 
Scheinman, ae. Spot $85,560. 


Acme-Evans Co., Inc. 

902 W. Washington Ave., Indianapolis 9. 
John Lamb, adv & sls prom m. 

Agency: Kiley & Nicholas, Indianapolis. 
Spot $33,750. 


Action Laboratories 

403 Ist National Bank Bldg., Tampa, Fla. 
Hugh Hardy, adv sup. 

Agency: Benito, Tampa, John Hall, ae. 
Spot $22,260. 


For abbreviations, see page 112. 
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Adams’ Dairy 

5425 Easton Ave., St. Louis. E. C. Adams, 
sup adv, 

Agency: Weintraub, Clayton, Dave Erich, 
ae. Spot $43,640. 


Affiliated Super Markets 

16 W. 46th St., NYC 36. 

Agency: Co-ordinated Marketing, NYC 36, 
Lester Wolfe, Irving Hertz, aes. Spot 
$25,650. 


Alabama Farm Bureau Ins. Co. 
Edward L. Lowder, adv sup. 

Agency: Mitchell, Montgomery, Ala. Spot 
$25,650. 


Alamito Dairy Co. 
2601 Leavenworth, Omaha. Spot $34,420. 


Albers Super Markets 

266 W. Mitchell, Cincinnati. Robert Mus- 
haben, adv sup. 

Agency: LNB&L, Atlanta, Vincent Van 
Beuren, ae. Spot $242,270. 


Alberto-Culver Co. 

4201 W. Grand Ave., Chicago 51. Chas. A. 
Pratt, adv dir. 

Agency: Compton, Chi. Spot $1,535,130. 


Albertson’s Food Stores 
Agency: Givens-Davies, Boise, R. J. Jones, 





ae. Spot $61,110. 


Albin Enterprises 

3100 Vanowen, Burbank, Calif. 

Agency: Ed S. Kellogg Co., LA. Spot 
$42,320. 

Allen Products Co., Inc. 

R.D. #3, Allentown, Pa. 

Agency: Weightman, Philadelphia. S. A. 
Tannenbaum, ae. Spot $146,260. 

Alles & Fisher, Inc. 

716 Columbus Ave., Boston 20. 

Agency: Gabriel Stern, Boston, Herbert S. 
Stern, ae. Spot $122,280. 


Alliance Mfg. Co., Inc. 

Lake Park Blvd., Alliance, Ohio. 
Agency: D-¥-S, Chicago, Harry Lazarus, 
ae. Spot $84,110. 


Allied Artists Pictures Corp. 
1560 Broadway, NYC. Lars McSorley, east- 
Agency: Donahue & Coe, NYC, Lloyd Seid- 
ern adv dir in NYC; Sanford Abrahams, 
nat adv dir in Hollywood. 

man, ae, Spot $34,480. 


Allied Chemical & Dye Corp. 

40 Rector St., NYC. J. D. Waugh, adv dir. 
Agencies: Albert Sidney Noble, NYC, agric. 
div.; G. M. Basford Co., NYC, ind. div. Spot 














Colgate-Palmolive, another of the 
top-five spot users in 1959 with just 
under $14 million invested, while re- 
luctant to discuss plans, is indicating 
by action that there will be no let-up 
in spot activity. Wildroot and Palm- 
olive have just started new 26-week 
schedules, with other Colgate items 
scheduling 10 and more weeks in 
some 25 markets. Vam, a hair tonic, 
has been signed for long schedules, 
and a new product, Choice, a bar 
soap, is being tested. Colgate-Palm- 
olive’s regular pattern of movement 
in and out of markets throughout the 
year may be expected to continue with 
a quickening in pace during the last 
three months, 

The food-product advertisers jump- 
ed from a total of $136 million in 
1958 to $166 million last year, with 
$48 million falling in the last quarter. 
This 18-per-cent increase should be 
equaled and may be surpassed in 
1960, with many of the biggest food 
distributors increasing their budgets. 

Coffee, tea and food drinks, which 
accounted for $37 million last year, 
will be even more active this fall. As 
noted above, Maxwell House, one of 





the majors, will hold steady with its 
schedules, Television has earned its 
place in the Maxwell House advertis- 
ing scheme. “Given a copy story 
which lends itself to presentation on 
spot television, we feel that the 
medium is about as efficient as any 
available to us,” Mr. Baker says. 
Hills Bros., of San Francisco, which 
last year spent over $1 million in spot, 





. . - Indications are that this 
company will be using spot tv 
to approximately the same ex- 
tent we have in the past... 
possibly a little heavier. .. . 





Robert A. Dobbin 
Advertising Manager 
Best Foods 





will probably increase that amount. 
T. C. Wilson, vice president, says: “It 
is a little early to give any very 
definite indication of our plans for 
the broadcast year starting Oct. 1, 
although it is probable that our use of 
spot television from that date on for 





an indefinite period will be somewhat 
heavier than it has been for the past 
two-and-a-half years, due to a realign- 
ment of our network sponsorship 
activities, 

“Our experience with spot tele- 
vision has been very satisfactory and 
gratifying,” Mr. Wilson continues. 
“Obviously, there are values in net- 
work sponsorship which do not carry 
through to spots. On the other hand, 
the opportunities for flexibility and 
in-and-out market concentration that 
exist in broad spot usage tend to offset 
somewhat the less favorable aspects.” 

M.J.B. Co. “will be using about the 
same amount of spot tv this fall as 
last,” according to P. H. Beuter, ad- 
vertising manager. Industry estimates 
placed the 1959 total at $1.5 million. 

While Tea Council plans for fall 
have not been completely set, indica- 
tions are that the usual fall campaign 
will be carried, although the summer 
drive on iced tea was curtailed this 
year. Faith in spot is expressed by 
John M. Anderson, executive director, 
who says the medium “has done a job 
for us.” 

Standard Brands, a spot advertiser 











$220,000. 

Allied Mills, Inc. 

110 N. Wacker Drive, Chicago. R. H. 
Green, adv m (Ft. Wayne, Ind.). 
Agency: Western, Chi., Lee Hammett, ae. 
Spot $22,690. 


Aluminum Co. of America 

Alcoa Bldg., Pittsburgh; Arthur Hall vp 
pr, adv; Torrence Hunt, gm, adv m; B. B. 
Randolph, m r&tv. 

Agencies: F&S&R, Pittsburgh, H. M. Red- 
head, ae; KM&G, Pittsburgh, Donald Ratch- 
ford, ae, Spot $653,000. 


American Airlines, Inc. 

100 Park Ave., NYC 17. C. R. Speers, vp 
adv.; Henry O’Neil, dir adv; J. M. Comin- 
sky, m adv admin. 

Agency: Y&R, NYC, Earl Angstrat, ae. 
Spot $250,000. 


American Bakeries Co. 
919 N. Michigan Ave., Chicago 11. Robert 
Llewellyn, adv m. 
Agency: Y&R, Chi., R. J. Lahvic, ae. Spot 
$890,370. 

Merita Div., 520 Ten Pryor St. Bldg., At- 
lanta 1. J. T. Callier, adv m. 
Agency: Tucker Wayne, Atlanta, Leigh 
Kelley, ae. Spot $280,780. 







American Beauty Macaroni Co. 
501 Funston Rd., Kansas City 15, Kan. 
Ralph Sarli, vp & adv m. ; 
Agencies: Simmonds & Simmonds, St. 
Louis; H, C, H, LA (western div) ; Rogers 
& Smith, Kansas City, Mo. (Kansas City 
div). Spot $45,040. 

American Bird Food Mfg. Corp. 
6600 W. Armitage, Chicago 35. M. R. North, 
adv m. 

Agency: Hartman, Chi. Spot $82,000. 
American Bread Co. 

Murfreesboro Rd., Nashville. Charles Evers, 
adv sup. 

Agency: QBA, NYC, Dayton Cornish, ae. 
Spot $98,430. 


American Brewery Inc. 

1700 N. Gay, Baltimore 13. John J. O’Con- 
nor, asst adv dir. 

Agency: Van Sant, Dugdale, Baltimore, 
Dan Loden, ae. Spot $238,430. 


American Brewing Co. 

717 Bienville, New Orleans. Charles E. 
Baxter, chg adv. 

Agency: North, Chicago, James W. Guen, 
ae. Spot $89,580. 


American Can Co. 
100 Park Ave., NYC 17, J.. Whitney King, 





mgr sls prom & adv—Canco Div. 
Agencies: Compton, NYC; Roth, Chi. Spot 
$21,880. 

American Chicle Co. 

Thompson & Manley Aves., Long Island 
City 1, N. Y. R. L. Harris, adv m; J. 
Trevor, prds dev m; T. Williams, F. Hart- 
man, R. S. Soule, brand ms. 

Agencies: D-F-S, NYC 17 (Dentyne & other 
Adams gum) ; Bates, NYC 19, (other prds). 
Spot $2,496,540. 

American Dairy Assn. 

20 N. Wacker Dr., Chicago 6. 
Agency: Campbell-Mithun, Chi.,, 
Grimes, ae. Spot $134,970. 
American Home Products Corp. 
22 E. 40th St., NYC 16. 

American Home Foods Div., Harry Whol- 

ley, vp adv; W. E. Kratzke, adv m. Spot 
$10,657,620. 
Agencies: Y&R, NYC 17 (Chef Boy-Ar-Dee 
& Dennison’s Foods); Hoyt Co., NYC 17 
(G. Washington’s); GMM&B, NYC 22 
(Burnett’s flavoring); BBDO, NYC 17 
(Mashed Banana Prds). 

Boyle-Midway Div., Robert S. Wheeler, 
vp & adv dir. 

Agencies: GMM&B, NYC 22 (Aerowax, 
Plastic Wood, Easy-Off, Wizard, Griffin) ; 


Alden 
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to the tune of $4 million last year, is 
continuing its Tenderleaf campaign 
into the fall. The Chase & Sanborn 
coffee spots which make up the major 
part of its budget in the medium will 
be carried again this year. 

Baked-goods advertising accounted 
for nearly $30 million of the spot total 
last year, while dry foods, such as 
flour, mixes, rice, etc., made up an- 
other $20 million. 

This fall Continental Baking Co. 
($11 million in 1959) is moving back 
into spot for its Hostess cakes and 





..- Nabisco is much im- 
pressed with the efficiency of 
spot television. ... 





Harry F. Schroeter 
Director, General 
Advertising Department 
National Biscuit Co. 





bakery products after the usual sum- 
mer hiatus. Beginning Sept. 1 both 
day and night minutes will be placed 
in 30 or more markets, with most con- 
tracts running until Jan. 1. 





Ward Baking, contrary to the gen- 
eral trend, is reducing its spot this 
fall, according to advertising manager 
Richard M. Prentice. “While we are 
strong believers in the effectiveness of 
spot tv, it does not provide the im- 
mediate flexibility and low-cost pro- 
duction we desire in approaching our 
advertising on a market-by-market 
basis,” he says. 

At National Biscuit Co. “spot tv 
will continue to play the same role as 
it did early in 1960,” says Harry F. 
Schroeter, director, general advertis- 
ing department. “We will use spot tv 
for local and regional products, test- 
market operations and, in some in- 
stances, to add extra weight in se- 
lected markets.” The National Biscuit 
total is estimated at over $2 million 
for last year. 

Tasty Baking Co. is one of the 
bakers which has continued to some 
extent during summer months with 
campaigns in the Philadelphia market. 
This fall the company will be back in 
eastern markets with filmed minutes 
in family-audience periods in its east- 
ern market area. 

Quality Bakers of America Co- 
operative is another company that 
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JWT, NYC 17 (Black Flag, Aeroshave, 
Saniflush, garden prds). 

Whitehall Labs Div., R. G. Rettig, vp 
adv; William L. Sibert, adv m. 
Agencies: Bates, NYC 19 (Anacin, Freez- 
one, Preparation H, Trendar, Primatene, 
Heet, Hopper, Outgro), Dan Rodgers, ae; 
SSC&B, NYC 22 (Bi-So-Dol, InfraRub, 
Psorex, Resdan, Duplexin), M. Hummel, 
ae; Gumbinner, NYC 21 (Instil, Neet) ; 
Tatham-Laird, Chi. 4 (Kolynos, Dristan, 
Petro-Syllium, Dondril, Soothol, Dry-Aid, 
Needol); Street & Finney, NYC 36 
(Digene). 
American-Marietta Co. 
101 E. Ontario, Chicago. W. F. Richer, adv 
m; M. J. Hearnes, asst adv m. 
Agency: Turner, Chi. L. Boyd, ae. Spot 
$77,120. 
American Motors Corp. 
14250 Plymouth Rd., Detroit 32. Fred W. 
Adams, sls m; E. B. Brogan, adv m. 
Agency: GMM&B, Detroit, John Henry, 
William D. Lewis, aes. Spot $1,153,770 
(company), $774,330 (dealer). 
American Oil Co. 
555 Fifth Ave., NYC 17. J. B. Goodman, 
adv m. 
Agency: Katz, NYC, Charles W. Shugert, 
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ae. Spot $670,000. 

American Petroleum Institute 

1271 Ave. of Americas, NYC 20. Floyd F. 

Ackerman, adv sup. 

Agency: SSC&B, NYC. Spot $24,730. 

American Pop Corn Co. 

Sioux City 6. Howard C. Smith, p chg adv; 

Chesley C. Smith, adv m. 

Agency: Buchanan Thomas, Omaha. Spot 

$33,240. 

American Sheep Producers 
Council 

Railway Exchange Bldg., Denver 2. Ted M. 

Gomolak, adv dir. 

Agency: Potts-Woodbury, Kansas City, Mo., 

John M. Gaughan, ae. Spot $68,260. 

American Snuff Co. 

701 N. Main, Memphis. 

Agency: Simon & Gwynn, Memphis. Spot 

$758,150. 

American States Insurance Co. 

542 N. Meridian St., Indianapolis 6. R. G. 

Kitchen, vp chg adv. Spot $24,000. 

American Stores Co., Zone 2 

124 N. 15th St., Philadelphia 2. John E. 

Barr, adv m. ‘ 

Agency: Gray & Rogers, Philadelphia, Art 

Livingston, ae. Spot $330,120. 


continued limited spot during the 
summer and expects a heavy return to 
the air this fail, Last year Quality’s 
total was estimated at $1.2. 

Kellogg Co., with $6 million in spot 
last year, is testing a new cereal, All 
Stars, in eastern markets after earlier 
campaigns further west. Buying con- 
tinues for fall in areas where network 
shows have not been cleared. Totals 
for the year are expected to be above 
those in 1959. 

Heublein, Inc., which last year spent 
an estimated $1.3 in spot promoting 
its various products, is expected “to 
use spot television this fall and pos- 
sibly next spring about the same as we 
did last year,” says Frank C. Marshall, 
advertising manager. He is enthusi- 
astic about tv, commenting that “spot 
television was very instrumental in 
the success we have had with Maypo 
oat cereal.” 

Corn Products Co.’s 1959 spot total 
of $4.2 million should be up slightly 
this fall. Best Foods division “will be 
using spot tv to approximately the 
same extent we have used in the past 
—possibly a little heavier,” in the 
opinion of Robert A. Dobbin, adver- 


tising manager. Mr. Dobbin is con- 








American Sugar Refining Co. 
120 Wall St., NYC 5. Paul Allen, m adv div. 
Agency: Bates, NYC 19. Spot $1,155,700. 


American Tobacco Co. 

150 E. 42nd St., NYC 17. Albert R. Stevens, 
adv m; V. John Boor, asst adv m—Lucky 
Strike, Tareyton; Alan C. Garrett, adv m; 
Donald R. Dugan, asst adv m—Pall Mall, 
Hit Parade. 

Agencies: BBDO, NYC 17 (Lucky Strike, 
Hit Parade), Thayer Cummings, Elliott 
Plowe, aes; Gumbinner, NYC 21 (Tarey- 
ton), Graeme MacLeod, ae; SSC&B, NYC 
22 (Pall Mall), Clifford Spiller, ae. Spot 
$3,467,440. 


Angostura-Wuppermann Corp. 
79-20 Barnwell Ave., Elmhurst 73, N. Y. 
Agency: FC&B, NYC 17. Spot $167,620. 
Anheuser-Busch, Inc. 

721 Pestalozzi, St. Louis 18. Walter T. 
Smith, vp chg adv, merc, sls prom; R. E. 
Krings, dir adv. 

Agencies: D’Arcy, St. Louis (Budweiser), 
Harry Chesley, ae; Gardner, St. Louis 
(Busch Bavarian), John Naylor, ae. Spot 
$3,649,070. 

Cc. W. Antrim & Sons, Inc. 

330 S. 10th St., Richmond, Va. George S. 









=” lhe 





cerned with some of the mechanical 
problems the company and its agency 
have had with tv, mostly those in- 
volving “obtaining desirable times, 
improvements in times during the 
duration of a schedule and policing 





... there is every indication 
that spot television will oc- 
cupy an even more important 
place in our advertising. .. . 





Sam R. Zaiss 
Director of Advertising 
Tidy House Products Co. 





the schedules.” 

The Borden Co. “may be expected 
to use about the same amount of spot 
tv in the fall of 1960 as in 1959,” in 
the opinion of Milton Fairman, assist- 
ant vice president. Industry estimates 
place the Borden spot total for last 
year at about $3 million. 

While H. J. Heinz Co. is a heavy 
investor in NBC network daytime 
shows, it will continue a spot schedule 
this fall comparable to that carried 





last year. A large part of the spot 
used is connected with introduction 
of new products of the company. 

Minute Maid Corp., which spent an 
estimated $2 million in spot last year, 
will “use more television (corporate- 
wise) during this coming fall and 
winter,” in the opinion of Walter A. 
Bonvie, director of advertising. 

Other companies with expanding 
fall budgets include Armour & Co., 
which is planning to introduce its new 
Hasty Hearth in top markets in Oc- 
tober. Other Armour products are 
active with renewals for the fall season 
(last year Armour spot totaled $1.3 
million). H. W. Lay has started a 
52-week alternate buy of CBS Films’ 
Deputy Dawg in 45 midwest and 
southern cities for its potato chips. 
This is a major increase over the 
$30,000 spent for spot by the com- 
pany in 1959, 

Blue Plate Foods has signed to put 
the new CBS Films series Brothers 
Brannagan into 35 southern markets 
on an alternate 52-week basis ($420,- 
000 in spot, 1959). Buitoni Foods is 
expanding, after its success with 
Wagon Wheels, in buying spot in top 
eastern markets for its Space Men 





macaroni (1959 estimate: $112,000). 
Buitoni’s total should be up consid- 
erably this year. Food Manufacturers, 
Inc., continues to expand its campaign 
for Uncle Ben’s Rice. Running 52 
weeks, the buys are filmed day and 
night minutes. The company is also 
buying similar schedules for its M&M 
and other candy bars (1959 spot: $2.7 
million). 

General Mills, with its many prod- 
ucts, last year spent more than $3 
million for spot campaigns and 
promises to do even better this year. 





.-. we will be using approxi- 
mately the same amount of 
spot tv this fall as last... . 





R. G. Eagen 
The Procter & Gamble Co. 





Current campaigns on Gold Medal 
products are being renewed, and tests 
on the new product, Twinkles, have 
proved so successful that the cam- 
paign is being extended. 

Several of the food chains are using 
spot extensively, although most buys 








Procter, adv sup. 

Agency: Hall, Richmond. Spot $25,890. 

V. Arena & Sons, Inc. 

910 East Main, Norristown, Pa. 

Agency: Torrieri, Baltimore, Peter Tor- 

rieri, ae. Spot $43,210. 

Arizona Brewing Co. 

150 S. 12th St., Phoenix. R. Lloyd Smith, 

vp & dir mkt; Donna Lewis, adv m. 

Agency: EWR&R, LA, Ted Schwamb, ae. 

Spot $39,280. 

Arkansas Fuel Oil Corp. 

Slattery Bldg., Shreveport, La. Lester 

Moore, adv m. 

Agency: Ellington, NYC 17, C. L. Landon, 

ae. Spot $32,500. 

Arkansas-Louisiana Gas Co. 

300 W. Capitol Ave., Little Rock, Ark. 

Agencies: Robert K. Butcher & Assocs., 

Shreveport, Robert K. Butcher, ae; Hocker- 

smith & Assocs., Little Rock, Thomas Hock- 

ersmith, ae, Spot $121,000. 

Arkansas Power & Light Co. 

Little Rock, Ark. Bob Wimberley, adv m. 

Agency: Books, Arkansas, Earl Saunders, 

ae. Spot $24,710. 

Arkansas Rice Growers Co-op 
Assn. 


Stuttgart, Arkansas. Clark Smith, sls m. 
Agency: Noble-Dury, Nashville. Bill Satter- 
white, ae. Spot $144,350. 
Armour & Co. 
401 N. Wabash Ave., Chicago 11. K. L. 
Skillin, adv dir. Spot $1,291,160. 
Foods Div. N. C. Peltier, gm, adv & sls 
prom. 
Agency: Ayer, Chi., Russ Brown, a sup. 
Grocery Products Div., 1355 W. 31st St., 
Chicago 9. D. L. Duensing, adv m. 
Agency: FC&B, Chi., J. W. Cameron, J. L. 
Rigotti, a sups. 
Armour Fertilizer Works, 350 Hurt Bldg., 
Atlanta. J. Harry Varner, adv m. 
Agency: LNB&L, Atlanta, H. G. Axelberg, 


ae. 

Armstrong Rubber Co. 

475 Elm St., West Haven 16, Conn. Leo 
Sklarz, adv m. 

Agency: L&N, NYC 17. Spot $557,600 
(Company) $22,230 (Dealers). 

Arnold Bakers, Inc. 

10 Traverse Ave., Port Chester, N. Y. Fred 
Wester, adv m. 

Agencies: General Adv. of Fla., Inc., John 
McAtee, ae; Allston, Smith & Sample, Inc., 
Greenwich, Conn., W. P. Smith, ae. Spot 
$181,220. 






Arnold-Clark, Inc. 

Agency: Kellogg, LA, Sue James, ae. Spot 
$153,400. 

Art Instruction, Inc. 

500 S. 4th St., Minneapolis 15. J. C. Buck- 
bee, vp chg adv. 

Agency: Knox Reeves, Minneapolis. Spot 
$95,000. 

Ashland Oil & Refining Co. 

1409 Winchester Ave., Ashland, Ky. George 
W. Sisler, adv m. 

Agency: Jones, Cincinnati. Spot $140,107. 
Associated Food Stores 

179-45 Brinkerhoff Ave., Jamaica 33, N. Y. 
Cliff Poppleton, adv m. 

Agency: Ritter, Sanford, Price & Chalek, 
NYC 16, Morton Chalek, ae. Spot $122,520. 
Associated Investment Co. 

100 Main St., South Bend, Ind. N. T. 
Schwin, vp, adv sup. 

Agency: FC&B, Fred Rohde, ae. Spot $47,- 
790. 

Associated Grocers 

3301 Norfolk St., Seattle 24. Joann Bower, 
sup adv. 

Agency: Market, Logan Bullitt, ae, Spot 
$26,920. 

Associates Finance Co. 

601 Broadway, Nashville. Fred W. Hall, 
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are made on a divisional basis. 
Kroger, with 25 divisions, reports its 
area managers have a high regard for 
the medium, “Our divisions are in- 
vestigating more daytime television 
and spot announcements as compared 
with half-hour evening syndicated 
shows, and the trend may be in that 
direction,” says William J. Sanning, 
advertising manager. Last year Kro- 
ger is estimated to have spent $1.2 
million in spot. 

Safeway, which last year spent an 
estimated $1.4 million, is expected to 
use about the same amount this year. 

Drug products, always a big spot-tv 
category, will return in force to the 
air lanes this fall. Last year drug- 
product companies spent over $53 
million in the medium. Many of the 
big multi-product companies have 
drugs and remedies in their lists. 

Bristol-Myers, an $8-million spot 
advertiser last year, refuses official 
comment on its plans for fall, pleading 
a fear of revealing company secrets to 
competitors. However, reports from 
sources considered reliable indicate 
that, while plans are not definitely set, 
there will be an increase in the use of 
the medium. More will be spent on 


Bufferin, which accounted for nearly 
$3 million of last year’s total, Count 
Four, a new anti-acid product, is 
being introduced in selected markets. 
With the advent of the cold season, 
campaigns are expected to be renewed 
on 4-Way Cold Remedies (1959 total 
over $1 million) in markets across 
the country. 

Block Drug, which last year spent 
an estimated $1.2 million in ty, is 
going more heavily into network and 
will probably cut its spot budget 
slightly. However, says A. L. Plant, 
advertising manager, “we still think 
that spot television is an effective 
medium for special purposes.” 

Whitehall Laboratories, a division 
of American Home Products, which 
handles most of its drugs and reme- 
dies, has an optimistic report on its 
spot plans. “We will use more spot 
television this fall than last,” says 
R. G. Rettig, vice president. American 
Home’s total for 1959 was nearly $11 
million in spot, 

Cosmetics and toiletries continue to 
expand their spot campaigns. With a 
total last year equaling the $53 mil- 
lion promoting drug products, the 
category may well outspend drugs this 


year. Many of the P&G products fall 
in this category (see above). 

Avon Products Co., now in the 
process of evaluating markets, is 
“planning this fall to use about the 
same amount of spot tv as we used 





... we believe strongly in spot 
television as the most efficient 
method of piling up impres- 
sion tonnage... . 





Maurice Atkinson 
Advertising Manager 
Jacob Ruppert 





last year [estimated at $3.7 million],” 
according to A. J. Thomas of the ad- 
vertising department. “We are firmly 
convinced of the value of spot tv to 
our company as an _ advertising 
medium,” he adds, pointing out that 
it is the company’s sixth year in the 
medium. 

The Andrew Jergens Co., which in. 
creased its spot expenditures during 
the first six months of 1960, is opti- 
mistic. “We expect this trend to con- 





adv dir. 

Agency: Coggin, Nashville, Charles Coggin, 
ae. Spot $39,040. 

Atlanta Baking Co. 

165 Bailey S.W., Atlanta. Stanley Srochi, 
adv sup. 

Agency: BTF&ES, Atlanta. Spot $22,730. 


Atlanta Dairies Co-op. 

777 Memorial Dr., S.E., Atlanta. Mark S. 
Hornbuckle, adv sup. 

Agency: Gudlach, Cincinnati, R. C. Ruhl, 
ae. Spot $21,190. 

Atlanta Gas Light Co. 

243 Peachtree St., N.E., Atlanta. Gussie 
Jones, adv m. Spot $68,900. 


Atlantic Athletic Corp. 
Agency: Silton, Calloway, Boston. Spot 
$23,600. 


Atlantic Refining Co. 

260 S. Broad St., Philadelphia 1. Richard 
Borden, adv m. 

Agency: Ayer, Philadelphia, B. A. Stoner, 
ae. Spot $1,543,390. 


Atomic Industries 
Agency: Long, Skoll & Zuercher, Milwau- 
kee, Rudolph Nelson, ae. Spot $20,230, 
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Austex Foods, Inc. 

406 San Antonio, Austin, Tex. 

Agency: Fitzgerald, New Orleans, James J. 
McMahon, ae. Spot $130,610. 

James Austin Co. 

Mars, Pa. H. G. Austin Sr., adv m & sls m. 
Agency: Iacovetti, Pittsburgh. Spot $78,780. 
Avon Products 

30 Rockefeller Plaza, NYC 20. George W. 
Shine, adv m. 

Agency: Dreher, NYC 20, Ernest Dreher 
3rd ae. Spot $3,677,040. 

B C Remedy 

423 Morris, Vurham, N. C. C. T. Council, 
p & m chg adv. 

Agency: Massey, Durham, C. Knox Masscy, 
ae. Spot $782,710. 

B. T. Babbitt, Inc. 

625 Madison Ave., NYC 22. 

Agencies: GMM&B, NYC 22, Ralph C. 
Robertson, sr vp, a sup; Walter Wright, 
vp, ae; Langdon Wesley, vp, ae. Garfield, 
Hoffman & Conner, San Francisco, Alan 
Connor, sr vp, a sup. Spot $2,992,150. 
Mrs. Baird’s Bakery 

Box 417, Dallas 21, Tex. Joe James, adv m. 
Agency: Tracy-Locke, Dallas, Ray David- 
son, ae. Spot $389,710. 


Bakers Franchise Corp. 

250 Park Ave., NYC 17. William Conover, 
dir adv. 

Agency: MW&S, NYC 22. Spot $135,370. 
Ball Bros. Co. 

Muncie, Ind. Sterling Wardwell, prd 
& adv m (Home Canning Supplies); 
Charles Battle, adv m & sls m (Hygeia 
Nursing Products & Plastic Vials); V. C 
Schranz, asst sls m, adv & sls piom (Comm 
Container Div.). 

Agency: Applegate A. A., Muncie, Lester 
Johnson, ae. Spot $202,740. 

P. Ballantine & Sons 

57 Freeman St., Newark 1, N. J. Leonard 
Faupel, adv m. 

Agency: Esty, NYC 17, Grant Thompson, 
sr a sup; Ross Potter, a sup; Gerald Cren- 
nan, ae—beer; Daniel Burns, ae—ale. Spot 
$1,216,730. 

Bama Co. 

Birmingham, Ala. 

Agency: Robert Luckie, Birmingham. Spot 
$21,120. 

Bank of America 

300 Montgomery St., San Francisco 20. C. 
R. Stuart, adv m. 

Agency: Johnson & Lewis, San Francisco, 
Dan Lewis, ae. Spot $237,373. 
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tinue for the balance of the year,” 
says William Hausberg, vice presi- 
dent, advertising. “We appreciate the 
pluses of spot tv—economy and ex- 
treme flexibility.” Last year the com- 
pany spent an estimated $3 million in 
spot. 

Maybelline Co., which last year put 
nearly $1 million into spot, is spend- 
ing more this fall, says T. L. Williams 
Jr., vice president, secretary and as- 
sistant advertising manager, adding 
that tv “has been doing an excellent 
job for us.” 

Max Factor & Co. is introducing a 
new product this fall, Sheer Genius 
make-up. Minutes and 20’s in top 
markets across the country will be 
used. Helena Rubenstein will return to 
spot shortly after Labor Day using 
filmed minutes in both day and night 
spots in some 30 top markets. Helene 
Curtis is introducing its new hair- 
spray, Gay-Top, in midwest markets, 
with the campaign of minutes sched- 
uled to run indefinitely. 

Activity in the laundry-product, 
soap and detergent field continues 
heavy, with a further increase seen 
for fall. 


In addition to the giants, many of 


the smaller companies are stepping up 
spot advertising. 

Tidy House Products director of 
advertising, Sam R. Zaiss, says of 
spot: “Frankly, it is the one thing we 
have been able to trace sales gains 
back to . . . there is every indication 
that spot television will occupy an 
even more important place in our ad- 
vertising during the coming year, 
and we will be spending more of our 
advertising dollars for it.” In 1959 
Tidy House spent just under $1 mil- 
lion on spot tv, according to industry 
estimates. 

Dumas Milner Corp., makers of 
Pine-Sol, Perma-Starch and other 
products, spent an estimated $300,000 
last year and, while plans are not com- 
plete, expects “we will probably use 
about the same amount of spot tele- 
vision this fall,” according to Vincent 
E. Tateo, vice president. Mr. Tateo 
says it “takes a great number of spots 
today to achieve sales results,” ex- 
pressing the view that tv in general is 
not as efficient as it was back in 1957. 

Fels & Co, is another advertiser ex- 
pecting to use about the same amount 
of spot this fall, according to Grant H. 
Keeler, advertising manager. Last 


year Fels spent $110,000 in spot. 
Aerosol Corp. of America is intro- 
ducing a new product, Glis Instant 
Spray Starch, in eastern markets, with 
heavy campaigns in several top areas. 
Another new spot advertiser is J. 
Nelson Prewitt, which has introduced 
its children’s bubble-bath, New Matey, 
almost entirely on spot television. Al- 
ready popular in the southeast, the 
product is currently expanding into 
the north and expects to go nation- 
wide soon. 

Among the P&G products currently 
active are Mr. Clean, on which new 





. . - We will be using more 
spot tv this fall than last... . 





Wrigley Offield 
Advertising Manager 
Wm. Wrigley Jr. Co. 





schedules are being set; Joy, going 
into additional markets; Tide, on 
which minutes have been set up in 
100 markets, and Ivory Liquid, on 
which minutes have been bought in 


100 markets. 








Barcolene Co. 

200 Camden, Boston 18. Alan R. Levine, 
adv sup. 

Agency: Silton, Calloway, Boston, Ramon 
H. Silton, ae. Spot $1,178,630. 

Bardahl Oil Co. 

5635 Natural Bridge Rd., St. Louis 20. 
Frank A. Gerardot, exec vp chg sls & adv. 
Spot $865,010. 

Bavarian Brewing Co., Div. 
International Breweries, Inc. 
528 W. 12th St., Covington, Ky. Nick J. 

Schwab, adv sup, Detroit. 

Agency: Marcus, Cleveland, Larry E. Rinck, 
ae. Spot $214,090. 

Bay State Racing Assn. 

Route 1, Foxboro, Mass. 

Agency: Black, Boston, Alfred Black, ae. 
Spot $53,630. 

Bayuk Cigar Co. 

9th St. & Columbia Ave., Philadelphia 22. 
Magnus Hendell, dir adv; Mort Yanow, dir 
r&tv. 

Agency: Werman & Schorr, Philadelphia, 
Leonard Schorr, ae. Spot $175,000. 
Beatrice Foods Co. 

120 S. La Salle, Chicago 3. Roy I. Ricksham, 
dir sls & adv. 





Agency: C&W, Chi. (Meadow Gold dairy 
prds). Spot $309,930. 
Beaty Food Stores 
5th & Mitchell, St. Joseph, Mo. Lee Pem- 
berton Jr., adv sup, Spot $20,920. 
Beaute Vues Corp. 
3333 N. San Fernando Rd. Burbank, Cal. 
M. G. Ronk, adv m. 
Agency: Hixon & Jorgensen, LA, Charles 
Davis, ae. Spot $328,950. 
Beauty Products Ltd. 
450 Lincoln, Denver 9. 
Agency: Bradley Lane, Denver, Bradley 
Lane, ae. Spot $36,860. 
Beech Aircraft Corp. 
Wichita 1. Phil McKnight, adv m & pr dir. 
Agency: Brewer, Kansas City. Spot $51,050. 
Beech-Nut Life Savers, Inc. 
477 Madison, NYC 22. 
Beech-Nut Food Div., Canahoharie, N. Y. 
Gordon C. Young, exec vp adv; Donald K. 
Shearer, adv m-foods div. 
Agency: Y&R, NYC, Alexander Kroll, a 
sup. Spot $634,590. 

Gum & Candy Div., 477 Madison, NYC 
22, James D. Parker, adv m. 
Agency: Y&R, NYC, Alexander Kroll, a 
sup. Spot $2,250. 






Beiks Department Stores 
Charlotte, N. C. Spot $146,710. 
Bekins Van & Storage Co. 
1335 S. Figueroa, LA 15. 
Agency: La Roche, Hollywood, 
White, ae. Spot $376,550. 

Bell & Howell Co. 

7100 McCormick Road, Chicago 45. R. D. 
Lipson, dir adv. 

Agencies: McCann-Erickson, Chi., G. G. 
Hurt, ae; Lesly, Chi. Spot $205,300. 

Bell Telephone Co. of Penn. 
Diamond State Telephone Co. 
(Delaware) 

1835 Arch St., Philadelphia 3. M. B. Christy 
Jr., m pr & adv; E. A. Skinner, gen merc 
sup, prom adv. 

Agency: Gray & Rogers, Philadelphia, J. B. 
Gray, E. H. Rogers, aes. Spot $599,810. 


Beneficial Finance System 

200 South St., Morristown, N. J. Alfred E. 
Mockett, adv dir. 

Agency: Lefton, NYC 17, Grayson F. Lath- 
rop, ae. Spot $198,890. 

Bennett’s Paint & Glass Co. 

75 W. 1st South St., Salt Lake City. 
Agency: Rippey, Henderson & Bucknum, 
Denver, Vern Ewing, ae. Spot $54,730. 


Arthur 
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The importance of the tobacco in- 
dustry to spot continues great. In 
1959 this field contributed $31 million 
to the over-all total. This year there 
should be an increase in that total— 
probably around 10 per cent. 
American Tobacco, which last year 
invested $3.6 million in spot tv, is ex- 





..-We will use more spot 
television. . . 





R. 6. Rettig 
Vice President 
Whitehall Laboratories 





pected to reach an even higher total 
this year. “Our fall television plans 
for Lucky Strike are somewhat in- 
definite at this moment,” says Karl W. 
Schullinger, assistant to the advertis- 
ing manager. “In respect to Dual 
Filter Tareyton, we probably will con- 
tinue our fall spot schedules pretty 
much as they were this spring. Over- 
all, it does come to more than was 
used a year ago.” 

R. J. Reynolds ($4 million in spot 


in 1959) is reluctant to comment on 





plans, but buying indicates totals may 
well surpass last year. “Our rather 
substantial use of spot television is 
evidence of our belief in this medium,” 
says Howard Gray, advertising man- 
ager. 

“According to our present plan- 
ning, we will be using approximately 
the same amount of spot television 
this fall as we did last,” says T. S. 
Christensen, advertising manager for 
Philip Morris, Inc, Last year the 
Philip Morris spot total was over $4 
million, with $1.4 falling in the last 
three months. 

Brown & Williamson will be quite 
active for its new Belair and Ken- 
tucky Kings cigarettes, which have 
completed successful introductory test 
campaigns. Spot for Viceroy’s new 
slide-top box will be heavy. Brown & 
Williamson’s total is the biggest of the 
spot users in the tobacco field, coming 
to over $9 million last year, with $3 
million in the final quarter. 

Bayuk Cigars is switching its spot 
appropriation into network, where it 
will sponsor the Milton Berle Jackpot 
Bowling show Mondays, 10:30-11 
p-m., on NBC-TV. 


Spot’s share of beer’s advertising 





budget will also show a modest in. 
crease from the nearly $50 million 
invested last year, reports indicate, 
“We believe strongly in spot tele. 
vision as the most efficient method of 
piling up impression tonnage,” says 
Maurice Atkinson, advertising man- 
ager of Jacob Ruppert, in explaining 
the company’s policy. In 1960 Rup. 
pert switched from ID’s and 20’s to 
minutes because of the problems of 
introducing a new package and re 
emphasizing the Ruppert brand name, 
“Once this mission has been accom- 
plished, I predict we will return to the 
use of shorter and more frequent spot 





. - - During the first six 
months we increased our spot 
tv expenditures. We expect 
this trend to continue. ... 





William Hausberg 
The Andrew Jergens Co. 





tv,” he adds. Last year Ruppert’s spot 

total was estimated at $2.2 million. 
Drewry’s Limited has renewed its 

sponsorship of Screen Gems’ Manhunt 





Berks-Lehigh Co-op Fruit 
Growers, Inc. 

Fleetwood, Pa. B. Rickenback, g sls m, 

Greenwich, Conn. 

Agency: Rockmore, NYC, J. 

Shaub, ae. Spot $79,620. 

Bertoli Trading Corp. 

100 Hudson St., NYC 13. Henry Scaramelli, 

p chg adv. 

Agency: O'Flaherty, NYC 20. Spot $33,320. 

Betsy Ross Baking Corp. 

Bluefield, W. Va. 

Agency: Smallridge, Charleston, W. Va., 

Chris Smallridge, ae. Spot $26,950. 

Better Home Heat Council 

43 Leon St., Boston. 

Agency: Silton, Calloway, Boston, Earle 

Hoffman, vp, ae. Spot $98,920. 

Big Red Warehouse 

2121 E. Third St., Tulsa. Frank Tutt, m. 

Agency: Humphrey - Williamson - Gibson, 


Leonard 


Oklahoma City, Jack Childs, tv-rad dir. 
Spot $52,310. 

Binney & Smith, Inc. 

380 Madison Ave., NYC 17. Alan Holt, dir 
adv & sls prom; E. F. Greenert, adv m. 
Agency: Chirurg, NYC 19, Charles Rein- 
hart, ae. Spot $103,460. 
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Hazel Bishop, Inc. 

445 Park Ave., NYC 22. Raymond Spector, 
adv sup. 

Agency: Raymond Spector, NYC 22. Spot 
$305,070. 

Bissell, Inc. 

Grand Rapids 1, Mich. A. J. Shaffer, adv 
dir. 

Agency: Frank, Chi., G. Shields, a sup. 
Spot $775,170. 

Blevin’s Popcorn Co. 

Popcorn Village, Nashville. J. V. Blevins, 
chg adv. 

Agency: McDonald Alsup & Stewart, Nash- 
ville, Harry Alsup, ae. Spot $35,710. 
Blitz-Weinhard Co. 

1133 W. Burnside, Portland 9, Ore. C. P. 
Mobley, dir adv. 

Agency: Johnson & Lewis, San Francisco, 
Robert Footman, a sup: Ralph Davis, ae. 
Spot $79,330. 


Block Drug Co. 

257 Cornelison Ave., Jersey City 2, N. J. 
A. L. Plant, adv m; H. F. Gersten, A. 
Schwartz, H. Kornhauser, adv brand ms; 
D. Miller, med m. 

Agencies: Grey, NYC 22 (Polident, Poli- 
grip, Dentu Creme, Corega), S. Dalsimer, 


A. H. Sulger Jr., aes; SSC&B, NYC 22 
(Greenmint, Nytol, Py-Co-Pay), H. Vitriol, 
D. R. Moore, aes; Gumbinner, NYC 22 
(Laxium, REM, Omega, Minipoo), I. C 
Gumbinner, Hall Braun, aes. Spot $1, 
250,630. 

Blue Cross 

80 Lexington Ave., NYC 16. Roger E. Davis, 
chg adv & dir pr. 

Agency: JWT, NYC, E. M. K. Murray, 
ae. Spot $357,000. 

Blue Plate Foods, Inc. 

1315 S. Jefferson Davis Pkwy, New Orleans 
19. 

Agency: Fitzgerald, New Orleans, C. W. 
Crandell, ae. Spot $421,210. 

Blue Shield 

2 Park Ave., NYC 16. Roger E. Davis, 
chg adv & dir pr. 

Agency: JWT, NYC, E. M. K. Murray, 
ae. Spot $357,000. 

Blumenthal Bros. Chocolate Co. 
Margaret & James Streets, Philadelphia 37. 
Agency: Wermen & Schorr, Philadelphia, 
J. L. Schorr,ae. Spot $52,100. 

Bon Ami Co. 

445 Park Ave., NYC 22. John J. Shaw, sis 
prom & adv m. 
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for another year in its regional area, 
increasing the number of markets 
from eight to 16. This means a sub- 
stantial increase over the 1959 spot 
total of $400,000. 

Genesee Brewing Co., which has the 
Screen Gems Manhunt program in 
the upstate New York area on an 
alternate-week basis, has renewed for 
another year. Narragansett Brewing 
Co., after a heavy schedule of base- 
ball during the summer, is making 
plans for fall campaigns in its New 
England markets. F. & M. Schaefer 
Brewing Co. has expanded its 52-week 
schedules into additional northeastern 
markets after renewing its heavy 
schedule in New York. 

Anheuser-Busch has bought the 
NTA-produced Third Man for 52 
weeks and has placed it in about 90 
markets across the country to replace 
U. S. Marshal, which has run for the 
past two years, The Anheuser-Busch 
billings will exceed those of a year 
ago, when the total for the year was 
$3.6 million. 

Geo. Wiedemann Brewing Co. is 
back in spot with both announcements 
and programs, including Mike Ham- 
mer and Shotgun Slade. The aggre- 





gate investment this fall will be much 
greater than last year, when the total 
came to an estimated $875,000. 
Falstaff Brewing Corp. will use 
“about the same amount of tv this 
fall” as last, according to Alvin 





We expect to use about the 
same amount of spot tv this 
coming broadcast season... . 





M. C. Baker 
Advertising-Merchandising 
Manager 

Maxwell House 





Griesedieck Jr., advertising director. 
Last year the total for Falstaff was an 
estimated $2 million, with about one- 
fourth falling in the last quarter. 

Burgermeister Brewing, a million- 
dollar investor in spot last year, does 
“not foresee any major change in our 
approach to advertising media,” says 
L. D. Mullins, advertising manager. 
“Our ‘Little Man’ commercials have 
received sufficient acclaim and awards 
to cause us to feel that our advertising 
is being well received and of some 
influence,” he feels. 


Soft-drink and candy advertising 
may be expected to contribute an even 
larger amount than the $28 million 
which it totaled last year, when $7 
million was spent in the final quarter. 

Coca-Cola, a $3.5-million investor 
last year, is continuing heavy spot 
campaigns for its larger bottles and 
packaging. Major Coca-Cola advertis- 
ing investment is in network. 

Pepsi-Cola, at its new agency, 
BBDO, is expected to use basically the 
“same campaign as last year on a 
national basis,” according to account 
executive Richard von Glahn. Most 
Pepsi advertising is placed locally. 
New spots are now being prepared by 
the agency. Last year Pepsi-Cola spent 
about $4 million in spot tv. 

Dr. Pepper, an $800,000 spot user 
in 1959, is increasing its campaign 
this year, mostly through individual 
bottlers, Numerous new markets are 
being added. 

Among the many small users of 
spot is Drinks, Inc., which is cam- 
paigning for its instant soft drinks, 
called Nufizz, in northeastern markets 
and may be expected to expand into 
larger territory. Gallo Winery is ex- 
panding its campaigns into Pennsyl- 















Agency: Cole Fischer & Rogow, NYC 22, 
Arthur Fischer, ae. Spot $597,050. 


Bonded Oil Co. 

Lima, Ohio. 

Agency: Pack, Cincinnati, Tom Murphy, 
ae. Spot $35,390. 


Bonnie-Lan, Inc. 

5102 Foster Ave., Brooklyn 3. Joseph 
Schaevitz, p chg sls & adv. 

Agency: Venet, Irvington, N.J. Spot 
$44,850. 


Borden Co. 
350 Madison Ave., NYC 17. Milton Fair- 
man, asst vp adv & pr; William Campbell, 
dir adv; Terry R. Rice, nat adv m; Edward 
J. Peguillan, asst nat adv m r&tv; William 
H. Ewen, dir adv & prom-Borden Foods; 
Thomas B. Kerr, prd adv m-Borden Foods; 
W. J. Fraser, asst dir adv & prom-Borden 
Foods. 

Agencies: Y&R, NYC 17, George Dippy, 
Peter D. Forsch, Thomas B. Hubbard, aes; 
B&B, NYC 19 (part milk & ice cream), 
Kenneth McAllister, Peter Gagarin, aes; 
DCS&S, NYC 36 (instant coffee), Robert 
Hayes, James Frankenberry, aes; D-F-S. 
NYC 17 (Starlac), Elliott Detchon, William 
Cory, aes. Spot $2,824,470. 





Bordon—Carlson-Frink Co. 

1200 13th St., Denver. Loren D. Clark, 
sup adv. 

Agency: Tracy-Locke, Dallas, Herbert Leh- 
man, ae. Spot $29,320. 


Bosch Brewing Co. 

Memorial Rd., Houghton, Mich. 

Agency: Frank, Chi., Herb Butz, ae. Spot 
$55,430. 


Boston Gardens 

North Station, Boston. 

Agency: CWSC&M, Boston 16, George Wis- 
well Sr., ae. Spot $52,190. 


Bourjois Inc. 

35 W. 34th St., NYC 1. John Farley, adv m. 
Agency: Gumbinner, NYC 22. Spot $138,- 
790. 


Bowman Biscuit Co. 

842 Walnut St., Denver 17. 

Agency: Durey Ranck, Denver, Durey G. 
Ranck, ae, $331.180. 


Bowman Dairy Co. 

140 W. Ontario, Chicago 10. Albert A. 
Clarke, dir adv & merc; Glen E. Kelley, 
adv m. 

Agency: JWT, Chi., Jack Baity, ae. Spot 
$192,040. 





Boyer International Labs, Inc. 

50 E. 26th St., Chicago 16. Robert S. Her- 
zog, adv m. 

Agency: Scott, Chi. Ralph Trieger, ae. 
Spot $277,750. 


Milton Bradley Co. 

74 Park, Springfield 2, Mass. Jos. W. 
Potter Jr., adv m. 

Agency: Noyes, Providence, Richard 
Compton, ae. Spot $88,000. 


Breast O’ Chicken Tuna, Inc. 
1995 Bay Front, San Diego 12. Larry 
M. Kaner, vp dir adv & sls. 

Agency: Grant, LA. Spot $213,000. 

Brillo Mfg. Co., Inc. 

60 John, Brooklyn 1. John H. Loeb, adv 
m. 

Agency: JWT, NYC 17. Spot $140,450. 
Bristol-Myers Co. 

630 Fifth Ave., NYC 20. D. S. Frost, up 
dir adv; John S. Tyner, adv coord tv; E. 
W. Morris, adv sup—Trig, Vitalis, Ipana; 
J. P. Kennedy, adv sup—Ban, Bufferin, Sal 
Hepatica, Mum, Ipana Plus; J. Eastman, 
adv m—Trig; M. K. Doherty, adv m—Ban, 
Ipana Plus; J. S. Morgan, adv m—Bufferin; 
B. J. Cokeley, adv m—Sal Hepatica, Mum, 
Mum Mist; J. R. Cookson, adv m—Vitalis, 


July 25, 1960, Television Age 43 











vania and Connecticut, using minutes 
four or five times a week. 

Canada Dry Corp., with the largest 
part of its budget going into Walt 
Disney Presents on ABC-TV, will “use 
approximately the same amount of 
spot tv” as last year, when the total 
was estimated at around $700,000. 
“Spot tv with all its flexibility,” says 
advertising manager F. E. Bensen Jr., 
“ranks high on our list of efficient 
media.” 

Gum and chicle manufacturers are 
planning increases in their budgets. 
The important Wm. Wrigley Jr, Co. 
“will be using more spot tv this fall,” 
according to Wrigley Offield, adver- 
tising manager. Last year Wrigley’s 
spot total is estimated at $2.7 million. 

American Chicle, which spent $2.4 
million in the medium last year, will 
also be using “more” spot this fall in 
the belief that “tv is the most pro- 
ductive medium for us. Spots in com- 
bination with network make an un- 
beatable set-up,” advertising manager 
R. L. Harris states. 

A number of candy makers are 
placing schedules for fall and the 
holiday season. 


Gold Medal will use tv as its pri- 





mary medium again this year for its 
Bonomo Turkish Taffy. New England 
Confectionery Co., while cutting back 
its spot this year, will carry cam- 
paigns on Necco Wafers and other 
candies in New York and may expand 





... starting Oct. 1 .. . it is 
probable that our use of spot 
television will be somewhat 
heavier. ... 





T. C. Wilson 
Vice President 
Hill Bros. Coffee 





to additional markets later, Blumen- 
thal Bros. Chocolate Co. is using a 
series of new films in fall campaigns 
in top markets for its Goobers and 
other candies. Henry Heide, Inc., is 
increasing its spot use for Jujubes as 
the cooler weather begins. 

Gasolines and lubricants may be ex- 
pected to increase the spot total of 
1959, which reached an estimated $23 
million. While most major gasoline 
campaigns coincide with the summer 





driving months, the larger companies 
are more and more continuing with 
year-round spot advertising. 

Socony Mobil, which last year spent 
about $600,000 in spot, has increased 
its drive throughout 1960 and will end 
the year with more than double the 
*59 spot investment. 

The Standard companies, headed by 
Esso Standard, which last year in- 
vested nearly $3 million in spot, will 
have larger totals for 1960. Standard 
Oil of California will spend more in 
spot this year “due to our re-entry in 
approximately 12 additional second- 
ary tv markets with Sea Hunt,” an 
advertising executive explains. In 
1959 the company used only 12 mar- 
kets in its western-state territory, with 
totals estimated at $1.2 million. 

Atlantic Refining Co, “will be 
spending about the same amount of 
spot tv money as we did last fall,” 
says R. C. Owen of the advertising 
department. The company continues 
to find spot tv “most effective for us, 
since the locally originated television 
weather shows make it possible for us 
to tailor the programming of each 
show and its commercials to meet the 
local market situation,” he continues, 









Vitalis Hair Cream; C. J. Rohrbach, adv m 
—TIpana; E. Milano, asst adv m—Ban, Ipana 
Plus; C. Safran, asst adv m—Bufferin, R. A. 
Golabrewski, asst adv m—lIpana. Spot 
$7,744,650. 

Agencies: BBDO, NYC 17 (Trig), P. Rus- 
sell, ae; OB&M, NYC 17 (Ban), J. McCaf- 
frey, ae; Y&R, NYC 17 (Bufferin, Sal 
Hepatica, Vitalis hair cream), T. Cox, @ 
sup; R. B. Osburn, W. D. McNeill, F. Jack- 
son, S. Brady Brown, aes; DCS&S, NYC 36 
(Mum, Mum Mist, Ipana, Ipana Plus, 
Vitalis) , John Rockwell, a sup; Bob Finnie, 
N. M. Evans, Ken Price, aes; George Byers, 
asst ae. 

Grove Labs Div., 8877 Ladue Rd., St. 
Louis 24. G. K. Foss, mkt vp; R. W. Testa- 
ment, adv m. 

Agencies: Cohen & Aleshire, NYC (4 Way 
cold tablets, Fitch hair tonic & shampoo), 
Frank Brady, a@ sup; Dean Sheffer, ae; 
Gardner Adv., St. Louis (Bromo Quinine), 
Dave Ferriss, a sup; Charles Butler, ae. 
British Motor Car Co. Ltd. 

620 Spokane St., Seattle. 

Agency: Clanaghen & Mount, Portland. 
Spot $52,450. 

Brock Candy Co. 
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Chattanooga. W. B. Riley, sr vp sls adv. 
Agency: LNB&L, Atlanta, W. W. Neal, ae. 
Spot $76,750. 

Brooke Bond Tea Co. 

158 Veranda, Portland, Me. Walter E. 
Lankau, adv m. 

Agency: Simonds, Payson, Portland, Hart- 
ley C. Baxter, ae. Spot $73,100. 
Broughton Farm Dairy 

1320 Lakeview Dr., Parkersburg, W. Va. 
Hillis lames, adv sup. 

Agency: Mid-American, Parkersburg, Dick 
Cotterman, ae. Spot $39,590. 

Dwight L. Brown Enterprises 
WBVL, Barbourville, Ky. Dwight Brown, 
sup adv. Spot $22,270. 

Brown Shoe Co., Inc. 

8300 Maryland Ave., St. Louis 5. R. G. 
Stolz, adv & sls prom m. 

Agency: Burnett, Chi., O. W. Heath, ae. 
Spot $103,980. 


Brown & Williamson Tobacco 
Corp. 


1600 West Hill, Louisville 1, Ky. John W. 
Burgard, vp, dir adv; Clyde E. McDon- 
nald, exec asst to adv vp; Arthur Erickson, 


asst tv-rad. 


Agencies: Bates, NYC 19 (DuMaurier, 
Kool, Viceroy, Life, Belair, Kentucky 
Kings, Tube Rose), A. McG. Foster, sr 
vp chg a; David C. Loomis, Howard 
Black, a sup-s; J. Doherty, A. Miller, R. 
Munday, B. Crawford, aes; KM&J, Chi. 
(Raleigh), Freeman Keyes, a sup; Fred 
Willson, ae. Spot $9,252,640. 

Brown’s Velvet Dairy Co. 

New Orleans. 

Agency: Fitzgerald, New Orleans. Spot 
$26,130. 

Brownell & Field Co. 

119 Harris Ave., Providence 1. Richard M. 
Field, sls & adv m. 

Agency: KHCC&A, NYC 17. Spot $24,980. 
Brunswick Corp. 

623 S. Wabash Ave., Chicago 5, R. C. Furlet, 
adv m. 

Agency: McCann-Erickson, Chi., Gordon 
Hurt, ae, Spot $122,423. 

Buckley & Scott 

51 Spring St., Watertown, Mass. 
Agency: Silton, Calloway, Boston, Earle 
Hoffman, ae. Spot $32,610. 


Buitoni Foods Corp. 
450 Huyler St., S. Hackensack, N. J. Ed- 
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Last year Atlantic was estimated to 
have spent $1.5 million in spot. 

Sun Oil Co., in the midst of a heavy 
campaign for its “custom-blended” 
gasolines, will “continue with an ag- 
gressive use of tv spots this coming 
season,” says W. M. Schmitt, general 
manager, advertising department. 
Totals for 1960 should far surpass the 
industry estimates of $2 million spent 
by the company last year. 

Carter Oil Co. is vigorously pro- 
moting its new brand name, Enco, 
with spot throughout its northwestern 
area, 

While automobile manufacturer and 
dealer use of spot is seasonal, model 
changes in the fall promise a more 
than usually heavy investment in spot 
this year. Although company adver- 
tising executives are reluctant to com- 
ment this early in the season, indica- 
tions of a heavier than usual season 
cannot be ignored. 

“At the present time we are con- 
sidering spot tv, and it is likely that 
our efforts in this direction will be 
intensified,” says W. D. Moore, direc- 
tor of advertising and sales promotion 
for the Dodge division of the Chrysler 
Corp. Last year Chrysler spent $1 


million in spot, with dealer associa- 
tions adding another $1 million. 

General Motors Corp. spent a little 
more in spot last year, an estimated 
$1.3 million, while its dealers totaled 
about $2.5 million. While each divi- 
sion handles its own advertising 
budget, H. C. Botsford, assistant 
director of the advertising section for 
the parent company, believes “they 
expect to spend about the same 
amount in spot television as they did 
last year. Some of them will be spend- 
ing more and some of them less, but 
I believe that the over-all average will 
be about the same.” 





For New York’s Blue Cross 
and Blue Shield, spot tv is a 
very effective medium. ... 





Jack Kean 
Blue Cross—Blue Shield 





A big increase in spending for fall 
as compared with a year ago is being 
chalked up by General Electric for its 
light bulbs. This spring the company 





spent $1 million on a light-bulb cam- 
paign. This fall another campaign will 
total $1.2. Last year the company 
spent less than $300,000 in spot the 
entire year. 

There are literally hundreds of 
other miscellaneous advertisers who 
will be using spot this fall, almost all 
either increasing budgets of a year 
ago or equaling those budgets. 

Blue Cross-Blue Shield, the New 
York hospital and medical services, 
will “use about the same” spot this 
year as last, according to spokesman 
Jack Kean, who feels that for the 
services “spot is a very effective 
medium.” 

American-Marietta Co., makers of 
O’Cedar products and paints, is plan- 
ning to use about the same amount of 
tv again this year, says W. F. Richer, 
advertising manager. 

Pacific Telephone & Telegraph, one 
of the many Bell System companies, 
is continuing its spot program with 
“little or no change,” says Donald A. 
Davis, general advertising manager, 
who finds spot is “effective” for their 
needs. Other Bell companies are using 
spot intensively across the country. 


(Continued on page 76) 











ward De Lancellotti, prom & adv m. 
Agency: AF-GL, NYC 6, Robert Day, ae. 
Spot $112,320. 

Burger Brewing Co. 

Central at Liberty, Cincinnati 14. 

Agency: Midland, Cincinnati, Byron Fischer, 
ae. Spot $270,330. 

Burgermeister Brewing Corp. 

470 10th St., San Francisco 3. Leslie D. 
Mullins, adv m. 

Agency: BBDO, San Francisco, Lou Rolle, 
ae. Spot $1,053,680. 

Burgess Vibrocrafters, Inc. 
Grayslake, Ill. Carl Sorensen, adv m. 
Agency: Olian & Bronner, Chi. Spot 
$234,140. 

Burnham & Morrill Co. 

Box 1871, Portland, Me. Jas. H. Gal- 
lagher, adv m. 

Agency: Dowd, Boston, E. 
Spot $43,370. 

Burrus Mill & Elevator Co. 

Box 448, Dallas. Ferrell L. Cooper, adv m. 
Agency: CD&H, Dallas, C. C. Huffhines, ae. 
Spot $47,070. 

Burry Biscuit Corp. 

1265 Durant, Elizabeth 3, N. J. 


Parent, ae. 





Agency: Weightman, Philadelphia, Nathan 
Alexander, ae. Spot $54,360. 

Busch Jewelers 

Birmingham, Ala. Art Kappel, adv sup. 
Agency: Advertising, Inc., Birmingham, 
Frank Sego, ae. Spot $29,770. 

Bu-Tay Products, Inc. 

5832 8. Garfield, LA 22. 

Agency: H,C,H, LA. $82,350. 
Butterfield Canning Co. 

1600 E. Washington St., Muncie, Ind. Wm. 
R. Butterfield, vp, gm chg adv & sls. 
Agency: Rogers & Smith, Chi. Spot $24,440. 
Cabell’s Dairies 

4017 Commerce, Dallas. Mike Cone, adv 
sup. 

Agency: Susong, James H. Susong, ae. Spot 
$48,020. 

Cadillac Deluxe Wine Co. 

4109 Joe St., Detroit 10. Charles Milan, adv 


sup. 
Agency: Epps Trustman, Fred A. Epps, ae. 
Spot $93,510. 

John E. Cain Co. 

678 Massachusetts Ave., Cambridge 39. 
C. L. Kehew, vp chg sls & adv. 

Chambers, 


Agency: Wiswell, Shattuck, 


Clifford & McMillan, Boston, George C. 
Wiswell, ae. Spot $111,760. 

Cain’s Coffee Co. 

1 N.W. 12th St., Oklahoma City. Jack Dur- 
land, p & adv m. 

Agency: Lowe Runkle, Oklahoma City, 
Lowe Runkle, ae. Spot $305,040. 


California & Hawaiian Sugar 
Refining 

Matson Bldg., San Francisco 5. R. C. Cook, 
adv m. 
Agency: H,C,H, San Francisco, W, C. An- 
derson, ae. Spot $362,480. 
California Packing Corp. 
215 Fremont St., San Francisco 19. Everett 
M. Runyon, dir adv & prom; Roland G. 
Saysette, adv m. 
Agency: McCann-Erickson, San Francisco, 
F. H. McCrea, ae. Spot $321,500. 
California Spray Chemical Corp. 
Lucas & Ortho Way, Richmond, Cal. Louis 
F. Czufin, adv m. 
Agency: McCann-Erickson, San Francisco, 
H. Grandin, ae. Spot $262,580. 
California Wine Advisory Board 
717 Market St., San Francisco. 

(Continued on page 76) 
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Commercial break by Hugh James 
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Story behind The Dead Sea Scrolls 


Internal Revenue’s war on illegal liquor: Operation Moonshine 





Doug Edwards narrates 














iversification has been a working 

business practice of the Arm- 
strong Cork Co. since the first decade 
of the century. From a one-room 
shop in Pittsburgh in 1860 where 
cork bottle stoppers were cut by hand 
to a $300-million-a-year business 
with 450 products in 1960, Arm- 
strong’s steady growth has 
marked by the constant and careful 


been 


addition of new products and by en- 
lightened and advanced marketing 
and advertising techniques. 

Thomas Morton 
vested $300 in the partnership which 


Armstrong _ in- 


was to lead to the present company. 
For 40 years the enterprise was suc- 
cessful, but as corks were replaced 
by various other types of bottle and 
jar closures, it became necessary to 
add products to the line. Arrange- 
ments which had been established for 
the purchase of raw cork direct from 
Spain made it desirable for the first 
new products to be of cork. In the 
first five years of the 1900s plants 
were established in Beaver Falls and 
Lancaster, Pa., for the manufacture 
of corkboard insulation and cork tile 
flooring. 

In 1907 Lancaster was selected as 
the site of a factory to make a non- 
cork product—Armstrong Linoleum. 
Placed on the market in 1909, it was 
the company’s first product to be ad- 
vertised nationally in 1917 in The 
Saturday Evening Post. 


Throughout the °20s linoleum 
played a major role in the company’s 
growth, although diversification con- 
tinued. Products introduced during 
that decade included metal crowns 
for bottles, acoustical material and 
fiberboard, as well as embossed in- 
laid linoleum and the famous Quaker 
Rug line. 

By 1930 both the home office and 
the research activities were centered 
at Lancaster. Still more products 
were added between then and the out- 
break of World War I1—metal caps, 
rubber | tile, Fiberglas insulation, 
glass containers, asphalt tile. Before 
the shift to war production, the 
foundation was already laid for the 
three divisions that presently repre- 
sent the 


company 


organization: 


building materials, industrial special- 
ties and packaging products. 

During the last 15 years the com- 
pany has passed through a period of 
rapid transition brought about by the 
switch from natural raw materials to 
synthetics and chemical compounds. 
The *50s have been marked by the 
tremendous growth of the resilient- 
floor industry, as well as the intro- 
duction and rapid acceptance of a 
broad line of acoustical materials for 
home use. 

Armstrong’s advertising for many 
years was concentrated almost wholly 
on linoleum products. In recent times 
a major objective has been to sell 
resilient flooring for use throughout 
the entire house, but when consumer 
advertising was introduced in 1917, 
the problem was to get linoleum into 
the house at all. 

“In the early 1900s,” explains 
Craig Moodie, manager of advertis- 
ing and promotion, “linoleum had a 
definite low-class connotation. It 
came in two exciting shades of gray 
and brown. When Armstrong de- 
veloped color and design in linoleum, 
it was necessary to change the image 
of the product. Advertising did a 
great deal to get linoleum into the 
kitchen; in recent years it’s done a 
great deal to get it out.” 

Broadcast advertising entered the 
picture in 1928 for the purpose of 
selling Quaker Rugs. A musical pro- 
gram, The Armstrong Quakers, was 
used through 1931. Radio advertising 
was then dropped for seven years, 
during which time the radio audience 
nearly doubled. 

In 1938 Armstrong returned to the 
air with a three-times-a-week serial 
titled The Heart of Julia Blake. De- 
signed to appeal to the women buyers 
of Quaker Rugs, it was dropped in 
1941 in favor of Theatre of Today, 
which developed into one of the most 
successful dramatic programs on 
radio. By 1944 Theatre of Today had 
the largest half-hour daytime hook-up 
in radio, an audience which topped 
all serialized dramatic programs as 
well as all half-hour programs, and 
a top ranking in sponsor identifica- 
tion. 

(Continued on page 112) 


Full Circle 


Product diversity, 
program consistency 
give Armstrong Cork 


a well-rounded approach 


to sales 
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Department-store manager 


says television doesn’t answer 


his sales problems 


BY STUART PERKINS 


Stuart Perkins is not the name of the 
writer of this article. But the views ex- 
pressed are those of a seasoned vet- 
eran who manages one of the most 
successful department stores in the 
United States. “Mr. 
Perkins’” store is a multi-million- 
dollar operation located in a city of 
about 150,000 people, surrounded by 
a heavily populated suburban area. 
The store’s present eminence is due in 


northeastern 


no small part to the intelligent and 
energetic advertising policies of its 
manager. The author, because of his 
position as a heavy print advertiser in 
his area, has asked that his name not 
be used, but his opinions and experi- 
ences are so interesting that their 
publication should prove of lasting 
value to all who know advertising and 
the television industry. 


“on. he said, with the 
conviction of an apostle carry- 
ing the Word, “you department-store 
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fellows are going to catch up with the 
20th century and learn that television 
is an advertising medium too. I'll 
drop in again.” 

Off he strode, attaché case packed 
with gospel—Hooper, Nielsen, Tren- 
dex, coverage maps, ARB, roster of 
advertisers, “merchandising” aids and 
all the rest of it—another time sales- 
man who had tried but failed to draw 
department-store advertising up from 
the primordial ooze. 

It’s been a long, sad story. Broad- 
cast advertising (radio plus tv) has 
been around going on 40 years. True, 
many department stores throw a bone 
to broadcasting by buying a satchel- 
full of spots before an occasional sale, 
or toy with a participation in a day- 
time show, but save for this half- 
hearted 
hasn’t made much of a dent in the 


skirmishing, broadcasting 
hundreds of millions appropriated 
each year by us rags-and-pans boys 
for newspaper advertising. 

Why? Or, more to the point, why 


Tv can’t help me! 






not? Are we clods? Don’t we have 
tv sets of our own? Don’t we have 
kids who demand Ipsy Wipsies be- 
cause Brad Gnashfang said to hurry 
right out etcetera? Don’t we know 
about the fabulous success stories 
broadcasting has developed over the 
years? 

I can assure you that we are very 
much aware of the existence of your 
media. Further, let me confide that a 
lot of us storekeepers would be hap 
pier if our money were spread around 
a bit instead of being concentrated 
with one or two papers in our towns. 
Helps to keep the boys on their toes, 
don’t you know? 

The hitch, gentlemen, lies in the 
fact that what department stores re 
quire by way of major promotional 
horsepower, broadcasting does not (or 
cannot) supply, and that what broad- 
casting has to offer, department stores 
cannot use. 

It boils down to a single word— 

(Continued on page 115) 
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Mr. Abrahams is vice president in 
charge of retail sales for the Tele- 
vision Bureau of Advertising. He has 
been in retail advertising and promo- 
tion since his college days (Cornell 
University, Cumberland University, 
University of Florida) and has been 
associated with both large and small 
department stores via advertising ex- 
ecutive posts at Rothschild’s, Ithaca, 
and Bloomingdale’s and Ludwig Bau- 
mann, New York. For nine years he 
served the nation’s retail association, 
National Retail Merchants Associa- 
tion, as manager of the sales promo- 
tion division, he is the author of vari- 
ous advertising and promotion texts, 
and he has served on the faculties of 
the College of the City of New York 
and New York University in their 
Schools of Retailing. 


Ss“ Perkins is a fine merchant. 
His store is a great store. As a 
retailer of long standing, I have great 


It can, if used right! 
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....+ but TvoB executive argues 
television sells best if its 
e. individuality is recognized 
BY HOWARD ABRAHAMS 
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respect for both. 

Most telecasters, for years back, 
have not understood stores and store 
problems. Most retailers, for many 
years back, have not understood tele- 
vision and how to use it. 

I know, because as a retailer my 
knowledge of tv was mighty thin. 
Until a few years ago, when I became 
a student of tv, a practioner of tv, I 
held*Mr. Perkins’ misconceptions of 
tv. 

Mr. Perkins thinks of television as 
just another medium. This is not so, 
because television combines many 
sales-promotion tools: 

1. Tv gives stores the visual ad- 
vantages of newspapers. Direct mail, 
too. 


2. Tv gives stores the live human 


voice of radio. 

3. Tv gives stores the real merchan- 
dise of window display, of interior 
display. 

4. Tv gives stores the motion, 
demonstration, emotion of real selling 


over the counter. 

5. All these sales-promotion ve- 
hicles add up to television. Along with 
them, stores get huge circulation to 
in-town and out-of-town customers 
both at the same time. 

Because of these five points, tv is 
different 
ently. 

Which leads us to the bugaboo of 


and must be used differ- 


“dominance.” Perhaps you need 
“dominance” in newspapers to cap- 
ture readers, In tv you have domi- 
nance every time you are up at bat. 
A tv “ad” gives you double-truck or 
page-one position without any com- 
petition of other ads or news. While 
you are on, you are as big as the 
biggest—while you sell the only prod- 
uct which any store has, the product 
of the store itself, what it stands for, 
the image which draws people to its 
floors. 

In newspapers, Mr. Perkins says, 
stores get forward positions in the 
paper. They need this to turn news- 
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CLIENT: Coca-Cola 
AGENCY: McCann-Erickson, Inc. 
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in NEW YORK CITY 
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CLIENT: Airwick 
AGENCY: Foote, Cone & Belding 





0 DIRECTOR: Mickey Schwartz 
MP CAMERAMAN: Zoli Vidor 


in HOLLYWOOD 
4110 Radford Ave. * POplar 9-0326 









paper circulation into readership of 
their specific advertisements. Any 
Starch study proves the relatively low 
readership per circulation. In tv, view- 
ing is “readership,” and any station 
can tell you its “readership.” 

Mr. Perkins feels he needs this “up- 
front position” in tv, which he com- 
pares with 8 to 10:30 p.m. time. Yet, 
as just one example, Macy’s in New 
York used the half-hour of 10:30 to 
11 p.m, before Easter for a fashion 
show and drew 975,000 homes, or 
over two million people “readership.” 
This is one segment of tv’s day which 
Mr. Perkins rejects. 

In tv, a store doesn’t necessarily 
need 8 to 10:30 p.m. time. Stores are 
looking for audience, not time clocks. 
If daytime reaches the audience which 
a store needs, meaning primarily 
women, then these time zones become 
economical periods for stores to use. 
If a store wants to sell toys, why use 
8 to 10:30 p.m., when the kids watch 
in late afternoon and can be reached 
economically. If a store wants to 
reach teens, why not talk to them in 
late afternoon and Saturday daytime? 

Television people have lots to learn 
about stores. Stores have lots to learn 
about tv, This goes for me, too, an old 
hand in retail, a new hand in tv. 

We at TvB are trying to help the 
Stuart Perkinses of the country. To 
Mr. Perkins specifically, I say, “Let’s 
help you and your store. TvB will be 
happy to show you how to use tv 
effectively for your sales volume and 
profits. Our price is right. The fee is 
free.” 





Helps for Salesmen 
The New Psychology of Selling, by 
Mel S. Hattwick. McGraw-Hill Book 
Co. $5.95. 

Continental Oil Co.’s director of ad- 
vertising has prepared a volume-full 
of good, practical advice for salesmen 
of all kinds. Working on the prin- 
ciple that he sells best who knows why 
his prospect buys, Mr. Hattwick shows 
how to penetrate into people’s needs 
and wants and come up with the sales 
points that will make them customers. 
One of the McGraw-Hill series in mar- 
keting and advertising, the book has 
a foreword by famed salesman Arthur 


H. “Red” Motley. 
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Film Report 


ANIMATION LIVENS 

The growth of new-to-television 
animated entertainment properties 
continues to startle the trade. The 
Kellogg Co., pioneer in the field, has 
purchased UPA’s Mr. Magoo, a new 
half-hour series, in a 100-market 
spread, to compliment its existing 
commitments to Hanna-Barbera’s 
Huckleberry Hound and Quick Draw 
McGraw this fall. Robert Lawrence 
animation has come up with a chil- 
dren’s cartoon show, Toy Box Time, 
which is also designed for adults—a 
half-hour series in color. King Fea- 
tures, which has myriad plans in the 
new-to-television cartoon field, will 
distribute Sampson Scrap & Delilah, 


created by actor-announcer Aller 
Swift and Gene Deitch, formerly with 
UPA and Terrytoons. The series will 
be produced by Rembrandt Films. 


KELLOGG’S WANTS MORE 
Kelloge’s, through Leo Burnett, 
Chicago, hasn’t had enough of ani- 
mated programs. The advertiser, 
which renewed for a third year of 
Huckleberry Hound in a big na- 
tional spot spread, is currently look- 
ing for a Saturday-morning network 
posititon for re-runs in addition to its 
current commitments noted above. 


ACTORS MERGER 
Merger plans between SAG and 





FILM SUCCESS .... sn ceseeee 


agen National Productions 
Flight, which has been sold in 
more than 200 markets, has served in 
its short 18 months’ history as a use- 
ful vehicle for many local and region- 
al sponsors. In Birmingham the se- 
ries performed in a double capacity: 
as a public-relations vehicle and as a 
sales tool. 

Presented over WBRC-TV in that 
market on Tuesdays, 7-7:30 p.m., 
Flight is sponsored by the Alabama 
Gas Corp., through the Sparrow Ad- 
vertising Agency. The advertiser, out 
to promote the use of gas as an eco- 
nomical and efficient fuel, directly 
benefited gas-appliance retailers with 
its commercials. The pitches were 
done live, using in-home backgrounds 
with demonstrations of various ap- 
pliances, and, at the same time, an 
institutional approach was maintain- 
ed. 

Success of the campaign became 
quickly apparent. Says E. E. McGraw, 
manager, sales and promotion for Ala- 
bama Gas: “Flight has not only sur- 
passed our expectations in terms of 
moving merchandise for retail dis- 
tributors, but has, because of its spe- 
cial entertainment values, made a posi- 
tive contribution to our public-rela- 
tions campaign on behalf of gas as a 
practical and economical fuel.” 

Flight has been consistently num- 
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ber one in its time slot in. Birming- 
ham, and approximately 50 per cent 
above the. competition. The June 
Nielsen report gave it a 21.8, as op- 
posed to a 13.6 for the competing pro- 
gram. Recent American Research Bu- 
reau figures for other markets indi- 
cate the same pattern: Scranton- 
Wilkes-Barre, 20.9; Portland, Ore., 
14.2; Baton Rouge, 39.3; Hastings, 
Neb., 32.0, and Abilene, 32.7. 

The series consists of 39 half-hour 
dramas emphasizing the human ele- 
ment in the history of aviation, from 
the early Kitty Hawk experiments to 
the launchings at Cape Canaveral. 
Gen. George C. Kenney, USAF (Ret.), 
is host and narrator of Flight, which 
was produced with the official endorse- 
ment of the USAF. 


AFTRA appear to have been scotched, 
at least for the time being, by the 
negative attitude taken by SAG ex- 
ecutives towards the Cole Report, sug- 
gesting how such a merger could be 
accomplished. Ronald Reagan, until 
recently president of SAG, calls the 
plan “complicated, cumbersome . . 
impractical as an iron kite,” and 
says “we are not too hopeful.” Mr. 
Reagan suggests, as first reported ex- 
clusively in Tv ace, that SAG and 
AFTRA retain their separate identi- 
ties, but cooperate in negotiating con- 
tracts in the fields of tv commercials 
and tape. 

Gross income of Writers Guild of 
America reached $275,300, an in- 
crease of $28,700 over the previous 
year, despite protracted strikes in 
both the tv and theatrical motion- 
picture fields. Strike fund of WGA 
now totals $216,000. 


LABOR PEACE? 

New four-year contract between 
Screen Actors Guild and Alliance of 
TV Film Producers and AMPP, fol- 
lowing WGA pact with producers, 
presages longest period of labor peace 
in telefilm history. Actors will get a 
raise in minimums averaging out to 
approximately 20 per cent during the 
next two years; a pension, health 
and welfare plan to which producers 
will contribute five per cent of sal- 
aries and residuals, and the option to 
convert the present residual formula, 
which continues in effect unchanged, 
into a world-wide royalty system in 


1962. 


UPA BUYOUT 

Controlling interest in UPA Pic- 
tures, Inc., one of the leading firms 
in production of tv commercials and 
tv and theatrical entertainment car- 
toons, has been purchased by Henry 
G. Saperstein and Peter De Met, tv 
packagers. Mr. Saperstein takes over 
the presidency of the company, while 
Stephen Bosustow, who founded the 
firm 15 years ago, becomes chair- 
man of the board and a consultant 
in operations. Mr. De Met will be 
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vice chairman. 

The change in management is ex- 
pected to result in UPA’s assuming a 
more aggressive sales and program- 
ming policy. Although at one time 
one of the leaders in the production 
of tv commercials, during the past 
two years the company has been suf- 
fering from internal dissension and 
dissatisfaction, culminating in last 
year’s walkout of many key personnel. 

The price paid by the Saperstein- 
De Met group reportedly is in the 
neighborhood of $500,000. Mr. 
Saperstein, who recently negotiated 
UPA’s Mr. Magoo sale to Kellogg, is 
a veteran tv packager. 

Mr. De Met operates a film and 
tape studio in Chicago, and is also 
chairman of the board of Freedom- 
land, USA. The merger with the De 
Met Studios will also put UPA in the 
tape-production business, with a mo- 
bile unit expected to be moved from 
Chicago to the west coast. 


MORE NEW FEATURES 


The market may be depressed, but 
there’s plenty of product in the fea- 
ture-film field, station buyers are 
finding these days. In the face of 
the release of at least 110 post-’49 
Warner Bros. features through Crea- 
tive Telefilms & Artists, various dis- 
tributors have gone ahead with their 
own releases. Flamingo Telefilm 
Sales has acquired 52 international 
movies, the majority of which come 
from Joe Harris’ Essex-Universal li- 
brary, with another dozen coming 
from various independent sources. 
Most of the features, to be sold as 
“The Imperial Package,” were pro- 
duced after 1957, and all are post- 
53. M & A Alexander Productions 
has released its “V.I.P. Package” of 
35 post-’50 movies, and has sold it 
in 14 markets. 


PROGRAMS ... 


Despite the lateness of this season's 
production starts due to strikes, pro- 
ducers are already beginning to pre- 
pare series for next season. Most ac- 
tive is MGM-TV, which will place 
three pilots before the cameras short- 
ly: the long-talked about Father of 
the Bride skein, based on the feature 
of the same name; Harry’s Girls, 












ns 








comedy about American girls in Eu- 
rope, to be filmed on location there, 
and Diamond Jim Brady, on which 
Seton Miller has been set as producer. 

Others active in the pilot field: 
Paramount-TV, for which Jerry 
Lewis will film Permanent WAVE, 
starring Patrice Wymore; Wilbur 
Stark, producing The Further Adven- 
tures of a Connecticut Yankee, based 
on the Mark Twain classic, for CBS 
Films; Maurice Duke and Shecky 
Greene, starring the latter in Shilly’s 
Chalet, a comedy, and Jerry Layton, 
planning The D.A. Is a Doll, a com- 
edy-mystery. 

Bernard Girard and Robert Lewis 
have formed a new production com- 
pany to film Mr. Garlund, which will 
make its debut on CBS-TV this fall. 
Me. Girard is a long-time producer- 
director in the tv field, while Mr. 
Lewis was most recently associated 
with the Rosenberg-Coryell agency. 

The Red Skelton Studios—previ- 
ously operating under various titles, 
such as American International and 
Kling — are now being completely 
overhauled and will be ready for op- 
erations, both film and tape, on Aug. 
15. 

Screen Gems has signed William 
Russell to direct the first 10 episodes 
of Dennis the Menace for next sea- 
son, in addition to directing several 
episodes of My Sister Eileen. Marion 
Dougherty been named casting di- 


rector of SG’s The Naked City. 


COMMERCIAL CUES... 


The Screen Cartoonists Guild, one 
of two unions controlling animators 
in the tv commercials and entertain- 
ment production field, will demand 
royalties on cartoon characters pro- 
duced originally for tv, but then 
used by sponsors in other media. Ac- 
cording to a spokesman for SCG, 
the royalties, which will be demand- 
ed in new contract talks with pro- 
ducers this fall, would amount to 
one-half of one per cent on gross 
sales of merchandise tied in with 
cartoon characters. 

Playhouse Pictures is producing 
two new “Peanut Spots,” featuring 
Linus, for the Ford Falcon (J. Wal- 
ter Thompson). The company also is 
turning out 10 new Navy recruiting 
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spots and two one-minute commer- 
cials for Flit (McCann-Erickson) us- 
ing an abstract “crazy bugs” theme. 

Format Films is presently in one 
of its busiest periods, turning out 
four spots for Stag Beer (Edward H. 
Weiss Co.) in a new “Help Stamp 
Out Thirst!” campaign; five combi- 
nation live action-animation spots for 
Westclox (BBDO); two spots for 
International Shoes (Krupnick, St. 
Louis), and three for Standard Oil 
Co. of Indiana (D’Arcy, Chicago). 

Fred Raphael has been named vice 
president in charge of client services 
for Filmways, Inc. Mr. Raphael, who 
joined the production house in July 





MR, RAPHAEL 


of 1959, formerly served with Video 
Tape Productions as manager of cli- 
ent relations and with J. Walter 
Thompson as manager of the tv-film 
department. In his new post at Film- 
ways he will coordinate and super- 
vise all client services. At the same 
time, it was announced that Raymond 
Drury, veteran cameraman at Film- 
ways, was appointed vice president in 
charge of photography. . . . The 
Screen Directors International Guild 
is now distributing its 1960-61 Di- 
rectory of Directors, which lists al- 
most 500 members. 
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EDITED TO YOUR FILMS 
33 WEST 60th ST. NEW YORK 23 











Piles Yeu 30 Syndioned Show: for Apel 





| 
| 
| 





| National Viewers Per 100 Homes 


| Wat'd Tuned In 
Rank Program \Distributor| Average Men Women Teens Children 
1—Sea Hunt Ziv-UA | 206 |8 9% 15 32 
2—Woody Woodpecker; Kellogg 168 | 41 57 15 106 
3—Popeye UAA “sin 2 6h Se 
4—Huckleberry Hound |ScreenGems| 15.4 | 52 57 17 114 
5—Quick Draw McGraw |ScreenGems| 15.1 | 49 56 16 = lll 
6—Death Valley Days | U.S.Borax| 145 | 73 79 16 67 
7—Phil Silvers CBS | 142 | 73 75 18 79 
8—Grand Jury NTA 138 |89 91 13 29 
9—U. S. Marshal NTA 134 | 79 8 11 9 
10—Lock Up ZvUA | 133 | 81 92 15 36 
11—Three Stooges ScreenGems) 13.2 | 51 57 18 110 
12—Mike Hammer MCA 128 85 87 12 18 
13—Divorce Court Guild 12.6 81 98 ll 7 
14—Bold Venture Ziv-UA 12.3 83 89 16 3g 
14—Shotgun Slade MCA 12.3 77 81 13 Q 
16—Johnny Midnight MCA 12.1 87 93 13 8 
17—Border Patrol CBS 11.9 81 88 17 43 
18—Tombstone Territory, Ziv-UA 11.7 73 7 16 57 
19—Pony Express CNP 11.6 69 74 18 79 
19—Trackdown CBS 11.6 7 75 18 68 


Pulse Top 10 Comedy Shows for April 





1—Phil Silvers | CBS 
2—Three Stooges 


3—How To Marry a 


Millionaire NTA 
4—This Is Alice NTA 
5—Honeymooners CBS 
6—Life of Riley CNP 
7—People’s Choice ABC 
8—Topper Schubert 
9—Amos ’n’ Andy CBS 
10—Laurel and Hardy | Governor 
10—Our Miss Brooks CBS 
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| MCA 


1—Mike Hammer 
2—Johnny Midnight | MCA 
3—San Francisco Beat | CBS 
4—Boston Blackie Ziv-UA 
5—Badge 714 | CNP 
5—Mr. District Attorney | Ziv-UA 
7—Decoy | Official 
&—Dial 999 | Ziv-UA 
| 9—Follow That Man | MCA 
| 10—N. Y. Confidential | ITC 
10—Official Detective | NTA 


| Screen Gems 


Pulse fe 10 Mestery Shows for April 


14.2 | 7 75 18 72 
13.2 51 57 18 110 


9.3 75 7 17 63 
9.2 69 79 16 65 
9.1 72 79 18 68 
7.5 34 65 16 79 
7.0 67 73 16 65 
6.7 21 65 ll 59 
6.4 49 51 17 95 
5.7 32 37 14 95 
5.7 17 91 2 52 


12.8 85 87 12 18 
12.1 87 93 13 8 
85 | 82 91 16 27 
7.8 67 79 14 59 
7.6 77 91 16 53 
7.6 4] 68 15 77 


7.5 82 93 16 53 
6.4 83 91 13 23 
5.9 72 93 14 51 
5.8 83 89 12 11 
5.8 84 89 13 15 

















PERSONNEL ... 
Bud Austin and Harris L. Katle- 


man have been elevated to the newly 
created posts of executive vice presi- 
dent for Goodson-Todman, Inc. Mr. 
Austin, named executive vice presi- 
dent, New York, was formerly vice 
president and director of sales. Mr. 
Katleman, formerly vice president of 
G-T Enterprises, Hollywood, has been 
named executive vice president, Cali- 
fornia. 

Henry S. White, for the past three 
years director of program procure- 





MR. WHITE 


ment for Screen Gems, has_ been 
named national sales manager, under 
John H. Mitchell, vice president in 





Color Count 


Better than 10 per cent of 160 
different animated commercials 
produced by Playhouse Pictures 
between March 31, 1959, and 
March 31, 1960, were in color, 
reports the film firm. Color pro- 
duction itself, however, was 
greater than the figures indicate, 
as all tint commercials were at 
least 60 seconds in length and 
four were two minutes long. 

Of 17 color commercials pro- 
duced, one was a two-minute an- 
nouncement for Plymouth cars, 
one was a minute for Carnation 
Evaporated Milk and 15 were 
program openings and commer- 
cials for Ford Motor Co. Cur- 
rently in production are addi- 
tional films for Carnation and 
Ford, with Playhouse Pictures 
looking for an increase in tint 
to account for 12-15 per cent of 
total yearly production. 












charge of sales. Mr. White joined 
the Columbia subsidiary in 1955 as 
director of advertising and promo- 
tion, and moved into his program 
post two years later, where he worked 
with the national sales department on 
some of the key sales made by SG 
in the past two years. In 1947 Mr. 
White founded and was president of 
World Video, Inc., joining CBS-TV 
in 1950 as associate director of tv 
network programming. He _ subse- 
quently served as coordinator of col- 
or programming and then as business 
manager. In 1953 he joined the Biow 
Advertising Agency as manager of 
the tv-radio department. 

Edward J. Broman has been pro- 
moted to the post of vice president of 
the entire Chicago sales operation for 
Ziv-UA. Mr. Broman, who had been 
vice president in charge of regional 
sales out of the Chicago office, as- 
sumes new responsibilities including 
all sales operations in that area— 
network, regional, syndication and 
local. At the same time, Chicago be- 
came a new north-central division of 
Ziv-UA syndication. 

Other Ziv-UA promotions were an- 
nounced: Ray Maguire, formerly 
manager of the north-central division, 
was promoted to regional sales man- 
ager with headquarters in New York; 
Don Brogdon, division sales man- 
ager of the south-central division, 
was named syndication sales man- 
with headquarters in New 
York; Jack Puter, spot sales man- 
ager, succeeds Mr. Brogdon in the 
south-central division; Robert Reis, 
formerly an account executive and 


ager, 


spot sales manager in the syndication 
department, was named sales man- 
ager of the reconstituted north-cen- 
tral division in Chicago, and Mike 
Kievman was appointed sales man- 
ager in Cincinnati of the mid-central 
division. Ziv-UA’s north-central divi- 
sion was split into two separate units: 
the north-central division with head- 
quarters in Chicago, and the mid- 
central division based in Cincinnati. 





Irving Gitlin has been named execu- 
tive producer, creative projects, NBC 
News and Public Affairs, it has been 
announced by William R. McAndrew, 
vice president, NBC News. He had 
been with CBS-TV since September 
1946, where he wrote, directed and 
produced a variety of award-winning 
programs for both radio and tele- 
vision. He became director of public 
affairs for CBS News in 1954 and 
was responsible for many important 
news and public-affairs programs. 





ager of client services in the Los 
Angeles office of M-E. Betty 
Mandeville McGarrett has been ap- 
pointed to the program unit of the 
broadcast department of Ogilvy, Ben- 
son & Mather. Formerly associated 
with Ruthrauff & Ryan, Benton & 
Bowles and CBS-TV, Mrs. McGar- 
rett has produced and directed The 
FBI In Peace and War, Crime Doc- 
tor, First Love and The Greatest Gift. 

Billy James, formerly director of 
advertising and publicity for Fla- 
mingo Telefilm Sales, has formed 
Ads/Infinitum, a public-relations and 
addition to 
serving as a public-relations con- 


advertising service. In 


sultant to clients in the entertainment 
industry, Ads/Infinitum assists firms 





M-E Productions, Inc., tv radio af- | 


filiate of McCann-Erickson, has ap- 
pointed two new vice presidents. They 
are Harold Graham Jr., manager of 
client planning in the New York of- 
fice, and Thomas F. Creenhow, man- 








Create the RIGHT mood every time 
with the 


MAJOR MOOD 
MUSIC LIBRARY 


MAJOR offers you a full twenty hours 
of mood music for titles, bridges, 
backgrounds. 

WRITE FOR FREE CATALOGUE 


THOMAS J. VALENTINO, INC. 


Established 1932 
150 WEST 46th STREET 
New York 36, New York—Cl-6-4675 
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in the creation of advertising and 
sales promotion. . . . Stephen Simon 
has joined Television Audience Re- 
search, program and commercial test- 
ing arm of NTA Telestudios, as di- 
rector, client services. Mr. Simon was 
formerly with Compton Advertising, 
Inc., as a tv program and commer- 
cial producer, 

Walter J. Kaufman has joined Fla- 
mingo Telefilm Sales as assistant to 
the president, Ira Gottlieb. Mr. Kauf- 
man was formerly with Warner Bros. 
Pictures and with Punch Films. . . . 
Bill Ashworth, account executive with 
United Artists Association’s national 
sales division, has been transferred 
to the company’s eastern sales divi- 
sion. . . . Larry Woolf has been ap- 
pointed producer-account executive 
with Graphic Pictures, Inc., Chicago. 
Mr. Woolf was formerly with Dancer- 
Fitzgerald-Sample and Filmack Stu- 


dios. 
SALES ... 
Two Faces West, \atest Screen 


Gems syndicated property, has been 
sold in more than 115 markets. Most 
recent regional sponsors include three 
breweries, an oil company and a 
pharmaceutical house. 

The breweries are: Labatt’s beer, 
four markets, Buffalo, Rochester, Wa- 
tertown and Erie, Pa.; Coors beer, 
Denver, Colorado Springs, Yuma, El 
Paso, Amarillo and Midland-Odessa, 
and Drewry’s beer, for Grand Rap- 
ids, Flint and Cedar Rapids. Other 
recent regional sales include Stand- 
ard Oil of Texas for six southwest 
markets, and Miles of California for 
San Francisco and other west-coast 
markets. 

The Brothers Brannagan, distrib- 
uted by CBS Films, has been sold in 
more than 50 markets encompassing 
22 states. Most recent station sales 
include the following: w¢Nn-tv Chi- 
cago; KLZ-Tv Denver; KFSD-TV San 
Diego; wcsH-Tv Portland, Me.; 
KOMO-TV Seattle; KGUN-TV Tucson; 
KSL-TV Salt Lake City and KOOL-TV 
. CBS Films’ Have Gun, 


Phoenix. . . 


Will Travel and Wanted—Dead or 


Alive, have been sold in Canada. 


Have Gun will be sponsored by Lever 
Bros. and Whitehall Laboratories on 
the full 


CBC-TV_ English-speaking 









network. Wanted—Dead or Alive, 
will be sponsored by Procter & Gam- 
ble in 28 Canadian markets. 


Telefilm 


signment: Underwater, distributed in 


National Associates’ As. 
more than 55 markets, was sold in 
New York City, Boston and Wash. 
ington in one recent week’s period, 
. MCA TV’s State Trooper has 
been Liebmann Brew- 
eries on WNBC-TV New York. 
MCA TV’s Paramount library has 


been purchased by 


renewed by 


five additional 
stations. They are: WDEF-TV Chatta- 
WDBJ-TV Roanoke, WRVA-TV 
Richmond, wktv Utica and WFrMJ-Tv 
. . United Artists Asso- 
ciated Mel-O-Toons, a new series of 


nooga, 
Youngstown. . 


104 animated cartoons, has been sold 
to an additional 14 stations in the 
past two weeks. 

Greatest Headlines of the Century, 
distributed by Official Films, was sold 
to another five stations recently. They 
are: WTVJ Miami, WFMJ-TV Youngs- 
KOMO-TV Seattle, KYW-TV 
Cleveland and KcRA-TV Sacramento. 


town, 


. Cinema-Vue Corp. has sold 
Pathe’s Milestones of the Century to 
an additional 10 stations. 


FOREIGN SALES 


CBS Films has been going great 
guns in the international field and 
expects to maintain the increases. Ac- 
cording to Ralph M. Baruch, director 
of international sales, billings are up 
45.2 per cent in the first five months 
of this year over the comparable pe- 
riod in 1959. 
increase was scored on the European 
continent: 455 per cent. Other per- 


Biggest percentage 


centage increases: Japan, 159 per 
cent; Latin America, 44.6 per cent; 
United Kingdom, 15.2 per cent. The 
company will expand its sales and 
service arms, says Mr. Baruch, and 
expects to maintain the increases, 
what with new stations opening up 
and a new and higher quota in Japan. 


Film Commercials 


ALL-SCOPE PICTURES, INC. 


Completed: Standard Oil Co. of California 
(Esso Products) , BBDO; Bristol-Myers Co. 
(Bufferin) , Y&R; Capitol Record 
Distributing Corp. (Can-Can album). 
direct; Lucky Lager Brewing Co. (beer), 
McCann-Erickson; Philip Morris, Inc. 
(Marlboro cigarettes) , Burnett. 
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AMERICAN FILM PRODUCERS 


In production: Esso Standard Oil Co. (Esso 
Extra gasoline) , McCann-Erickson. 


CULHANE FILM STUDIOS, 
INC. 


Completed: National Assn. of Insurance 
Agents (insurance), Doremus; Colgate- 
Palmolive Co. (Ajax), McCann-Erickson; 
American Doll & Toy Co. (Toodles doll), 
Webb; Drinks, Inc. (Nu Fizz), Charles 
Hoyt; Pharmaceuticals, Inc. (Geritol) , 
Parkson; Chap Stick Co. (Chap Stick), 
Gumbinner; Lever Bros. (Good Luck 
margarine), OB&M. 

In production: J. A. Folger & Co. (coffee) , 
C&W; Radio Corp. of America (tube), 
direct; American Doll & Toy Co. (Toodles 
doll), Webb. 


FORMAT FILMS, INC. 

In production: J. A. Folger Co. (coffee), 
FRC&H; Union Starch & Refining Co. 
(Liquid Mist Reddi-Starch) , Baer, Kemble 
& Spicer; Golden Point Hamburger 
(drive-in restaurant), Ray O’Keefe; 
International Shoe Co. (Poll Parrot, Red 
Goose shoes) , Krupnick. 


CHUCK GOLDSTEIN 
PRODUCTIONS 

Completed: Union Pacific Railroad 

(travel) , Caples; Molson’s Brewery of 
Ontario Ltd. (beer), MacLaren; Harold F. 
Ritchie & Co. Ltd. (Brylcreem), MacLaren; 
Chun King Sales, Inc. (food products) , 
BBDO; O’Keefe Brewing Co. (ale), 
Comstock; Standard Dry Ale, Holland- 
Wegman; Sanitized Spray, Holland- 
Wegman; Watkins Furniture Stores, Allied. 


GRAY & O’REILLY 


In production: Roman Products Corp. 
(pizza pies), Smith-Greenland; American 
Home Foods (Chef Boy-Ar-Dee), Y&R; 
Tasty Baking Co. (cakes), Aitkin-Kynett; 
General Cigar Co. (White Owl), Y&R; 
Reader's Digest, JWT; Block Drug Co. 
(Omega oil), Lawrence C. Gumbinner; 


Drug Research Corp. (Positan) , KHCC&A. 


HUNN, FRITZ, HENKIN 
PROD., INC. 

Completed: Whitehall Laboratories 
(Duplexin) , C&W; Independent Baker’s 
Cooperative (Holsum bread), W. E. Long; 
Nestle’s, Ltd. (Quick), E. W. Reynolds; 
Lever Bros. (Good Luck margarine) , 
OB&M; Brillo Mfg. Co. (soap pads), JWT. 
In production: National Brands Div., 
Sterling Drug, Inc. (Phillips Milk of 
Magnesia) , Sterling International; Texas 
Co. (Texaco), C&W; Best Foods, Inc. 
(Nucoa margarine), D-F-S; Shainbergs 
(department store), direct; General Mills, 
Inc. (O-Celo sponge), D-F-S; Pharmaco, 
Inc. (Feen-a-mint), Ayer. 


FRED NILES PRODUCTIONS 
Completed: Nat Buring Packing Co. (King 
Cotton meats) , direct; Chemical Corp. of 
America (Free Wax), direct; Sugardale 
Provision Co. (Sugardale meats), Lang, 
Fisher & Stashower; Realemon-Puritan Co. 
(lemon juice), Lilienfeld; Miller Brewing 
Co, (beer), Mathieson; Sunbeam Corp. 
(appliances) , direct. 

In production: Bohemian Brewing Co. 
(beer), Doner; Marita Bread, Sande 
Green; West Bend Aluminum Co. (Party 
Perk), direct; Standard Oil of Ohio 
(gasoline), Marschalk & Pratt Div., 
McCann-Erickson; Montgomery, Ward & 
Co. (freezer, back to school, refrigerator, 
home-furnishings sale), direct; Niagara 
Corp. (massage), Meldrum & Fewsmith. 


WILBUR STREECH 
PRODUCTIONS, INC. 

Completed: Sinclair Refining Co. (gasoline, 
fuel oil), GMM&B; National Bank & Trust 
Co., Rabko; Potter Drug Co. (Cuticura) , 
KHCC&A; O'Keefe Brewing Co. (ale), 
Foster; Chr. Bjelland\Co. (King Oscar 
sardines), KHCC&A; American Motors 
(Rambler), GMM&B; Golden Press 
(Picture Atlas), direct; Eagle Pencil Co. 
(Stickpen) , Shaller-Rubin. 

In production: Colgate-Palmolive Co. (Fab 
toothpaste) , Spitzer & Mills; Tv Bureau of 
Advertising (*4-hr. film), direct; Maher Co. 
(shoes), McGregor-Deaville; Lehn & Fink 
(Medi-Quik), GMM&B; Jaka Ham Co. 
(ham), KHCC&A; Transogram Co. (toys), 
Wexton; Golden Press (American Heritage, 
children’s books) , direct; Haloid Co. 
(Xerox Duplicators) , direct. 


VIDEO FILMS 

Completed: Schafer’s Detroit Bakery, Inc. 
(bread), Beltaire, Vincent & Hull; Chrysler 
Corp. (Valiant cars), BBDO; Sams, Inc. 
(department store) , Stockwell & Marcuse. 
In production: Dow Corning Corp. (Shoe 
Saver, Suede Saver), Church & Guisewite; 
Ford Motor Co. (tractor & implement div.) , 
Meldrum & Fewsmith. 


WONDERLAND PRODUCTIONS 
In production: Red Devil Fireworks 
(fireworks), Byk; Los Angeles Fair Assn. 
(fair), Sheldon; Southern States 
Equipment Co. (fuses) , Kirk. 


WONDSEL, CARLISLE & 
DUNPHY 

Completed: Chesebrough-Pond’s, Inc. 
(Pertussin) , Compton; American Machine 
& Foundry Co. (Pin Spotters), C&W; BB 
Chemical Co. (PermaThane), John C. 
Dowd; Neptune World Wide Moving 
(Economover) , Ben Sackheim; Silver-K 
Corp. (Old Holland Beer shampoo) , Jerome 
O'Leary; Sterling Drug Co. (Fizrin), 
Compton; Sealtest Foods (chocolate milk), 
Ayer; General Foods Co. (Gaines Burger), 
Y&R; American Cyanamid Co. (Creslan), 
Ben Sackheim. 

In production: Westinghouse Electric Corp. 
(portable appliances) , McCann-Erickson; 
U. S. Air Force (recruiting), MacManus, 
John & Adams; American Home Foods 
(Chef-Boy-Ar-Dee) , Y&R; Texaco, Inc. 
(petroleum products), C&W. 


LIGHTING 





CHARLES ROSS, INC. 
333 West 52nd Street, New York 19, N. Y. 
Circle 6-5470 
LIGHTING, GRIP EQUIPMENT, 
PROPS AND GENERATORS 
For Motion Pictures and Television 


SALES @ SERVICE @ RENTALS 
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FILM EQUIPMENT 





S. 0. S. CINEMA SUPPLY CORP. 


New York City: 602 West 52nd Street, Plaza 7-6440 
Hollywood, Calif.: 6331 Hollywoed Bivd.. HO 7-2124 
SALES + LEASING + SERVICE 
The world's largest source for film production 
quipmest: A tion, Producing, Lighting, 
Processing, Recording, Projection, etc. 
Send for our huge 34th year Catalog on your 
letterhead to Dept. WN. 














CAMERA EQUIPMENT CO., INC. 

315 West 43rd Street, New York 36, N. Y. 
JUdson 6-1420 
RENTALS—-SALES——SERVICE 
Motion picture and television equipment 

lighting equipm: . . generators 
... film editing equipment . . . pr ing 
equipment. 











COLLECTION AGENCIES 











STANDARD ACTUARIAL WARRANTY CO. 
220 West 42nd Street, New York 36, N. Y. 
LOngacre 5-5990 
Collections for the Industry 
All over the World 
TV—RADIO—FILM 
Records & Recording Accounts Receivable 
No Collections——No Commissions 








VIDEO TAPE DUPLICATING 





& FILM TRANSFERS 








Complete film and videotape lab service 
Videotape to film transters 
Videotape recording 
Videotape duplicating 
Videotape viewing and editing 


ACME FILM LABORATORIES, INC. 


1161 N. Highland Ave., Hollywood 38, Calif. 
HOllywood 4-747! 








SCREENING ROOMS 











PREVIEW THEATRES, INC. 

1600 Broadway, New York 19, N. Y. 
Circle 6-0865 
OSES Pe William B. Gullette 
16mm, 35mm; magnetic or optical; all 
interlock combinations. Editing equip- 
ment and facilities. Film storage vaults. 
All facilities available 24 hours a . day. 








STOCK SHOTS 








MAURICE H. ZOUARY 
333. West 52nd St., N. Y.C., 19 
JUDSON 2-6185 


35mm MOTION PICTURE 
BLACK & WHITE @ COLOR 
OVER 10,000,000 FEET 








HAULING & WAREHOUSING 











WALTON HAULING & WAREHOUSE CORP. 
609.11 West 46th St., New York 19, N. Y. 
Circle 6-8685-6-7-8 
THEATRICAL HAULERS 


or 
Television, Radio 
& Legitimate Theaters 
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Who covers Ashtabula County? 








ASHTABULA 
i 











ARB’S 1960 TV COVERAGE STUDY reports in depth the full 
story of TV coverage in Ashtabula and all 3,071 other counties 
in the 50 United States. 


All counties . . . all TV markets . . . all TV stations are covered in ARB’s big 1960 
“encyclopedia of television” soon to be released. It not only provides the most 
recent data available (reflecting the changes that have taken place at over 200 TV 
stations since the last county-by-county study two years ago), it offers this infor- 
mation based on a sounder technique of measurement than has ever been attempted. 


Two Nationwide all-county sampling sweeps were conducted utilizing more than 
500,000 home interviews backed by ARB’s proven Interviewer Supervised Viewing 
Diary. Each sweep was specifically designed to simultaneously gather viewing and 
coverage information. Viewing data, already delivered to clients as the most com- 
prehensive market summary of local audience size, was the first phase of these 
Nationwide sweeps. Phase two, ARB’s 1960 TV Coverage Study, now locates these 
viewers, by county, for a finite evaluation of television in every area of the country. 


Your ARB Representative has the details! 


AMERICAN RESEARCH BUREAU, INC. 


WASHINGTON 4320 Ammendale Road, Beltsville, Md., WEbster 5-2600 
NEW YORK 400 Park Avenue, New York 22, N. Y., Plaza 1-5577 
CHICAGO 1907 Tribune Tower, Chicago 11, lil., SUperior 7-3388 


LOS ANGELES 6223 Seima Ave., Hollywood, Calif., HOllywood 9-1683 
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FIRST TAFT REPORT. The Taft 
Broadcasting Co. recently issued its 
first annual report as a publicly owned 
company. The report covered the year 
ended March 31, 1960. Revenues 
from all sources during that period 
totaled $10,426,310, as compared 
with $8,978,501 in the previous year. 
Operating profits before depreciation, 
amortization and Federal 
taxes were $4,253,021, as compared 
to $3,470,817 in the preceding year. 

Stating the profit before such 
charges is somewhat unusual, and the 
auditor, Peat, Marwick, Mitchell & 
Co., noted that, “subject to any ad- 
ditional Federal and state tax liabili- 
ty which may result from possible dis- 
allowance by the Internal Revenue 
Service,” the report was a fair pres- 


income 


entation of the company’s financial 
condition. 

This refers to the fact that the com- 
pany has claimed as a deduction in 
its Federal the 
amortization of amounts assigned to 
network and other contracts amount- 
ing, in the aggregate, to $1,093,000 
for the current and two preceding 


income tax return 


years. 
The Internal Revenue Service has 
examined the company’s tax returns 
through March 31, 1959, and has pro- 
posed tax deficiencies of approxi- 
mately $377,000, due principally to 
the denial of amortization of amounts 
assigned to the network and other 
contracts. The alleged deficiencies are 
being contested by the company’s 
lawyers, but they’ve expressed no 
opinion on the likely outcome, a some- 
what unusual fact, since most lawyers 
seem confident of their grounds. 
However, no provision has been 
made in the accounts to cover these 
proposed deficiencies which may re- 
sult from the disallowance of contract 
amortization for the current year. 


NET EARNINGS. The final net prof- 


Wall Street Report 





share earnings were 76 cents, after 
adjustments for a two-and-a-half-per- 
cent stock dividend. Because of the 
substantial capital additions and im- 
provements made during this fiscal 
period, depreciation and amortization 
expense increased $172,083 over the 
preceding year. 

During 1959 Taft purchased 100- 
per-cent ownership of WBIR, Inc. of 
Knoxville with the aid of a term loan 
of $3.5 million from Cincinnati banks. 
There had been a term loan of $1.8 
million outstanding earlier, so the 
company’s total borrowings are $5.3 
million as of March 31, 1960. In pay- 
ing off these loans the company is 
committed to a heavy drain on earn- 
ings for the next five years, particu- 
larly this current year. 

It must, for example, pay $1,050,- 
000 this year. The remaining $4.2 
million indebtedness can be paid out 
over a period stretching until 1965. 
However, the loan agreements on the 
most recent loan of $3.5 million limit 
the company’s right to declare divi- 
dends—excluding stock dividends— 
in any fiscal year to 50 per cent of 
the net earnings of the company in 
that fiscal year. Since the company has 
been paying well under that percent- 
age figure, there’s no apparent rea- 
son for concern on that count. 

Taft Broadcasting owns WKRC-TV- 
AM Cincinnati, WKYT-TV Lexington, 
WBIR-TV-AM-FM Knoxville, WBRC-TV- 
























AM Birmingham and wtvn-tv-am Co- 
lumbus. 


NETWORK RENEWALS. Since the 
end of the fiscal year Taft has re- 
newed for a two-year period its tv 
network affiliation with the Columbia 
Broadcasting System in Cincinnati, 
Birmingham, Knoxville and Lexing- 
ton. In Columbus Taft is tied in with 
the American Broadcasting Co. Also 
since the end of the fiscal year all the 
company’s stations have been granted 
increases in their network station 
rates. 

Hulbert Taft Jr., president, told 


stockholders in his annual report that 








Weigh 
the facts! 








In appraisals, the 
combineu experience 
of the staff at Black- 
burn & Company is 
measured in cen: 
turies—not years. For 
appraisals, contact: 


Blackbuen & Company 


RADIO - TV - NEWSPAPER BROKERS 


BEVERLY HILLS 


its of Taft Broadcasting for the 1960 | 
fiscal year were reported, after Fed- 
eral taxes, at $1,413,708, or 95 cents 
per share. In the preceding year per- | 











WASHINGTON — ATLANTA — CHICAGO _ 
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the management had added consid- 
erable strength by a reorganization of 
the executive staff. In 1959 stock- 
holders approved a stock option and 
stock bonus plan which provides for 
the granting of stock options, not ex- 
ceeding 30,750 shares—including the 
stock dividend of last year—to officers 
and key employes and another 20,000 
shares to officers and employes as a 
bonus. 

These options may be granted 
within a five-year period from the ef- 
fective date of the plan at a fair mar- 
ket value of the shares at the grant- 
ing date. As of March 31, 1960, op- 
tions on 22,350 shares had been 
granted. Stock bonuses, on the other 
hand, may be issued within 10 years 
from the effective date of the plan. 
But no stock bonus shall exceed 2,000 
shares in any one fiscal year, and by 
late 1959 only 1,556 shares had been 


issued under a stock bonus plan. 





Newsfront (Continued from 31) 


esses of the country. 

Particularly needed, said several of 
the professors, are nationally televised 
debates between major candidates for 
office, and increased telecasts of im- 
portant Congressional hearings. 


Competition 


Paradox. That’s the word describ- 
ing a situation where one of the few 
members of the print medium active- 
ly engaged in furthering the cause of 
television inadvertently provides ma- 
terial to detract from tv’s values. 

The paradox is drawn from a quo- 
tation furnished in a study of the read- 
ers of Tv Guide conducted for the 
magazine by Social Research, Inc., of 
Chicago. Queried about his reading 
habits, a Louisville man noted that he 
checked the week’s programs when 
first getting his copy. “Then if I have 
any excess time between programs or 
during a station break,” he said, “I 
read the articles. . .. These are mostly 
condensed articles and take very few 
minutes, so I manage to get them 


read.” 

The point that Tv Guide, which 
aims to direct its readers toward the 
best video programs, is also furnish- 
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ing them with material to read while 
the television advertiser’s message is 
on the air is not highlighted in the 
magazine’s “study in depth.” 

What was derived from the answers 
of 1,012 readers is that 73 per cent 
of Tv Guide households use the maga- 
zine to make selective program 
choices, 16 per cent use it merely as a 
convenient reference of program list- 
ings, and 11 per cent buy it for the 
tv “fan” articles on stars and shows. 
Of 207 non-readers, a small percent- 
age falls into the “highbrow” 
gory, says the study, with these people 
highly particular as to which pro- 
grams they watch, generally watching 
only the “intellectual” type of show 
and spending “only 10.7 hours per 
week” at the set. 

These people, says Social Research, 
Inc., “do not see Tv Guide as an aid; 


cate- 


they complain that Tv Guide only in- 
forms and does not criticize.” Fortu- 
nately for both the magazine and the 
television industry, hints the report, 
“probably no more than four or five 
per cent of the nation’s population 
displays this point of view.” 

Other groups of non-readers are the 
large class of “middle-brows” who, 
while they don’t watch “just any- 





Robert M. Fowler has been appointed 
national sales representative for WTVT 
Tampa-St. Petersburg, it has been 
announced by E, B. Dodson, manager 
of the station. Mr. Fowler was with 
the CBS Television network and Tit- 
zel Realty in Clearwater before ac- 
cepting the WTVT post. 





thing, do not believe in worrying too 
much about tv,” and a group of “low- 
brows”—uncritical watchers of any- 
thing “not too deep or educational.” 

Tv Guide's “selective viewers” favor 
serious drama, programs of conversa- 
tional wit, suspense mysteries, come- 
dies, general drama and western-ad- 
venture shows, but are not keen sports 
fans, the study concludes. 





Ballot Box,” June 27). 


2,268,641—Mr. Duff, 2,250,671. 


to the final edge of 18,000.” 





7° 4 
Video Votes 
As the political campaigns swing into high gear, yet another instance 
of a tv-based candidate overcoming his non-tv opponent has been un- 
covered to join the examples cited in TV AGE previously (“Tv and the 


In the nation’s last Presidential race, Dwight D. Eisenhower carried the 
state of Pennsylvania by 600,000 votes, notes Tom Powell, news director 
for wpAU-TV Scranton. Democrat Joseph S. Clark, however, who was 
running for the Senate, successfully bucked the statewide Republican 
tide to unseat Senator James H. Duff. The final vote count: Mr. Clark, 


While precise details of the campaigns are lacking (with both parties 
busy soliciting votes for the coming elections), political observers are 
agreed that Mr. Clark and his fellow Democrats used considerably more 
tv and radio time than the opposition. The incumbent Senator Duff 
reportedly was not considered a “television type” by his party. 

Particularly dramatic on tv was the inclusion of an “empty chair” on 
camera in appearances of candidate Clark. The chair, he stated, signified 
Senator Duff's repeated absences from his Senate seat. 

Highly indicative of tv’s ability to put across a campaigner’s policies 
was the fact that absentee baliots gave Senator Duff a majority. Evidently 
those persons unexposed to the broadcasts of campaigner Clark preferred 
to keep the status quo. In the early counts, the Clark lead was “much more 
comfortable,” states Tom Powell, “until the absentee voting whittled it 
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TELEVISION AGE 


Vy: checked on two things dur- 
ing the time our spring 
campaign was on the air,” said Marty 
King, advertising manager at General 
Electric Co. “First, we found out that 
the public was aware there was a lot 
of promotional activity under way for 
light bulbs. Secondly, we found peo- 
ple were aware that GE bulbs in par- 
ticular were being promoted.” Evi- 
dently it was this information, rather 
which take 
time to assemble and analyze—that 
influenced GE to move ahead with its 
recently 


than actual sales figures 





announced fall spot cam- 
paign. 

In “Promotion In Motion,” Tv AGE, 
March 21, the reliance of GE on ma- 
jor merchandising efforts to back its 
first intensive spot drive was described 
in detail. The upcoming campaign 
will follow a similar pattern. 

More important than the fact that 
tv schedules will be increased to place 
1,400 announcements—minutes, 20’s 
and ID’s—in 125 markets (versus 1,- 
300 spots last spring) is the point that 
once again merchandising activities 
are being depended on for results. In 
the spring push, 183 tons of display 
cartons, banners, signs, etc., were 
shipped to participating retailers. 
Thousands of pins, badges and nov- 
elty gimmicks—helicopter streamers, 
telephone calls, station mailings and 
the like—helped stir up interest in 
the advertising effort. If anything, the 
material GE is supplying local stores 
for the fall campaign is more colorful 
and impressive than before. 

“Spot tv can bring the campaign to 
the viewer’s attention,” said a GE 
executive, “but light bulbs aren’t the 


July 25, 1960 


a review of 


current activity 


in national 
spot tv 


kind of items people usually buy un- 
til they need them, We're trying to 
get the public to stock up on bulbs be- 
fore they need them, so they'll have 
them on hand. This means reminding 
the customer in the store, and that’s 
where the merchandising effort must 
be hard-hitting.” 

To plant the seeds of its story, GE 
is increasing its fall spot budget to 
about $1.2 million from the $1 mil- 
lion spent previously and will boost 
frequencies from an average of 90 
spots per market to 100. In addition, 
about 20 per cent of the new commer- 
cials will run in prime-time slots. 
(Most of the spring effort was seen in 
daytime in an attempt to reach the 
housewife.) As before, certain areas 
will get announcements on the new 
Hi-Lo and Celeste bulbs, which have 
limited distribution, while regular 
bulbs will be seen on nearly 270 sta- 
tions across the country to reach 95 
per cent of the population. 





Steve Suren, timebuyer at SSC&B, 
New York, works on the new Instant 
Lipton Tea account, Lifebuoy soap 
and Duffy-Mott products. 





REPORT 


“Saleslants,” a new house organ of 
CBS-TV Spot Sales, makes an inter- 
esting comparison between newspaper 
and tv coverage in its first issue. Tak 
ing the top 15 markets, the circula- 
tion of the top two newspapers in 
each central city was broken down 
into home-county, suburban and ex- 
tra-urban figures. The results—9,- 
103,600 homes in the home counties, 
2,766,900 in the suburbs and 1,546,- 
200 in the outskirts for a total of 13,- 
426,700. Against this, a total circu- 
lation of 22,075,200 tv homes was 
10,425,900 in the 
home counties, 5,299,800 in the sub- 
urbs and 6,349,400 further out. 

“Saleslants” notes an advertiser can 


subdivided into 


miss 44 per cent of the market using 
the top two newspapers in each . . . 
and he particularly misses outlying 
homes. 


AMERICAN HOME FOODS, 
INC., Chef Boy-Ar-Dee Div. 


(Young & Rubicam, Inc., N. Y.) 


Early this month, slightly more than 60 
markets received schedules running 
until year-end for this maker’s various 
food items. Filmed minutes and 20's in 
both day and night positions are used. 
Tom Viscardi and Ricky Sonnen are the 
buying contacts. 


AMERICAN SUGAR REFINING 
co. 


(Ted Bates & Co., Inc., N. Y.) 


While fall plans of DOMINO sugar had 
not been definitely okayed at press time, a 
spokesman on the account indicated that 
the spot program would be similar to 

last year’s in which about 65 markets 
received day and night minutes and 20's 
for 13 weeks from a mid-September start. 
“The formalities of signing the papers 

are still to come, but plans are basically the 
same,” was the word. Gerry Van Horsen 

is the timebuyer. 
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SEE FOR YOURSELF WHY ONE 





STATION DOES AROUND 80% OF THE 
LOCAL BUSINESS IN DES MOINES 


Central 
Surveys Study 
(Feb. 1960) 
Ask Katz 

for the 

facts 


Nielsen 
(Feb. 1960) 
Ask Katz 


ARB 
(Mar. 1960) 
Ask Katz 


Ask Katz 
about 
Central lowa 
Advertisers 


Most Watched Station... KRNT-TVI! 
Most Believable Personalities . . . KRNT-TV! 


Most Believable Station . . . KRNT-TV! 
Most People Would Prefer KRNT-TV Personalities As Neighbors! 


Most People Vote KRNT-TV 
The Station Doing the Most to Promote Worthwhile 
Public Service Projects! 


Wonderful Ratings on KRNT-TVI 


The Points Where Your Distribution is Concentrated 


Wonderful Ratings on KRNT-TVI 
The Points Where the Points Count the Most for You. 


See for yourself the list of local accounts whose 
strategy is to use this station almost exclusively. It reads 

like who’s who in many classifications—Foods and Financial 
Institutions, to name a couple. 


See for yourself the new, tried and proved power concept of these companies 
of concentrating on one station. See for yourself how they use this station to get distri- 
bution and produce sales. The bold concept used by these companies discards the old 
strategy of a little here, a little there, a little some place else. Old strategy oftentimes results 
in a dissipation of efforts. 


See for yourself why KRNT-TV regularly carries around 80% of the local 
business. See for yourself that this station is a big enough sales tool to win your sales 
battle if it’s used in a big enough way. 
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KARNT-TV 


DES MOINES 


A COWLES STATION 











AMERICAN TOBACCO CO. 
(L. C. Gumbinner Adv. Agency, 
Inc., N. Y.) 

Various major and secondary selected 
markets received new schedules of 
nighttime minutes for ROI TAN cigars 
to begin late this month. Some place- 
ments are for 52 weeks, others for 13 
weeks, depending on the market. 
Frequencies are light. Sandy Gasman 
is the timebuyer. 


ARMSTRONG RUBBER CO. 
(Lennen & Newell, Inc., N. Y.) 
Although this tire maker reportedly 
heavied up some of its existing schedules 
for this month and next as the vacation 
season swings into high gear, the end 
of August marks the cut-off period on 

its 1960 drive. Armstrong has no plans 
for additional spot until next summer. 
Marion Jones is the timebuyer. 


AVON PRODUCTS, INC. 
(Monroe F. Dreher, Inc., N. Y.) 
While a report elsewhere that AVON was 


setting a 10-week campaign in a small 
group of markets to begin this month 

was labeled erroneous, the agency is 
currently buying for a Sept. 1 start in 
more than 150 markets for a fall drive 
similar to that used in the past. Primarily 
daytime minutes will run, with some 
night 20's also used, until just before 
Christmas. Media director Rudy Klagstad 


and timebuyer Lee Petry are the contacts. 


BEECH NUT-LIFE SAVERS CO. 


(Young & Rubicam, Inc., N. Y.) 


Things continue as in the past with 
BEECH NUT baby foods—about a dozen 
markets continue to receive spot 
schedules where network exposure is not 
obtained or extra weight is n 

Early this month marked the beginning 
of renewed placements of day and 
night minutes and 20's, set for 13 weeks 
or until year-end. Tony Egan is the 
timebuyer. 





At Lawrence C. Gumbinner Agency, 
Inc., New York, SANDY GASMAN 
was raised from assistant timebuyer 
to timebuyer and works on Roi Tan 
cigars for American Tobacco Co., 
among others. New to the Gumbinner 
media department is JEAN RODNEY 
(née Pyle), assistant buyer, formerly 
on the sales staff of Forjoe-Tv. 


In Chicago, MARILYN DUFF re- 
tired as broadcast buyer at Earle 
Ludgin & Co. and has been replaced 


by MARGE FLOTRON, print and 





MISS FLOTRON 


timebuyer at Leo Burnett Co., Inc., for 
the past two-and-a-half years and previ- 
ously contract manager with CBS. 
Taking over on Miss Flotron’s buying 
activities at Burnett are Bruce Curtis 
and Harry Ward. 


wr 


THOMAS J. ELLIS, media director 
at Grant Advertising, New York, for 
eight years, joined Allston, Smith & 
Somple, Inc., Greenwich, Conn., as di- 
rector of media planning and _ pur- 
chasing. 





Formerly media director at Reach, 
McClinton & Co., New York, DOUG 
BURCH was named media director of 
P. Lorillard Co. With previous media 






Personals 


and programming experience at Leo 
Burnett Co., Stockton-West-Burkart 
and Benton & Bowles, Mr. Burch will 
handle media selection for all Lorillard 
brands. 


HELEN McCARTHY, who joined 
Nahas-Blumberg Corp., Houston, last 
November from ABC Chicago, was pro- 
moted to media director of the agency. 


EDWARD O'SHEA, formerly senior 
media buyer at Fletcher Richards, 
Calkins & Holden, Inc., moved to 
Palmer, Codella & Associates, Inc., as 
media director. He is organizing a new 
media department for the agency. 


HOWARD R. BAT _ joined the 
media department of N. W. Ayer & 
Son, Philadelphia. He previously was 
with Van Sant, Dugdale & Co., Balti- 
more, 


GEORGE SIMKO, previously with 
Kenyon & Eckhardt, Inc., New York, 
as all-media buyer on Lever” Bros. 
products, moved to Benton & Bowles, 





: 
t 


MR, SIMKO 


Inc., to handle buying assignments on 
General Foods’ Post cereals. TAD 
DISTLER, previously an assistant buy- 
er at B&B, was promoted to buyer 
on the General Foods account. 











At Ted Bates & Co., Inc., New York, 
Frank Digrace is a buying assistant 
on Food Manufacturer’ M&M 


candies and Uncle Ben’s Rice. 


BOYER INTERNATIONAL 
LABORATORIES 


(R. Jack Scott, Inc., Chicago) 


Autumn continuations are planned for 
the schedules for H-A HAIR ARRANGER 
in Chicago, St. Louis and Los Angeles. 
Minutes, 20’s and ID’s are running in 
conjunction with radio placements. 


BURNHAM & MORRILL CO. 
(John C. Dowd, Inc., Boston) 


Having re-entered spot last fall after 
several years out of the medium, B&M 
BAKED BEANS reports gratifying 
results and will return after Sept. 1 (when 
the company’s fiscal year begins) to 
major New England areas, plus a few 
other national markets it will add for 

the first time. Exact plans were not set 

at press time, but minutes, 20’s and ID's 





LET US BE YOUR 
NEW YORK OFFICE 
24-hour, 7 days a week, service 
specializing in tv and radio industry. 
PLAZA 9-3400 
Telephone Message Service 
22 E. 56th St., New York City 











Station, Network and 
Personal Representative 


representing 


KELO-TV, Sioux Falls, S. D. 
KROC-TV, Rochester, Minn. 
KSBW-TV, Salinas, Calif. 
KSBY-TV, San Luis Obispo 
WIMA-TV, Lima, Ohio 
WPEBN-TV, Traverse City, Mich. 
WTOM-TV, Cheboygan, Mich. 


235 East 46th Street, New York 17, N. Y. 
PLaza 5-4262 
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Archibald McC. Foster has been 
elected to the executive committee of 
Ted Bates & Co. Mr. Foster is a mem- 
ber of the board, a senior vice presi- 
dent and account group head on the 
Brown & Williamson tobacco account. 
He has been with the agency since 
1954 after serving as vice president 
and member of the executive commit- 
tee at Cecil & Presbrey, Inc. 


in primarily daytime slots should run 
if the previous campaign is followed. 
Media director William Monaghan is 
the contact. 


CHUNKY CHOCOLATE CORP. 


(DCS&S and J. Walter Thompson 
Co., N. Y.) 

Activity is on for this candymaker, who 
lines up minutes in and around kid shows 
for 13 weeks from a mid-September 
start. As noted here last Oct. 5, buying 
for CHUNKY, a DCS&S account, is 
combined with that for KIT KAT candy 
bars which are English-made by Rountree, 
Inc., a JWT client, but are distributed 
in this country by Chunky. Timebuyer 


Mario Kircher at JWT sets schedules 
in about a dozen markets; Bob Widholm 
at DCS&S places in about 30 others. 


ADOLPH COORS CO. 

(Revill J. Fox & Co., Denver) 

With distribution on its COORS beer 
throughout 11 western states, this brewer 
signed as a sponsor of Two Faces West, 
Screen Gems’ new half-hour series, in 
Denver, Colorado Springs, Yuma, E] Paso, 
Amarillo and Midland-Odessa. Gertrude 
Campbell, media director, is the contact. 


MAX FACTOR & CO. 

(Kenyon & Eckhardt, Inc., L. A.) 
In addition to the October drive on its 
new SHEER GENIUS make-up noted 
here last issue, this cosmetics firm has 


_announced a major pre-Christmas 


campaign to get under way in November. 
The drive, which will cover all major 
markets, reportedly will be one of the 
heaviest ever launched by the firm. Vice 
president Bruce Altman is the contact. 


FRENCHETTE CO., INC. Div. 
Carter Products, Inc. 

(Ted Bates & Co., Inc., N. Y.) 

Fall plans for this advertiser will follow 
those used this spring when FRENCHETTE 
cut back from its 30-40 spot-market 
policy of previous years to go network 
along with other Carter products. Spot 
schedules are placed infrequently in a 
small group of major and secondary 
markets to add extra weight to the 
network promotion or in areas where 
the shows aren’t cleared. About three 
weeks of night minutes in light frequency 
start in a few such areas at issue date. 
John Catanese is the timebuyer. 


GENERAL ELECTRIC CoO. 
(BBDO, Cleveland) 

As noted here last issue, the fall campaign 
for GE light bulbs will be similar to the 
drive last spring, but on an increased 
scale. Total spot volume will be about 
1,400 announcements—filmed minutes, 

20’s and ID’s—as compared to 1,300 before. 





John C. laniri (l.), Charles (Chuck) Jones (c.) and William S. Robinson 


(r.) have been named account supervisors at Leo Burnett Co., Chicago. Mr. 


laniri has been with the agency since 1958 as account executive and brand 


supervisor. He was formerly an account executive with Grey Advertising and 
advertising and sales promotion manager of Chester H. Roth Co., New York. 
Mr. Jones has been an account executive with the agency since 1958 and was 
previously a vice president of Maxon, Inc., and with Ruthrauff & Ryan and 
Henri, Hurst & McDonald. Mr. Robinson has been account executive and 
brand supervisor with the agency since 1958. He was vice president and mem- 


ber of the board of Earle Ludgin & Co. and with Foote, Cone & Belding 


and Swift & Co. 
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Where daytime was previously used to 
concentrate on the housewife, 20 per cent 
of the coming schedules will run in prime 
slots. Again, “Mr. Magoo” will be 
featured, with the four-week placements 
kicking off in mid-September on 269 
stations in 125 markets. Dick McGinnis 
and Dick Owen are the account contacts. 





Agency Changes 


Multi-million-dollar accounts switched 
agencies with hectic frequency early this 
month, with Compton Advertising, Inc., 
showing the greatest gains. 

Some $10 million in billings of the Al- 
berto-Culver Co. moved from Wade Ad- 
vertising, Inc., Chicago, to Compton's of- 
fice there, effective Sept. 1. Virtually all of 
the budget goes to tv. 

Lord Calvert and Calvert gin, products 
billing $1.5 million for Calvert Distillers, 
were placed at Compton’s New York office. 
Calvert Reserve, worth about $3.5 million 
in billings, went to SSC&B, New York, in 
the same move. The liquor brands had been 
assigned to Benton & Bowles, Inc., only a 
few months ago. 

In Los Angeles, Compton added $1 mil- 
lion in billings when it was named to the 
account of Toyota Motor Distributors, Inc. 
Japanese auto importer. 

American Oil Co., billing an estimated 
$6-7 million, named D’Arcy Advertising Co., 
Chicago, to succeed Joseph Katz Co., New 
York, on its account. The change evolved 
from a reorganization move of Standard Oil 
Co. (Indiana), parent company of Amer- 
ican and a D'Arcy client since 1954. 

The first of next month sees Manische- 
witz wines, important users of spot tv in 
the past, move from Lawrence C. Gum- 
binner Agency, Inc., to Grant Advertising, 
New York. The Monarch Wine Co. ac 
count is worth $1.2 million. 

Kemper Insurance Group named Clin- 
ton E. Frank, Inc., to succeed John W. 
Shaw Advertising, Chicago, on its $1-mil- 
lion account. Shaw had held the account 
14 years. 

Dancer-Fitzgerald-Sample, Inc., Chicago, 
was given the canned-meat advertising of 
Swift & Co. that was previously at McCann- 
Erickson. D-F-S, which holds other Swift 
products, gains about $250,000 in the change- 
over. 

Tracy-Locke Co., Inc.. Dallas, takes over 
Oct. 1 on the $1.5-million account of Pearl 
Brewing Co., currently at Pitluk Advertis- 
ing Co. 

Gaylord Products, Inc., Chicago, maker 
of hair products and beauty-shop supplies, 
named R. Jack Scott. Inc., to replace Roth- 
bardt & Haas, Inc., as its agency. 

Realigning several products, Lever Bros. 
appointed J. Walter Thompson Co. as ad- 
vertising agency on new Hum Laundry 
Liquid (a product that has tested through 
other Lever agencies) and moved Rinso 
Blue detergent and Rinso soap (billing 
several million dollars) to SSC&B from 
JWT. 
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GENERAL FOODS CORP. 
(Benton & Bowles, Inc., N. Y.) 

A new product, BIRDSEYE frozen baby 
food, is testing via daytime minutes 
primarily in Binghamton, New York, and 
a few other selected markets. The food 
is in powdered form within an envelope 
and is prepared by adding warm water. 
Tad Distler is the timebuyer. 


GENERAL MILLS, INC. 
(Dancer-Fitzgerald-Sample, 

Inc., N. Y. 

At press time reports had it that GOLD 
MEDAL flour had queried a group of 
stations in selected markets about the 
availability of evening half-hours. Further 
details were not released. Ira Weinblatt 
is the timebuyer. 


GOLD MEDAL CANDY CORP. 
(Mogul Williams & Saylor, Inc., 
N. Y.) 


As noted last issue, the agency was 
awaiting client approval on either a short 
saturation-type campaign late in the 
season or a longer drive of lighter 
frequencies. The latter program apparent- 
ly won out, with schedules of minutes in 
kid shows kicking off in mid-September 
in the usual BONOMO markets and 
running until just before Christmas. 
Joyce Peters is the timebuyer. 


GROCERY STORE PRODUCTS 
co. 

(Ted Bates & Co., Inc., N. Y.) 

As it’s done in the past, this company 
intends to use spot for a fall push on 
B-IN-B MUSHROOMS, KITCHEN 
BOUQUET and other products. Exact plans 
were not finalized at press time, but 

should be similar to the °59 program which 
saw 10 weeks of day minutes and 20’s 

go into about 20 major markets at the 

end of August. Gerry Van Horsen 

is the timebuyer. 


ROBERT HALL CLOTHES, INC. 
(Arkwright Adv. Co., Inc., N. Y.) 
Having run on reduced frequencies for 
the summer, ROBERT HALL booms back 
on Aug. 28 with a major drive in 125 tv 
markets. Areas in which schedules will 
be greatly expanded due to the opening 
of new outlets include Tulsa, Detroit, 
Milwaukee, Minneapolis and Houston. 
Filmed minutes and ID’s, along with five- 
minute news/weather/sports shows in 
selected markets, will continue in strong 
frequencies until mid-December. Media 
director Jim Hackett is the contact. 





McCann-Erickson, Ine., New York, 
timebuyer Joe Granda places for the 
Esso Standard Division of Humble Oil 
Co. 














The Buyer Talks About... 
CONTACTS WITH THE CLIENT 


A good working relationship between the buyer and representatives of 
the client’s advertising department is naturally advantageous. The ad- 
vantage, however, should be the client’s and not the buyer’s. Misuse by 
some buyers of the privilege of open communication with clients is 
responsible for the situation which exists in some agencies where buyers 
are completely screened off from client contact. 


Time is saved and mistakes are minimized when the client can go 
directly to the buyer for certain types of information. Going through 
account channels for a rating in a market or an opinion of a station 
often leads to a delay, as the account men are not in possession of such 
information and have to get it from the buyer. Also, information some- 
times tends to get scrambled as it passes from ear to ear until, as in the 
children’s game “Telephone,” the last person to reeeive it hears some- 
thing quite different than the message which started out along the chain 
of communication. 


It’s a boon to the buyer to know something of the client directly. 
There’s something discouraging about working for a myth. It’s better 
for the buyer to know of the client’s policies and personalities firsthand. 
Such contact provides the buyer with the stimulus to do a first-class job 
all the time. 


The buyer should keep in mind, however, that client-buyer contact is 
basically a one-way street. The buyer should not take his problems to 
the client. Except in cases of exceptional emergency, there is no reason 
for the buyer to deviate from the normal procedure of going through 
the account executive. In fact, it is perhaps better that the buyer never 
deviate from this, since the buyer’s judgment of what constitutes a crisis 
may differ considerably from the client’s definition. 


When the buyer is fortunate enough to be permitted direct client con- 
tact, he must remember that this puts him in the position of representing 
the agency. In order to make the best possible impression when the 
client calls, the buyer must do the following things: 


e Give accurate information. 
© Give important, pertinent information. 
@ Answer quickly without fumbling. 


The buyer should also acquaint the account people with any informa- 
tion he has given directly to the client, especially if this includes opin- 
ions and interpretations as well as facts. Good client-buyer relations do 
not preclude the necessity for the buyer to work closely with the account 
men, who always bear the burden of client contacts for all agency de- 
partments. 


There is no necessity for the buyer to be present when media plans 
are presented to the client. If the account men have been well briefed, 
they will be able to cope with any questions that arise at the initial 
meeting. Later, the client can contact the buyer if points remain unclear. 


The possibility of a call from the client is undoubtedly one of the 
things that keeps a buyer on his toes, organized and up-to-date. For the 
buyer to be available to the client is no small responsibility, but direct 
communication can be valuable for both parties if wisely handled. 
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BRATTLEBORO, VT. 


GREENFIELD, MASS., KEENE,N.H. 
*K G.P HOLLINGBERY HAS DETAILS 
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HELENE CURTIS INDUSTRIES, 
INC, 

(Edward H. Weiss & Co., Chicago) 
Last week saw placements of ID’s and 20’s 
begin running in a reported 40 top 

markets for STOPETTE deodorant. Day 
and night slots were bought on a 

rating point system, with frequencies 
varying by market. The schedules will run 
six to eight weeks. Media supervisor 
Armella Selsor is the contact. 


INTERNATIONAL LATEX 
CORP. 

(Reach, McClinton & Co., Inc., N. Y.) 
Exact plans were not set here at press 
time for the fall push on ISODINE gargle, 
antiseptic and other cold-remedy products, 
but the spot campaign should be 

similar to those in previous years, according 
to one source. Start dates might be held 
off until October, except in markets 

hit by cold weather early, but night minutes 
for 13 and 26 weeks will be the policy. 
Marty Foody is the timebuyer. 


KELLOGG CO. 

(Leo Burnett Co., Inc., Chicago) 
The cereal-maker, having used a four-show 
strip last year and Quick Draw McGraw 
and Huckleberry Hound this year, will 
increase its video activity this fall with 
the addition of Mr. Magoo to the Quick 
Draw and Huckleberry line-up. About 
100 markets will get the animated half- 
hour series. Media supervisor Richard 
Coons is the contact. 


LABATT IMPORTERS, INC. 
(Ellis Adv. Co., Buffalo) 
For LABATT beer and ale, this firm 


signed to sponsor Screen Gems’ Two 
Faces West in Buffalo, Rochester, Water- 
town and Erie. Account executive Michael 
F. Ellis is the contact. 

MAIDEN FORM BRASSIERE 
co. 

(Norman, Craig & Kummel, Inc., 
N. Y.) 

Downbeat news here for television, but 
perhaps an encouraging move in the 


future. For the last six months of this 
year MAIDENFORM intends to stay out 





Kenneth W. Heady has been named 
director of programming and public 
affairs for KCMO Broadcasting Co., 
according to E. K. Hartenbower, vice 
president and general manager. Join- 
ing the KCMO-TV-AM-FM staff as an 
announcer, Mr. Heady has been with 
the organization since 1939, except 
for three years during World War II. 






















Jackie Moore, BBDO, New York, is 
currently serving as timebuyer on 
Valiant Dealers Association. 


of tv, with the budget going into 
magazines and newspapers. The reason 
for the change cannot be attributed to 
“any one thing,” said a company executive, 
and is somewhat in the nature of an 
experiment. “Possibly at the start of 
1961,” he said, “we'll place the entire 





Funny Film? 


Often buffeted from two sides 
(one the reiterated cry from ad- 
vertising “critics” for more en- 
tertainment in commercials, the 
other a desire to avoid residual 
payments to actors), agencies 
and clients may propose: “Let's 
do that new spot all in anima- 
tion.” 

From the viewpoints of enter- 
tainment and economics, the 
idea is a good one. But accord- 
ing to Schwerin Research Corp., 
the idea can be a poor one from 
an advertising position. Testing 
the effectiveness of 1,426 com- 
mercials in the last two years, the 
found that all- 
announcements as 4 


rated well below all-live 


research firm 
cartoon 
group 
or live-and-animated films in in- 
fluencing buying decisions. 
Nearly half of the all-cartoon 
shown to be 
ineffective. The trouble, 
is that the en 
factor in the ani- 


films tested were 
totally 
Schwerin notes, 
tertainment 
mated commercial may prevent 
sales 


it from putting 


A combination of both 


across 
points. 
live-action and animation pro- 
slightly 


more effectiveness than all-live 


vides flexibility and 


commercials. 
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Hq” Sparks, who recently was 


appointed vice president in 
charge of media relations at Young 
& Rubicam, New York, is a man who 
impresses quietly with his intelligence 
and humor. 

He has been with Y&R since 1930, 
when he was forced by “certain pre- 
vailing business events of the time” 
to leave Williams College, where he 
had been studying liberal arts for 
three years. Since then he has grown 
steadily with the agency. 

His new position, he feels, is “to 
develop the greatest possible mutual 
respect between the media depart- 
ment and its clients, and within the 
department itself. We feel that the 
clients have a great deal to sell us 
and that we have much to offer.” 


HENRY SPARKS 





Having been with the agency since 
its early days, Mr. Sparks is equipped 
to comment in retrospect. “Our 
growth has come through the ex- 
pansion of companies that have been 
with us for years. We feel that this 
is better than the effects of being a 
‘great business getter.” 





“Then, too, it is not a one-man, 
contact-selling agency. Whenever we 
make a recommendation to a client 
it is not one man’s recommendation. 
This, I feel, is as close as you can 
come to a democracy in this business. 
And it’s a good honing for each of 
us to appear before our own people 
first.” 

Mr. Sparks points out that like 
client and agency, the media people 
of Y&R and the agency have grown 
together. “The trainee system and the 
development of talent from within 
have proven to be great morale 
builders. I feel it’s a credit to an 
organization when it can and will 
develop its own people.” 

Mr. Sparks and his wife and four 
children live in an eight-room house 
in Chappaqua, New York, where 


gardening is his avocation. 
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WRGB . .. the top-TV buy delivers this top market. 


WRGB... rated tops in the most recent ARB survey is your top 
TV buy in Northeastern New York and Western New England. 





Represented Nationally by NBC Spot Sales 
NBC Affiliate .... Channel Six 


Albany ... Schenectady... and Troy 
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Tv Function in Topeka 


Broadcasting exists in two worlds—the inner world of those involved 
in the great complex of providing programming and the outer world of 
the viewing public. Enormous sums of money are spent by broadcasters 
and advertisers studying the people to whom they must appeal. But very 
little has been done to acquaint the public with the complexities of the 
broadcasting business. Ignorance and misinformation can work only to 
the disadvantage of the industry, an industry much aware at present of 
the need for a favorable public image. 

Listen, for instance, to a member of the viewing audience of Topeka, 
Kan. “It had always been my conception that television and radio sta- 
tions were owned by a network and that employes of that station received 
their salaries from the network. . . . I thought that all programming was 
done by the network and that individual stations had little or nothing 
to say as to what would be carried on that station. . .” 

The gentleman from Topeka was, however, fortunate enough to be 
exposed to some accurate information about the broadcasting industry. 
He was a member of a night-school class at Washburn University taught 
by Thad M. Sandstrom, general manager of WIBW-TV-AM Topeka, en- 
titled “The Function of Radio and Television in a Democratic Society.” 
TELEVISION AGE served as the basic working tool of the course. 

And what lesson was learned by the participants? The student quoted 
above ended his final essay: “I now understand the problems of operat- 
ing, programming and selling that tv and radio stations have. With this 
newly acquired knowledge I shall be slow to criticize and quicker to 
praise the efforts expended to bring better radio and tv to us all.” 

The influence of such a course is not limited to the immediate partici- 
pants. “My wife and my friends have seen television from the other 
side as a result of my relating to them some of the information I re- 
ceived,” was one comment. Another student noted that “I have discussed 
many of these issues with my family and friends.” 

This same student relates that as a result of the class he has been seeing 


‘ 


more tv and that he watches with “such an awareness of the magnitude 
of the operations, transactions, finance, personalities and equipment that 
I am in awe.” 

Many participants in the course commented on their increased aware- 
ness of the broad diversity of tv programming. As one student put it: 
“When I was asked what television meant to me, I first thought of enter- 
tainment. But as I considered the question I realized that it meant quite 
a bit more to me than that.” 

Previous to the class most of the participants were unaware of the 
implications of Government control of broadcasting. An understanding 
of the principles and practices of industry self-regulation brought 
about a general feeling than any present abuses and imperfections can 
be best abolished by the broadcasters. 

Understanding of the problems faced by broadcast management, ap- 
preciation of the present and potential power of television, awareness of 
broadcasting’s many functions in our society—these produce the in- 
formed viewer and citizen so valuable to the maintenance of free com- 
merical television and radio. 












budget into tv.” Any such move would 
obviously be based on a number of factors, 
particularly the results and impressions 
delivered by the current print efforts. 


MILES LABORATORIES, INC. 
(Wade Adv., Inc., Chicago) 

From the makers of ONE-A-DAY vitamins 
for the family comes CHOCKS, a new 
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chocolate-flavored multi-vitamin for kids. 
The product has tested in two midwestern 
markets and should break late this 
summer with minute participations in 
juvenile programming in about 50 major 
markets. Some adult-angled time periods 
will also be used. ALKA SELTZER is 
reportedly readying its fall plans, involving 
minute placements, but details are not yet 


























Don LeBlanc (1.) and J. Gay Bascom 
have been appointed to new postions 
with the Paper Mate Co. Mr. LeBlanc, 
formerly western regional sales man- 
ager, has been named to the newly 
created post of director of sales plans 
and promotions. Mr. Bascom will re- 
place Mr. LeBlanc as western region- 
al sales manager. He was formerly 
manager of Paper Mate’s Variety 
Chain division. 


available. Andy Anderson, media 
associate, is the contact. 


NATIONAL ASSOCIATION OF 
INSURANCE AGENTS 
(Doremus & Co., N. Y.) 

Most of the 185 markets used by this 
insurance organization will be starting 
shortly on their second cycle of 13-week 
buys of local news/weather/sports shows. 
Starting dates vary by area, with March 
to March constituting the firm’s fiscal year. 
Some markets take a summer hiatus, while 
late-starters are still on the air. Loraine 
Keirstead and Hubert Sweet are the 
buying contacts. 


NORTH AMERICAN PHILIPS 
co., INC. 
(C. J. LaRoche & Co., Inc., N. Y.) 


Contrary to reports elsewhere that 
NORELCO shavers was buying for a 
three-week summertime push, the word is 
that the account has no hot-weather 





Ransom P. Dunnell (l.) and Clarence 
H. Russell have been elected vice 
presidents of Potts-W oodbury, Kansas 
City. Mr. Dunnell, who will head tv- 
radio, was formerly vice president in 
charge of air media at Humphrey, Al- 
ley & Richards in New York. Mr. 
Russell was formerly account super- 
visor for Klau-Van Pietersom-Dunlap, 
Chicago. 
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Edward Bleier, account executive in 
the ABC-TV sales department, has 
been named vice president in charge 
of daytime sales, it has been an- 
nounced by Oliver Treyz, ABC-TV 
president. At the same time, the net- 
work head announced an expanded 
sales staff to handle the increased 
business expected to result from the 
start of an extra hour of daytime net- 
work programming in October. Sales 
staffs devoted exclusively to selling 
ABC-TV daytime programs will be 
set up in New York and Chicago, 
headed by executives reporting to Mr. 
Bleier, who has had six years experi- 
ence with ABC-TV and wasc-tv New 
York and has been an executive with 
Tex McCrary, Inc., and DuMont Tele- 


vision Network. 








plans, but will start a major drive in mid- 
September to run through the pre- 
Christmas selling season. Look for strong 
frequencies of filmed minutes in primarily 
nighttime slots on a great many stations 
in 80-85 markets. Lionel Schaen is 

the timebuyer. 


OTOE FOOD PRODUCTS CO. 
(Compton Adv., Inc., Chicago) 

A 10-week campaign on MORTON HOUSE 
foods begins Aug. 15 in about 25 southern 
and midwest markets, with five to 10 

spots weekly running in each market. 
Daytime and non-prime night filmed 
minutes will be used. Media buyer Cecilia 
Odziomek is the contact. 


Agency Appointments 

Harry Stoddart was named tv group head 
at Kenyon & Eckhardt, Inc., as the agency 
centralized broadcast commercial produc- 
tion on all divisions of its Ford Motor Co. 
account. 

Arnold Leeds, formerly with Kenyon & 
Eckhardt, joined Doherty, Clifford, Steers 
& Shenfield, Inc., as executive producer for 
tv. 





John Freese, manager of tv-radio com- 
mercial production at Young & Rubicam, 
was named a vice president in charge of 
the service center for all tv commercial 
film work in Hollywood. 






PAPER MATE CO. 
(Foote, Cone & Belding, Inc., 
Chicago) 

The first two weeks of September will see 
a major back-to-school promotion on 
Paper Mate’s CAPRI MARK III pen. 
About 70 markets will get 15-20 ID’s per 
week to announce a price reduction 

from $2.49 to $1.95. Ray Patin’s animated 
commercials will be used. Pat Chambers 
is the timebuyer. 


PARKER BROS., INC. 


(Badger and Browning & Parcher, 
Inc., Boston) 


The fall plans for this maker of 
MONOPOLY and other games should be 
set by issue date, with advance word 
indicating that the campaign will be 
similar to those in the past, probably with 
an increased budget. Spot schedules 
should run in five or six top markets. The 
teen-age-and-adult-angled games allow 

the company to use other availabilities 
than those in kid shows. Account executive 
F. S, Browning is the contact. 


PROCTER & GAMBLE CO. 
(Dancer-Fitzgerald-Sample, Inc., 
N. Y.) 


New schedules reportedly were set for 
OXYDOL to begin about the middle 








Rep Report 


Staff additions in New York and Chicago 
were announced by Harrington, Righter & 





‘a oe . 
Parsons, Inc. Jay Walters (1.), formerly 
with Dancer-Fitzgerald-Sample, Inc., New 
York, as a media buyer, joined the repre- 
sentative’s sales staff in the east. Dick Gard- 
ner (r.), who joined the HR&P midwest 
office from a sales position with Weed Tv 
Corp., previously sold for NBC-TV Films 
and+the Crosley Broadcasting Corp. Other 
staff moves recently announced by HR&P 
included the transfer of Bill Snyder from 
Detroit to New York, the addition of Ken 
Brown in Detroit and the transfer of Briggs 
Palmer from Chicago to New York. 

John Walker was named manager of the 
new St. Louis branch of Daren F. Me- 
Gavren Co., moving from the representa- 
tive’s Chicago office where he has worked 
for the past two years. He formerly was 
with the Katz Agency. 

Expanding its New York staff, Avery- 
Knodel, Inc., announced the appointment 
of Allen Long to its tv sales department. 
Mr. Long previously was with Dancer-Fitz- 
gerald-Sample, Inc., Videotape Productions 
and wrop-tv Washington. 

George P. Hollingbery Co. opened its 
eighth branch office at 211 N. Ervay, Dallas. 
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RETAIL SALES...NEW HOMES 
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Of Mid-America... . 
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— AGREE — 
WREX-TV Dominates 
Rockford Area Viewing 


© AT NIGHT 
49 Of The Top 50 Shows... 


@ IN THE DAYTIME 
All 20 Of The Top 20 Shows 


@ TOP WESTERNS 
7 Of The Top 8 


@ TOP FAMILY SHOWS 
All 5 Of The Top 5 Shows 
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ARB City-by-City Ratings May 
BOSTON PHILADELPHIA ST. LOUIS 
3-Station Report 3-Station Report 4-Station Report 
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1, Mike Hammer (MCA) weav-Tv Sat. 10:30 .21.0 1. Sea Hunt (Ziv-UA) xrvi Fri. 10 ...... 23.3 
1. The Honeymooners (CBS) WNAOC-TV 2. Sea Hunt (Ziv-UA) woau-Tv Sat. 7 ...... 18.4 2. Coronado 9* (MCA) KsD-TV Tue. 9:30 ....21.7 

i oe 17.8 3. Cannonball* (ITC) writ-tTv Sun. 6 ....17.3 3. Whirlybirds (CBS) KsD-Tv Tue. 10 ...... 20.1 
2. Lock-Up (Ziv-UA) wHpH-Tv Thu. 10:30 ..17.4 4. Huckleberry Hound (Screen Gems) 4. Four Just Men (ITC) KsD-TVY Thu. 9:30 ..19.4 
3. Popeye* (UAA) wez-Tv Sun. 6:45 ........ 16.4 Woaw-Ee Bas. 1:80 occ cccccccsccvcses 15.8 5. This Man Dewson (Ziy-UA) KSsD-Tv 
4. U. S. Marshal (NTA) wNac-T7 Sat. 10:30 .15.8 5. This Man Dawson* (Zivy-UA) Mon. 10 reper ee se) 18.1 
5. Border Patrol (CBS) wez-tv Wed. 7 ..... 14.8 ee Gi, BO tES 2a kcvc sve csddieves 14.7 6. U. S. Marshal (NTA) KSD-TV Wed. 10 15.2 
6. Shotgun Slade (MCA) wez-Tv Tue. 7 ....14.3 6. Johnny Midnight* (MCA) wrov-Tv 7. Lock-Up (Ziv-UA) Ksp-Tv Wed. 7:30 ....143 
7. Huckleberry Hound (Screen Gems) Bee. 10:80 on ccccccccscccccccccsvecens 14.0 7. Interpol Calling (ITC) KSD-TV Thu. 10 ..143 

WNAO-TV Thu. 6:30 ........--0--+seeees 14.2 7. Popeye (UAA) WFIL-Tr M-F 6 .........- 13.4 8. San Francisco Beat (CBS) KMOX-TV 
8. Whirlybirds (CBS) wnac-tv Fri. 7 ...... 13.5 8. Rescue 8 (Screen Gems) wrov-Tv Wed. 7 ..13.1 ae WR es, 8 eo 
9. Sea Hunt (Ziv-UA) wHpH-Tv Tue. 10:30 ..13.4 8. Tombstone Territory (Ziv-UA) WFIL-TV 9. Mike Hammer (MCA) 

10. Highway Patrol (Ziv-UA) wez-Tv Sat. 7 ..12.9 Bat. 10:80 ..nnccccccccccccccerccccces 13.1 10. Popeye (UAA) KMOX-TV Sat. 11:30 a.m. ..12.6 
11. This Man Dawson (Ziv-UA) Wez-TV 9. Grand Jury (NTA) wrov-Tv Thu. 10:30 ..12.5 11. Death Valley Days (U. S. Borax) 

T, B sbanbodcmacsnNdsucuedanee Geeuen 12.3 10. Death Valley Days (U. S. Borax) wrov-tTv KSD-TV Sat. 9:30 og oe 118 
11, Mike Hammer (MCA) wnac-tv Sat. 7 ....12.3 Mon. Teese eeeerereeeeeccceesceeeces 11.2 12. Phil Silvers (CBS) KMOX-TV Tue. 6:30 ..10.3 
11. Four Just Men (ITC) wez-tv Sat. 10:30 ..12.3 1. Lock-Up (Ziv-UA) wrev-Tv Tue. 7 ...... 9.8 12. Huckleberry Hound (Screen Gems) 

12. Brave Stallion (ITC) wez-Tv Mon. 7 ....12.0 2. Sheriff of Cochise (NTA) WCAU-TV KTVI Thu. 6 .. cade eo eacnn ae 16.3 
13. State Trooper (MCA) wNac-Tv Thu. 7 ...11.3 OR tet, rade tt Per ee eee 9.7 13. Grand Jury (NTA) xsD-Tv Sun. 10 .... 93 
13. Phil Silvers (CBS) wrev-tv Thu. 7 ...... 9.3 
TOP FEATURE FILMS 14. How to Marry a Millionaire (NTA) TOP FEATURE FILMS 

WHtteTV Bat. 6:30 .n.cccccccrccccecece 7.4 =. 
1. Boston Movietime wez-tTv Wed. 5-6:30 ....10.6 " . vue im gee —- 
2. Boston Movietime waz-rv Tue. 5-6:30 .... 9.7 TOP FEATURE FILMS A Ey as pomnalling Mg tpeieay 7 
3. Cinema 7 wnac-Tv Sun. 12-4:30 ..... > OR 1. Early Show woav-tTv Sat. = er a canner aioe oa reteeeee of 
4. Early Show wNac-Tv Mon. 5-6:30 ..... 8.2 RUSRS-33245 Mim. ccccccccces 3 A “ak Agh: = aguas.» 
5. Boston Movietime wez-Tv Mon. 5-6:30 . 7.6 2. Early Show wcavu-tTv Wed. 0 * — oe wae nies ¢ 
2 Sat. 10:30-12:15 a.m. ....... eccccccces Bae 
3. Early Show wcavu-Tv Tue. 9 S. Morty Show Kmox-tv Bei. 5-6 1 
TOP NETWORK SHOWS 4. Early Show weavu-tv Thu. 5: a . e's wa 972 eae : 
5. Late Show woav-tTv Fri. y 7S 
1. Gunsmoke WNAC-TV ..........+.5+ ~oe-- 38.0 wg Ba a.m. nt Dn tek, CO eee TOP NETWORK SHOWS 
2. The Untouchables* WHDH-TV ............ 37.5 1. Red Skelton KMOX-TV ....... oseseeeuen 43.4 
3. Wagon Train WRE-TV ........cccccceees 37.2 TOP NETWORK SHOWS 2. Garry Moore KMOX-TV ............sceeee 42.2 
4. Welk’s Dancing Party WHDH-TV ........ 35.7 1. Adventures in Paradise WFIL-TV ......... 39.3 3. Danny Thomas* KMOX-TV ..............413 
5. Perry Mason WNAO-TV ......cccsccevees 3.0 2. 77 Sunset Strip* WFIL-TV .............. 35.0 4. Wagon Train KSD-TV ............05 -- 36.9 
6. Father Knows Best* WNAC-TV .........+.+- 32.0 is eee ee ee 5. What’s My Line KMOX-TV ........ 200 34,3 
7. Kennedy-Humphrey Debate* wez-TV ......30.5 3. Wagon Train wrev-Tv Rae 6. Father Knows Best* KMOX-Tv ...... --34.0 
8. Ed Sullivan WNAC-TV ......... occcces e388 4. The Real McCoys* WFIL-Tv ............ 32.7 7. Ann Sothern KMOX-TY ..... oes0 cane 
9. Garry Moore WNAC-TV .........-0-eesees 28.7 5. Welk’s Dancing Party WFIL-TV ..........- 31.9 8. The Real McCoys ETVI............cceee 30.8 
10. Danny Thomas* WNAC-TV ..........5-5: 28.0 6. Garry Moore Woav-TV ..... MOG RAVGSY. 30.5 9. Gunsmoke KMOX-TV ....... eer rs | | 
7. Red Skelton weavu-Tv oe re 10. The Price Is Right Ksp-Tv eeeeee rT TT 
SALT LAKE CITY- 8. Danny Thomas® WCAU-TV ..........02..5. 30.0 
9. Bourbon Street Beat WFIL-TY ......... ae SAN FRANCISCO 


OGDEN-PROVO 


3-Station Report SAN DIEGO a. Report 
(four-week ratings) 3-Station Report (four-week ratings) 











. SYNDICATE LMS 
TOP SYNDICATED FILMS (four-week ratings) cdg aes apa neo es g 
1. Death Valley Days (U. S. Borax) TOP SYNDICATED FILMS 2. Divorce Court (KTTV) KRON-TV Sat. 6 ....18.5 
ee ee a a 28.9 1. Coronado 9 (MCA) KFMB-Tv Sat. 10:30 ..30.3 3. San Francisco Beat (CBS) KPIx Sat. 7 ....18.0 
2. This Man Dawson (Ziy-UA) KSL-TV Sun. 9 .27.0 2. Manhunt (Screen Gems) KFMB-TV Tue. 7 ..28.4 4. Death Valley Days (U. S. Borax) 
3. Divorce Court (KTTC) KcPx-TV 3. Death Valley Days (U. S. Borax) oe cc ee KPIX Sat. 10:30 .... ; , a 
eh ED. ase bacudas inten uehenmaae 16.3 KFMB-TV Tue. 6:30 ........ . + -23.8 5. Manhunt (Screen Gems) KRON-TV Tue. 6:30 .16.7 
4. Whirlybirds (CBS) KcPx-Tv Mon. 9:30 ....16.1 4. Sea Hunt (Ziv-CA) KrMB-Tv Thu. 7 23.3 6. Huckleberry Hound (Screen Gems) 
5. Sea Hunt (Ziv-UA) KUTV Sun. 9:30 ......16.0 5. Cannonball (ITC) KFMB-Tv Thu. 6:30 ..21.2 KTvu Wed. 6:30 . Tees . 216.2 
6. U. S. Marshal* (NTA) Kopx-Tv Tue. 8:30 .15.7 6. Silent Service (CNP) KFMB-TV Sat. 7 20.2 7. Quick Draw McGraw (Screen Gems) 
7. Rescue 8 (Screen Gems) KCPX-TV Mon. 9 ..15.6 7. Huckleberry Hound (Screen Gems) KTv0 Thu. 6:30 ... oo see 
8. Huckleberry Hound (Screen Gems ) KFsD-TvV Thu. 6 ...... .* sevens IDS 8. You Asked For It (Crosby/Brown) 
Sk a ne eee 13.8 8. Shotgun Slade (MCA) KFsD-Tv Wed. 7 ....17.3 KTVU Thu. 7 . , ss Spi pao aa 
9. Woody Woodpecker (Burnett) KuTV Wed. 5 .13.4 %. Border Patrol (CBS) Krsp-Tv Thu. 7 15.6 9. Lock-Up (Ziv-UA) KRON-TV Thu. 7 .....-.13.3 
10. Award Theatre (Screens Gems) 9. The Californians (CNP) KFMB-TV 10. The Honeymooners ‘CRS) KRON-TY 
KS8L-Tv Sat. 10 ....... g30:0 Mon. 6:30 ........ settee tees eee eeees 15.6 Mon. 6°30 .. Jens err; 
11. Phil Silvers* (CBS) Kcpx-tv Tue. 8 ....12.7 10. Interpol Calling (ITC) krMB-tv Fri. 8 ..14.8 10. The Californians (CNP) KRON-TV Wed. 7 .12.3 
12. Our Gang (Interstate) KuTv Fri. 5 ......11.3 11. Our Gang (Interstate) KFrsp-Tv Thu. 5:30 .14.1 11. Rescue 8 (Screen Gems) KRON-TV 
13. Not For Hire (CNP) KSt-Tv Mon. 9 ....11.1 12, Award Theatre (Sereen Gems) et re eae +. 0t'a 
14. Johnny Midnight* (MCA) KuTvy Wed. 10 ..11.0 RPME-OV ' Bat. S5BO coscscccccescsece 13.5 12. Three Stooges (Screen Gems) KTVU 
14. The Vikings (Z1v-UA) KuTv Fri. 6 ......11.0 13. Quick Draw McGraw (Screen Gems) M-F 5:30 feiaw 11.1 
KFSD-TvV Tue. 5:30 ........ reese eee 13.5 13. Tombstone Territory (Ziv-UA) 
> _] 14, Four Just Men (ITC) KFMB-TV Mon. 7 13.0 KGO-TvV Mon. 7 .... : , : ..10.8 
TOP FEATURE FILMS 14. This Man Dawson (Ziy-UA) XETV 14. Seience in Action (Coronet) KRON-TV 
1. Kennecott Theatre Kutv Fri. 9-11 ... - 23.2 Sk, SE a a0 deo bebe eed bene ese 13.0 on ee 10.6 
2. Academy Theatre KuTv Thu. 9:45-11:15 ..11.3 
. First Security Theatre KcTV TOP FEATURE FILMS TOP FE ATURE FILMS 
Bie. O2OPB so saci cdewscccsvccseses 11.2 1. Late Show KFMB-Tv Sat. 11:15-2:30 a.m. .. 6.0 a si ign ~ ee 
4, Academy Theatre KUTV Tue. 9:45-11:15 ..10.4 2. Film Masterpieces XETV Sat. 4-7:30 ...... 4.5 A. Movie Time Know-ty Sun. 6:20-9 ....--00ae 
5. Paramount Theatre Kst-Tv Sun. 9:30-11 ..10.2 2. Feature Film xeTy Sun. 3:30-5 ....... ~- 4.5 2. Fabulous Features KPix Sun. 5:30-7 ...... 83 
2. Powerhouse Movie xeTv Fri. 3. Early Show KPIx Wed = 30-7... +. 81 
TOP NETWORK SHOWS eS Po eee eee 4.5 ‘ pr Loy a oe ond 
3. Sunday-Morning Movie KFsp-Tv SU-2S5S9 Om Stee ereeeseses -* oa 
eS, PLE non cocasvccesoeete on Sot OO. et Pe 5. Best of Paramount* Kprx Sun. 2-4:30 .... 6.6 
2. Welk’s Dancing Party kvtv 
Serr TOP NETWORK SHOWS TOP NETWORK SHOWS 
7 Fhe UntoucLables® Kurv ........ 1. Gunsmoke KFMB-TV .......cccccccees . .46.0 1. Wagon Train KRON-TV .........02. 37.5 
5. GUREMOR® KBEREV 2200. ceccccesssceeee. S. Dorey DR BPMP oo ccccccccccsccces SO 2. Gunsmoke KPIX ........ ny 
6. The Rifleman KUTV ............+.++++++2 3. Wagon Train KFSD-TV ............+...--35.7 3. 77 Sunset Strip KGO-TV 
7. What's My Line KSL-Tv ........... ; 4. Wanted—Dead or Alive KFMB-TvV ........24.9 4. Hawaiian Eye* KGOo-TV 
8. This Is Your Life KCPX-TV .............. 29.5 5. Father Knows Best* KFMB-TV ..........34.8 5. Red Skelton KPIx 
9. Alcoa Presents KUTV ......--++++eeeeeees 28.5 6. Red Sheltem KPMEB-TV 2... ccscccces --34.7 6. Perry Mason KPIx 
10. People Are Funny KCPX .......+.++-0005 28.1 ee ee eer eee 31.5 7. Phil Silvers* KPIX .... 
— 8. Tightrope EVMB-TV 2... cccccccccccecs 29.6 8. Father Knows Best* Kpix “ 
‘Indicates programming changes during four-week 9. Danny Thomas® KFMB-TV ......c-ccccce 29.1 9. Alfred Hitchcock Presents KPIX ..... — 
period. Ratings for one-week sre given. 10. Phil Silvers* KFMB-TV ..... eld. aie > «88.7 10. Laramie KRON-TV. ........... aoe ce cen 
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of this month and continue through the 
P&G contract year. Filmed minutes in 
night and day slots in 15 markets run. Dick 
Doherty is the timebuyer. 


PROCTER & GAMBLE CO. 
(Grey Adv. Agency, Inc., N. Y.) 

It was noted here June 27 that top markets 
“probably” would get schedules this 
summer on P&G’s new PUSH-BUTTON 
LILT home permanent, but that plans 

had not jelled. At press time, things were 
set so that schedules of filmed minutes 

in both day and night slots are to start this 
week and run through the P&G contract 
year. Dorothy Houghey is the timebuyer. 


QUAKER OATS CO. 

(Compton Adv., Inc., Chicago) 

The fall spot campaign on PUFFED 
WHEAT and PUFFED RICE from this 
cereal maker starts Sept. 19 and continues 
for 26 weeks in top markets, using 

filmed minutes primarily. MUFFETS 
Shredded Wheat will receive similar 
exposure. New commercials have been 
completed. (Screen Gems’ Award Theater 
half-hour series has also been renewed 

by Quaker through J. Walter Thompson, 
Chicago, in 21 western markets.) 


Edward J. Going, account executive 
on Pall Mall cigarettes, has been 
elected a vice president of Sullivan, 


Stauffer, Colwell & Bayles. 


RENAULT DEALERS 
ASSOCIATION 
(Len Weissman Co., Inc., L. A.) 


Recently retained by the auto dealers 
associations of northern and southern 





Buyers Check List— 


New Stations 
wJPB-TV Fairmont - Weston - Clarksburg, 
W. Va. primary ABC-TV affiliate, com- 
menced operations June 22 after several 
delays. 


Station Changes 
KcMC-TV Texarkana has become a U. S. 
network also available, non-interconnected 
afhliate of CBS-TV. CBS-TV formerly listed 
the station as a U. S. network non-inter- 
connected affiliate. 


KPHO-TV Phoenix, channel 5, this month 
increased its power from 17.5 kw to 100 kw. 


KTvA Anchorage, KTVF Fairbanks and 
KINy-TV Juneau CBS-TV combination rate 
of $275 was discontinued July 1. KtTva 
Anchorage and KTvF Fairbanks CBS-TV 
$250 combination rate will be continued. 
KINY-TV Juneau will be available at its rate 
of $50. 


KuUMV-tv Williston, N. D., on Aug. 1 be- 
comes part of NBC-TV’s program exten- 
sion plan group of interconnected stations. 
Class A hourly rate is $125. 


WRBL-TV Columbus, Ga., will not carry 
ABC-TV programs after Sept. 15, when 
WIvM in that market is expected to com- 
plete its switch from channel 28 to channel 
9, becoming an ABC-TV primary. wRBL-TV 
will continue as a CBS-TV primary. 


Network Rate Increases 


ABC-TV: 
KDAL-TvV Duluth from $500 to $550, 
July 15. 


KFvs-Tv Cape Girardeau, Mo., from $550 
to $625, July 15. 


KxJB-TV Valley City, N. D., from $400 to 
$425, Aug. 1. 


witN Washington, N. C., from $400 to 


$450, July 1. 


wRAL-TV Raleigh, N. C., 
$875, Aug. 1. 


CBS-TV: 
KOIN-TV Portland, Ore., from $1,100 to 
$1,225, July 1. 


KSLA-TV Shreveport, from $600 to $625, 
July 15. 


KwTx-Tv Waco, from $300 to $325, July 1. 


Kwrx-Ttv Waco and KsTx-tv Bryan com- 
bination rate from $350 to $400, July 1. 


weNns-tv Columbus, from $1,175 to $1,200, 


July 1. 


wstv Charlotte, from $1,250 to $1,350, 
July 1. 


wPRO-TV Providence, from $1,350 to $1,- 


400, July 1. 


WHIO-TV Dayton, from $1,100 to $1,150, 
July 15. 


NBC-TV: 
KELO-TV Sioux Falls, S. D., from $600 to 
$725, June 15. 


wJim-TV Lansing, from $800 to $850, July 
1 (available on occasional basis). 








THE 
LAUREL 


AND 
HARDY 
SHOW 


Gets Top Ratings On 
KDKA-TV Pittsburgh 


Wire or phone 
Art Kerman 
today for 
availability 

in your market, 
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\ 
GOVERNOR TELEVISION 


375 Park Avenue, N.Y.C. 
PLaza 3-6216 











~~~ WMAR-T 


Delivers MORE in 
Baltimore’s 3-Station 
Market! 


Adult Viewers* 

MORE quarter-hour firsts-ratings** 
Homes Viewing* 

MORE quarter-hour firsts-homes** 
Homes Potential*** 


*ARB— March, 1960 
“"NIELSEN— May & June, 1960 
***A RB— March—April, 1960 


DETAILS AVAILABLE ON REQUEST! 


In Maryland 
Most People 
Watch 


© 





CHANNEL 2 


WMAR-TV 


SUNPAPERS TELEVISION 
Baltimore 3, Maryland 
Represented Nationally by 
THE KATZ AGENCY, INC. 
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VIRGINIA’S TV 
No. MARKET 


THIS MEANS 


WVECeTV 


look at these random % of audience 


TT SUNSET STRIP & 59.4%, 


STATION “A” 28.0% STATION “B” 12.6% 


SHOCK THEATRE “ocav 50.5% 


STATION “A” 23.7% STATION “B” 25.8% 


MAVERICK G 50.2% 


STATION “A” 30.9% STATION “B” 18.9% 


3 STOOGES trocat) 49,6% 


STATION “A” 21.9% STATION “B” 28.5% 


HAWAIIAN EYE 4G 41.2% 


STATION “A” 26.0% STATION “B’’- 32.8% 


BOURBON ST. BEAT G& 53.0%, 


STATION “A” 17.7% STATION “B” 29.1% 


CHEYENNE & 37.9% 


STATION “A” 32.2% STATION “B” 29.8% 


WYATT EARP G 37.1% 


STATION “A" 34.7% STATION “B” 28.4% 


BLACK SADDLE 4 51.6% 


STATION “A” 28.2% STATION “B” 20.0% 
Source ARB March '60 


Adjacencies do open up occasionally 


Represented by THE KATZ AGENCY 
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Sirol 


YOUR. 


SPs 


WHERE THEY IL BE 


SEEN! 


“zeNORFOLK 
PORTSMOUTH 
NEWPORT NEWS 
HAMPTON Morhez 


California, this agency last month set an 
advertising campaign that includes tv 
spot in major areas in California, Nevada, 
Arizona and Utah, The promotion will 

be continued through the balance of 

the year by a $14-million budget for all 
media. Agency principal Len Weissman is 
the contact. 


REVLON, INC. 
(Grey Adv. Agency, Inc., N. Y.) 


A number of major markets began 
schedules last week on HI ’N DRI 
deodorant, with about six weeks of night- 
time minutes running. Frequencies are 
fairly strong, about eight spots weekly. 
Betty Nasse is the timebuyer. 


ROMAN PRODUCTS CORP. 
(Smith/Greenland Co., N. Y.) 


This maker of ROMAN pizza and other 
Italian-style food products has used 

video in the recent past in New York via 
live announcements in teen-age dance-party 
telecasts. Now it reportedly plans to go 
into New York and Philadelphia shortly 
with spot schedules using filmed minutes. 
Media director Les Towne is the contact. 


JOSEPH SCHLITZ BREWING 
co. 


(Grant Adv., Inc., Chicago) 


Late summer will see continuations and 
increased frequencies for the OLD 
MILWAUKEE schedules noted here May 
16. Additional stations will also be 

used, with the market list including 
Richmond, Dallas-Fort Worth and Tampa- 
St. Petersburg. Minutes and 20’s will 

run on “super-saturation” frequencies 
through August, then on lighter weight 
thereafter. Chief timebuyer Helen Wood is 
the contact. 


STANDARD OIL CO. OF TEXAS 
(White & Shuford Adv., El Paso) 


In a major regional buy, this oil firm 

will promote its products this fall 

via Two Faces West, the new half-hour 
Screen Gems series, in six markets in the 
southwest area. Ty-radio director 

Jim Pratt is the contact. 


TRANSOGRAM, INC. 
(Wexton Co., N. Y.) 


Amplifying the Tele-Scope item of June 27 
on this toymaker’s fall plans, schedules 
will break in early September and run 
until Christmas week in about 20 major 
markets, with minutes used in Popeye, 
Three Stooges and other kid shows. 
Markets set, along with the number of 
announcements for each, are Amarillo—30, 
Baltimore—60, Buffalo—36, Cincinnati 
—70, Columbus—28, Dayton—24, 
Detroit—40, Houston-San Antonio—64, 
Indianapolis—60, Los Angeles—107, 
Minneapolis—70, New Orleans—40, New 
York—150, Philadelphia—77, Pittsburgh 
—79, Portland (Ore.)—30, Salt Lake 
City—65, San Francisco—60 and Seattle— 
60. A few others may be added and 

some changes possibly made in frequencies. 
Jean Boyd is the timebuyer. 









WTVJ Contest 


wtvyJ Miami’s “South Flor- 
ida Contest” was won by Elmer 
Jaspan, vice president for televi- 
sion and radio, Bauer & Tripp, 
Philadelphia. Mr. Jaspan esti- 
mated exactly the official U. S. 
census figure for the 12 counties 
in the WTVJ coverage area, which 
came to 1,699,149. 

He will receive a free vacation 
trip for two to Miami Beach. Mr. 





Jaspan (l.) is shown being con- 
gratulated by C. E. Kinney, 
Peters, Griffin, Woodward sales 
manager. 

Some 900 agency and client 
personnel took part in the wtvJ 
contest, with one-third within 500 
of the exact figure and 10 entries 
missing it by less than 100. The 
1960 figure is a 109-per-cent in- 
crease over the 1950 figure of 


815,299. 











VICK CHEMICAL CO. 

(SSC&B and Morse International, 
fi a 

As customary at this time, this company 
is lining up a great many markets 

across the country for its fall-winter 
promotion on DOUBLE-BUFFERED cold 
tablets (at SSC&B) and SINEX and 
FORMULA 44 products (at Morse.). 
Day and night minutes reportedly kick off 
in September for lengthy runs. Mike 
Cambridge is the SSC&B buyer; Mary 
Ellen Clark is the Morse contact. 


WARNER BROS. PICTURES, 
INC. 


(Blaine-Thompson Co., N. Y.) 


Having used considerable spot last year 
for a movie entitled Gigantis, WB is 
utilizing a similar program this year for a 
film it’s distributing called Hannibal. 
Filmed minutes, 20’s and ID’s have already 
run in a number of markets where the 
picture is playing, but some other areas— 
including New York—have not been 
booked for the film yet, but will be shortly. 
Lee Frankel is the buying contact. 















JOHNSTOWN - CHANNEL 6 





don't buy 
furniture 


WJAC-TV certainly believes in statistics .. . 
after all, according to both ARB and Nielsen, 

’s Number 1 in the Johnstown-Altoona Mar- 
ket. But facts and figures aren’t too impor- 
tant if they’re not backed up by concrete sales 


results! 


That’s where “people” come in . . . people who 
watch WJAC-TV consistently. They’re the 
buyers! Here’s the way Mr. Samuel Rapo- 
port, owner of Penn Furniture Stores, puts it: 
“It's a proven fact that by advertising on 
WJAC-TV, more people see our merchandise; 
therefore, more people buy at our stores. Very 
simple . . . very successful. We wouldn't be 
without WJAC-TV. It does the job of reaching 
the public . . . and that’s what counts.” 
WJAC-TV is the “can do” station that will 
back up statistics with sales results 


for you! 
Get the whole story from 


HARRINGTON, RIGHTER 
AND PARSONS, INC 
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Fall 


An enthusiastic endorsement of 
spot comes from the vice president for 
advertising, International Latex Corp., 
David Ketner, who finds it “well suited 
to our needs.” The company is in- 
creasing its spot budget, which last 
year is estimated to have totaled $7.3 
million for its line of products, which 
range from athlete’s-foot treatment to 
Playtex bras and girdles. 

Golden Book, last year a relatively 
small spot advertiser, has increased its 
budget until this year it is expected to 
total about $1.3 million, going into 
120 markets. 

Toy companies are planning more 
spot than ever during the early holi- 
day season. Emenee Industries will 
use 25 major markets for 10 to 15 
weeks before Christmas. They will 
buy participations in children’s and 
family shows for the most part. 

Altogether, spot again promises to 
be the most active member of the tele- 
vision family. With more advertisers 
discovering the advantages in price 
and audience of selected daytime seg- 
ments, totals for the final three months 
of 1960 will set a prosperous new 
high well ahead of that chalked up a 


year ago, 


(Continued fram page 45) 





Spot (Continued from page 45) 


Agency: Roy S. Durstine, San Francisco, 
John Emmart, ae. Spot $418,970. 

Calo Pet Food Co. 

Box 4077, Oakland 23, Cal. Clayton I. Kent- 
nor, dir adv & prom. 

Agency: FC&B, San Francisco. Byron Mayo, 
Robert Leefeldt, aes. Spot $457,230. 
Calusa Chemical Co. 

801 E. Macy St., LA 12. Clifford Schiffer, 
adv sup. 

Agency: Wade, Hollywood, Jerry Coleman, 
ae. Spot $195,920. 

Campana Sales Co. 

Batavia, Ill. Richard M. Crull, vp & adv m. 
Agencies: Johnstone, NYC (Anjou per- 
fume), Murial Johnstone, ae; EWR&R, 
NYC 17 (Ayds). Spot $36,660. 

Harry T. Campbell Sons Corp. 
Towson 4, Md. 

Agency: Van Sant, Dugdale, Baltimore, 
Nick Van Sant, ae. Spot $21,430. 
Campbell Soup Co. 

375 Memorial Ave., Camden 1, N. J. R. M. 
Budd, dir adv; H. M. Stevens, prd 
mkt m—heat processed soups; R. L. Baird, 
prd mkt m—-Franco-American prds; G. E. 
Thomas, prd mkt m—Campbell & Swan- 
son—frozen food; W. P. MacFarland, prd 
mkt m—Campbell’s pork and beans, toma- 
toe juice, V-8 vegetable juices, Swanson 
heat process foods. 
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Agencies: BBDO, NYC (heat _ processed 
soups); Burnett, Chi. (frozen soups, toma- 
toes juice, Franco-American prds) ; NL&B, 
Chi., (Campbell pork & beans and V-8 
juice); Tatham-Laird, Chi. (Swanson 
prds). Spot $492,060. 


Canada Dry Corp. 
100 Park Ave., NYC 17. F. E. Benson, adv 
m—beverage div. 

Agency: Mathes, NYC 16, L. Miller, ae. 
Spot $691,230. 

Cannon Mills, Inc. 

70 Worth St., NYC 13. Richard C. Swiggett, 
adv m. 

Agency: Ayer, NYC. Spot $370,070. 
Capitol Stockyards 

1464 Furnace, Montgomery, Ala. Glenn 
Stebbins, adv sup. Spot $43,940, 

Carey Salt Co. 

1800 Carey Blvd., Hutchinson, Kan. Harold 
J. Jensen, adv dir. 

Agency: D-F-S, Chi., C. A. Conrad, ae. 
$139,080. 

Cargill, Inc. 

200 Grain Exchange, Minneapolis 15. 
Agency: Brewer, Minneapolis, Spot $278,- 
160. 

Carling Brewing Co., Inc. 

9400 Quincy Ave., Cleveland 6. 

Black Label Beer Div. R. C. Garretson, 

vp adv; Dorian St. George, asst to vp adv; 
E. Groetzinger, adv m—southeast; A. B. 
Jablonski, adv m—mid-west, west, Rocky 
Mts; R. J. Tait, adv m—central east, cen- 
tral, central west, northwest, Pacific south; 
R. J. Thomas, adv m—northeast, mid- 
Atlantic; W. Westlin, asst adv m—Pacific 
north. 
Agencies: Lang, Fisher, & Stashower, Cleve- 
land, Fred P. Stashower, ae; Cabot & Co., 
Boston, J. I. Summers, ae; Winius-Brandon, 
St. Louis, C. A. White, ae; LNB&L, Atlanta, 
Howard Axelberg, ae; Aitken-Kynett, Phila- 
delphia, G. B. Barnard, ae; GB&B, Seattle, 
Tom Killilea, ae. Spot $2,119,680 (com- 
pany), $109,090 (distributors). 

Red Cap Ale, Stag Beer & Heidelberg 
Beer divs., R. C. Garretson, vp adv. 
Agencies: B&B, NYC 19 (Red Cap), David 
J. Kepner, ae; Weiss, Chi. (Stag), Jerry 
Joss, ae; GB&B, Seattle, (Heidelberg), 
Tom Killilea, ae. Spot $276,030 (com- 
pany), $245,060 (distributors). 
Carnation Co. : 
5045 Wilshire Blvd., LA 36. Paul H. Willis, 
vp adv; L. R. Johnson, adv m—Albers 
cereals; L. Aldenhovel, gen adv m—Pet 
foods div; G. Modesti, asst adv m—Pet 
foods div; Norman Johnson, adv m—fresh 
milk; M. Clausen, gen adv m—evaporated 
milk; H. R. Chamberlin, adv m—evaporated 
milk; John Leggitt, adv sup—frozen food, 
Simple Simon pies; Robert J. Davis Jr., adv 
m—instant prds; Robert Mott, asst adv 
m—instant prds; Robert Moore, adv m— 
feeds; Arthur Ellsworth, asst adv m—feeds. 
Agencies: EWR&R, LA, M. Minchin, 
James Vandiveer, T. W. Schwamb, W. 
Muller, C. Short, F. McMahon, Melvin 
Smith, W. Campbell, J. Turley, R. Forbath, 
A. Flor, aes; Harris & Love, Salt Lake 
City, R. T. Harris, Robert Love, aes. Spot 
$584,590. 

Carolina Power & Light Co. 
Raleigh, N. C, E. N. Pope, dir adv & sls 
prom. 

Agency: Howard, Raleigh. Spot $68,473. 








Mary Carter Paints 

1175 Lee St, SW, Atlanta. Frank Oakley, 

adv sup. Spot $55,440. 

Carter Products, Inc. 

2 Park Ave., NYC 16. Philip Richardson, 

vp sls & adv; H. H. Hoyt Jr., sec & asst to 

vp sls & adv; Lorin S. Myers, dir med. 

Agencies: Bates, NYC (Arrid, Carter's 

Pills, Nair), W. O. Gross, ae. SSC&B, NYC 

(Arrid cream, Rise shaving cream), Barrett 

Welch, ae. KHCC&A, NYC (Colonaids), 

H. Kastor Kahn, ae. Spot $3,474,300, 

J. I. Case Co. 

700 State St., Racine, Wis. D. E. Fricker, 

adv m. 

Agencies: Western, Racine, (agric prds), 

E. Wren, ae. Andrews, Milwaukee, (indust 

prds) H. K. Kenyon, ae. Spot $23,940, 

Castro Convertible Corp. 

1990 Jericho Turnpike, New Hyde Park, 

N. Y. W. Nightengale, adv m. 

Agency: Newton, NYC 17. Spot $301,800. 

Ceco Steel Products Corp. 

5601 W. 26th, Chicago 50. Don Poor, adv 

m, sls prom m; Dan Avers, asst sls prom 

m. 

Agency: Puffer Co., Chicago, Robert 0, 

Archer, ae. Spot $26,000. 

Centlivre Brewing Corp. 

2501 Spy Run Ave., Ft. Wayne 3, Ind 

Herman G. Centlivre, tr & adv m. 

Agency: Cavanaugh-Morris, Pittsburgh, 

Martin Rokeach, ae. Spot $15,500. 

Central Power & Light Co. 

Corpus Christi. Maurice Gardner, sup 

adv. 

Agency: Adcraft, Frances Beckman, ae, 

Spot $18,000. 

Chanel, Inc. 

1 W. 57th St., NYC 19. 

Agency: NC&K, NYC 22, Ron Mullins, ae. 

Spot $292,530 (company), $56,650 (dis- 

tributors). 

Charbonneau Packing Co. 

Selah, Wash. 

Agency: MMH&H, Seattle. Spot $22,210. 

Chattanooga Medicine Co. 

1715 W. 38th St., Chattanooga 9. Frank 

Walsh, adv m. 

Agencies: Cohen & Aleshire, NYC (Black 

Draught); Noble-Dury, Nashville (Sol- 

tice). Spot $216,110. 

Chemical Compound Co. 

St. Joseph, Mo. C. D. Liggett, p chg adv 

& sls. 

Agency: Rogers & Smith, Kansas City, 

Mo., J. F. Johnson, ae. Spot. $97,850. 

Chemica! Corp. of America, 
Freewax Div. 

1309 Thomasville Rd., Tallahassee, Fla. 

Agency: Jay Mitchell, Tallahasse. Spot 

$456,250. 

Chesapeake & Potomac Tel. 

930 H St. N. W., Washington 1. H. D. 

Fangboner, asst vp-pr. 

Agency: Ayer, Philadelphia, G. M. Lauck 

Jr., ae. Spot $270.220. 

Chesebrough-Ponds, Inc. 

485 Lexington Ave., NYC 17. Albert B. 

Richardson, vp adv; Robert Fenner, brand 

m—Valcream, Vaseline hair tonic, Pertus- 

sin, Seaforth; Edwin F. Weigand, brand m 

—Vaseline petroleum jelly, Vaseline cream 

hair tonic; William M. Cook, brand m— 
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Pond’s treatment line; Warren B. Dubin, 
brand m—Pond’s make-up & fragrances; 
Donald Heller, brand m—new prds. 
Agencies: McCann-Erickson, NYC 17 (Per- 
tussin, all Vaseline prds but petroleum 
jelly), George Norris, a sup; William Ennis, 
F. Kirkpatrick, aes; JWT, NYC 17 (All 
Pond’s line but Angel Skin & Black Watch, 
Abano, Matchabelli, Simonetta), Arthur 
Porter, a sup; Mildred Wedekind, Robert 
Boslet, aes; Compton, NYC 22 (Valcream, 
Angel Skin, Seaforth), C. James Fleming, 
a sup; M. Devine, R. Satterfield, aes; Esty, 
NYC 17 (Vaseline petroleum jelly), Wil- 
liam Booth, a sup; William Palmer, E. 
Petrillo, aes. Spot $1,419,880. 

Chesty Foods, Inc. 

Terre Haute, Ind., George Johnson, adv. 
sup. 

Agency: Ruben, Indianapolis, Gary Ruben, 
ae. Spot $106,400. 

Childs’ Big Chain (Div. Kroger) 
Shreveport, La. Vernon Barnes, adv sup. 
Agency: Bozell & Jacobs, Shreveport, Bob 
Thompson, ae. Spot $30,950. 

Chock Full O’ Nuts 

425 Lexington Ave., NYC 17. 

Agency: Grey, NYC 22, Edward Myer, ae. 
Spot $869,630. 

Christian Assoc. 

Chicago. John M. Camp, adv sup. 

Agency: Camp, David Carlson, ae. Spot 
$70,350. 

Christian Science Comm. 

551 Fifth Ave. NYC. W. W. Christen- 
berry, adv sup. Spot $26,000. 


Chrysler Corp. 

341 Massachusetts Ave., Detroit 31. Rich- 
ard E. Forbes, dir corporate adv & sls 
prom; John R. Barlow, m prd adv. 
Agencies: Burnett, Detroit, (corporate) R. 
Leonhard, ae; Meltzer, Detroit, (Simca), 
R. Meltzer, ae. 

Plymouth-DeSoto-Valiant Div., 6634 
Lynch Rd., Detroit 31, Box 1518. W. A. 
Hammond, adv m—Plymouth; R. L. 
Goodwin, adv m—DeSoto; T. T. Teegar- 
den, adv m—Valiant. 

Agency: Ayer, Detroit, R. O'Reilly, ae. 
Spot $682,740. 

Dodge Div., 7900 Jos. Campau, Detroit. 
W. D. Moore, dir adv & sls prom; A, C. 
Thomsen, adv m—car; W. G. Osborn, adv 
m—truck; R. Shugg, sls prom—car; D. 
Maddock, sls prom—truck. 

Agency: BBDO, Detroit, Robert E. Ander- 
son, ae. Spot $95,480. 

Chrysler-Imperial Div., 12200 Jefferson, 
Detroit. J. L. Wichert, m adv; H. C. 
Halstead, m sls prom; C. C. Lockwood, 
m adv & sls prom admin. 

Agency: Y&R, Detroit, J. G. Standart Jr., 
ae. Spot $150,500. 

Chrysler Corp. Dealers. Spot $1,024,090. 


Chun King Sales, Inc. 

Duluth, Minn. Thos. J. Scanlon, dir adv. 

Agencies: BBDO, Minneapolis; Omstead 

& Foley, Minneapolis. Spot $502,170. 

Chunky Chocolate Corp. 

4 W. 58th St.. NYC 19. 

Agency: DCS&S, NYC. Spot $650,000. 

Church & Dwight Co., Inc. 

a Pine St., NYC 5. P. F. Curran, vp chg 
v. 

Agencies: Hoyt, NYC, (Arm & Hammer 

bicarb. of soda); Brooke, Smith, French 


& Dorrance, NYC 17 (Arm & Hammer 

sal soda). Spot $452,530. 

Cities Service Co. 

60 Wall Tower, NYC 5. Tom De Bow, vp 

adv; Lucius H. White, asst adv dir. 

Agency: Ellington, NYC 17. Spot $250,100. 

Citizens Mutual Insurance Corp. 

645 W. Grand River Ave., Howell, Mich. 

Lou Stipe, adv m. 

Agency: Clark & Bobertz, Detroit, Frank 

Bair, ae. Spot $44,390. 

City Loan & Savings 

Lima, Ohio. Sam Schoonover, sup adv. 

Agency: Mc-Cann-Marschalk, John Kin- 

sella, ae. Spot $38,770. 

Clark Bros. Chewing Gum Co. 

Merchant St., N. S., Pittsburgh 12. C. -T. 

Clark, adv m. 

Agency: Gardner, NYC, G. R. Gibson, ae. 

Spot $36,150. 

Cleveland Electric Illuminating 
Co 


55 Public Square, Cleveland 1. 

Agency: McCann-Erickson, Cleveland, 
V. E. Butterly, ae. Spot $162,460. 
Climalene Co. 

1022 9th, S. W., Canton 11, Ohio. R. H. 
Marriott, vp chg sls & adv. 

Agency: D’Arcy, Chicago, Ray A. Wash- 
burn, ae. Spot $276,030. 

Cling Peach Advisory Board 

153 Market St., San Francisco 5. Bill 
Hoard, adv m. 

Agency: BBDO, San Francisco, Larry 
Noite, ae. Spot $44,720. 

Clinton Detergent Co. 

7207 S. Racine Ave., Chicago 36. Mr. But- 
terworth, adv sup. Spot $60,380. 

Clover Club Foods Co. 

Kaysville, Utah. Verl A. Walker, vp sls & 
adv. 

Agency: Harris & Love, Salt Lake City, 
R. T. Harris, ae. Spot $68,160. 


Cloverdale Spring Co. 

1601 Guilford Ave., Baltimore. Gilbert 
Redmond, vp. 

Agency: Torrierri, Baltimore, Peter Tor- 
rierri, ae. Spot $35,340. 


Coastal Chemical Co. 

Savannah. Robert B. Jackson; adv m & 
sls m. 

Agency: Pidcock, Savannah, Spot $31,900. 
Coca-Cola Co. 

515 Madison Ave., NYC 22. E. D. Sledge, 
vp &-dir adv, Atlanta, Ga. 

Agency: McCann-Erickson, NYC 17. Spot 
$3,567,960. 

Coleman Co., Inc. 

2nd & St. Francis, Wichita 1. J. E. Miller, 
adv & sls prom—outing products div; 
L. B. Myers, adv & sls prom—heating & 
air conditioning div; R. H. Lowe, gm adv 
& sls prom—mobile home div. 

Agency: Potts-Woodbury, Kansas City, 
Charles Jones, ae. Spot $35,220. 

Colgate Palmolive Co. 

300 Park Ave., NYC 22. G. T. Laboda, 
r & tv dir; G. T. Lincoln, asst r & tv dir; 
S. H. Pulver, m med; J. A. Deimling, Paul 
Byrne, Kenneth White, J. J. Hirschberg, 
prd ms—toilet articles div; D. A. Wells, 
g prds m—household prds div; R. J. 
Clark, T. J. Hennon, D. W. Ross, R. D. 
Angelus, F. S. Matthews, prd ms—house- 
hold prds div. 
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Agencies: C&W, NYC (Brisk, Super Suds), 
W. Drew, ae. D'Arcy, NYC (Cashmere 
soap, Halo shampoo), John A. Garber, ae. 
Bates, NYC (Colgate dental cream, Palm- 
olive shave cream & lotion & Palmolive 
soap, Rapid Shave cream, Fab), R. C. 
Bradley (Colgate dental cream), ae; R. 
Montgelas, C. P. Dixon, H. G. Drake, aes. 
Street & Finney, NYC (Colgate shave 
cream, Florient, Genie Cleanser), W. G. 
Johnston, ae. Lennen & Newell, NYC 
(Lustre-Creme, Vel Beauty Bar, AD deter- 
gent, Vel liquid detergent), Gordon Cates, 
S. M. Kenyon, aes—Lustre-Creme; H. W. 
Lowe, ae—Vel; H. Jacobson, ae—AD. Mc- 
Cann-Eriskson, NYC (Ajax). NC&K (Vel 
soap powder), W. Fales, ae. Spot $13,- 
879,890. 

College Inn Food Prods Corp. 

4301 S. Ashland Ave., Chicago 9. 
Agency: C&W, Chi., Jesse Lehman, ae. 
Spot $30,000. 

Colonial Baking Co. 

4410 Gravois, St. Louis 16. W. H. Williams, 
p chg adv. 

Agency: Herrod, St. Louis. Spot $471,180. 
Colonial Stores, Inc. 

Box 4358, Atlanta 2. C. L. Johnston, gen 
adv m. 

Agency: LNB&L, Atlanta, Clay Scofield, 
ae. Spot $359,714. 

J. Colonna Bros. 

4102 Bergen Turnpike, N. Bergen, N. J. 
Thomas V. McNulty, adv sup. 

Agency: Gardner, NYC 17, Don Slattery, 
ae. Spot $45,660. 

Colorado Milling & Elevator Co. 
620 Equitable Bldg., Denver 1. Forrest G. 
Meyer, adv m. 

Agency: Clair & Meyer, Denver. Spot 
$72,320. 

Colorforms, Inc. 

Norwood, N. J. Ogden Kniffin, dir adv. 
Agency: Kudner, NYC 22, David Elliot, 
ae. Spot $500,000. 

Columbia Pictures Corp. 

711 Fifth Ave., NYC 22. Jonas Rosenfield, 
exec chg adv, pub, exploitation; Robert 
S. Ferguson, dir adv pub & exploitation; 
Sidney Schaefer, m med & adv. 

Agency: Donahue & Coe, NYC 20. Spot 
$100,000. 

Columbia River Packers Assn., Inc. 
Foot Sixth St., Astoria, Ore. 

Agency: Manoff, NYC 17. R. K. Manoff, 
ae. Spot $582,010. 

Commonwealth Edison Co. 

72 W. Adams, Chicago 90. W. E. Pierce, 
dir adv, 

Agency: Burnett, Chi. Spot $273,070. 
Community Coffee Co. 

2151 N. 3rd St. Baton Rouge. J. Roy 
Dabidie, adv & sls prom m. 

Agencies: Sewell, New Orleans, Granville 
Sewell, ae. Bozell & Jacobs, Shreveport, 
Bob Thompson, ae. Spot $160,000. 
Comstock Foods, Inc. 

203 W. Miller, Newark, N. J. 

Agency: Best, Chi., Frank Morr, ae. Spot 
$81,660. 

Concert Organ Co. 

51—02 2lst., Long Island City, N. Y. 
Agency: Lipman, NYC, Bob Lipman, ae. 
Spot $25,290. 
Congoleum-Nairn, Inc. 
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195 Belgrove Dr., Kearny, N. J. Wm. C. 
Martin Jr., dir adv & sls prom. 
Agency: Keyes Madden & Jones, NYC 20, 
Fred Willson, Dale Mehrhoff, Gerald Less- 
er, aes. Spot $178,040. 
Connecticut Milk For Health 
101 Reserve Rd., Hartford. Dr. E. A. 
Perregeaux, adv sup. 
Agency: Kaufman, Hartford, Leo Kauf- 
man, ae. Spot $57,189. 
Consolidated Chemical Co. 
835 Cherry St., S. E., Grand Rapids, Mich. 
Mrs. Ruth Smith, gm and adv m. 
Agency: Dean, Grand Rapids. Spot $22,- 
240. 
Consolidated Edison Co. 
4 Irving Pl., NYC 3. Charles B. Delafield, 
vp adv; Raymond M. Martin, dir adv; 
N. .P Johnson, asst dir adv. 
Agency: BBDO, NYC 17, Bayard Pope, 
ae. Spot $497,200. 
Consumer Laboratories 
8467 Beverly Blvd., Portland, Ore. John 
Gale, adv m. 
Agency: M,M,H&H, Portland, Harry Roe, 
ae, Spot $387,000. 
Consumers’ Co-op Assn. 
Kansas City, Mo. 
Agency: Biddle, Kansas City, Ed Segrist, 
ae. Spot $99,420. 
Contadina Foods 
P. O. Box 207, San Jose 3, Calif. 
Agency: C&W, San Francisco. Spot $439,- 
600. 
Continental Baking Co. 
Halstead Ave., Rye, N. Y. Lee Mack Mar- 
shall, adv m; John L. West, asst adv m. 
Agency: Bates, NYC 19, E. L. Hill, J. O. 
Neill, aes. Spot $10,806,480. 
Continental Casualty Co. 
310 S. Michigan Ave., Chicago 4. Eugene 
F. O'Hara, adv dir. 
Agency: Hartman, Chi. William H. Aaron, 
vp. Spot $271,030. 
Continental Oil Co. 
Houston 1. Melvin S. Hattwick, dir adv; 
W. A. Morgan, ado m. 
Agency: B&B, NYC 19. Spot $670,940. 
Continental Trailways 
315 Continental Ave., Dallas. 
Agency: Sanders, Dallas, J. M. Sanders, 
Ott Horn, John W. Pauling, aes. Spot 
$66,810. 
Continental Wax Corp. 
10 Warren St., Mt. Vernon, N. Y. Lee Hall, 
p chg adv. 
Agency: Product Services, NYC 17, Harold 
Tuers, ae. Spot $1,496,130. 
Converted Rice, Inc., 

Sub. Food Mfrs., Inc. 
Box 1752, Houston 1. H. E. Robert 
Yeyans, vp chg sls & adv. 
Agency: Bates, NYC 19. Spot $828,590. 
Cook Paint & Varnish 
14th & Knox, Kansas City 41, No. C. O. 
Bratten Jr., adv m. 
Agency: Potts Woodbury, Kansas City, Mo., 
J. B. Woodbury, ae. Spot $24,280. 
Co-ordinated Merchandising Corp. 
342 Madison Ave., NYC 17. Fred Wein- 
traub, vp. . 
Agency: Getschal Co., NYC, Budd Get- 
schal, ae. Spot $150,000. 





Adolph Coors Brewing Corp. 
Golden, Colo. William Moomey, adv m. 
Agency: Fox, Denver, Revill Fox, ae. Spot 
$98,310. 

Corn Products Co. 

17 Battery Place, NYC 4. W. E. Hecht, 
adv m. Spot $4,226,190. 

Agencies: L&N, NYC (Mazola, Karo, Niag- 
ara & Linit); McCann-Erickson, NYC 17 
(NuSoft); Donahue & Coe, NYC 20 (Bog 
co, Kasco dog food). 

Best Foods Div. 1 E. 43rd St., NYC 17. 
A. Brown, vp adv & pr; Bruce Hamilton, 
adv m; John Gray, asst adv m. 

Agencies: D-F-S, NYC 17 (Hellmann’s, Nu- 
coa), George Beecher, Elliott Detchen, aes; 
SSC&B, NYC 22 (H-O, Shinola, Rit dyes), 
J. D. Thompson, ae; GB&B, San Francisco 
(Skippy peanut butter), Henry Buccello, 
ae. 

Corning Glass Works 

Corning, N. Y. Peter O. Everson, m adv & 
sls prom—consumer prds div. 

Agency: Ayer, NYC 20 (consumer prds), 
Robert Alexander, ae. Spot $443,560. 
Cott Beverage Corp. 

197 Chatham, New Haven 9. Adrian Hirsch- 
horn, adv m. 

Agency: Cohen & Aleshire, NYC 17. B. 
Field, ae. Spot $199,450. 

Coty, Inc. 

423 W. 55th St., NYC 19. Eugene Judd, 
dir adv. 

Agency: BBDO, NYC 17, Paul Russell, 
a sup. Spot $1,038,610. 

G. N. Coughlan Co. 

29 Spring, West Orange, N. J. 

Agency: Ried] & Freede, Clifton, N. J. 
Spot $21,710. 

Cracker Jack Co. 

4800 W. 66th St., Chicago 38. 

Agency: Burnett, Chi., R. G. Everett, ae. 
Spot $54,420. 

Cream of Wheat Corp. 

730 Stinson Blvd., Minneapolis 13. 
Agency: BBDO, Minneapolis, George Alar- 
ik, ae. Spot $319,460. 

Creations Sales Corp. 

95-20 150th St., Jamaica, N. Y. 

Agency: Fladell/Harris, NYC, Ernie Fila- 
dell, ae. Spot $20,110. 

Creomulsion Co. 

345 Glen Iris Dr., N.E., Atlanta. 
Agency: Tucker Wayne, Atlanta (r&tv). 
Spot $283,290. 

Crocker Anglo National Bank 

1 Montgomery St., San Francisco 20. 
Monroe A. Bloom, vp & adv m. 
Agencies: JWT, San Francisco (consum- 
er), Carlton Hartness, ae; Doremus, San 
Francisco (institutional) George Sutton, 
ae. Spot $217,700. 

Cromwell Oil Co. 

9424 Dayton Way, Beverly Hills, Cal. 
Agency: Robert Culbertson, Beverly Hills, 
R. C. Culbertson, ae. Spot $108,990. 
Crowley’s Milk Co. 

145 Conklin Ave., Binghampton, N. Y. 
Thomas Walker, adv sup. 

Agency: Rumrill, Utica, Oliver Hayden, 
ae. Spot $29,730. 

Crown Central Petroleum Corp. 
American Bldg., Baltimore 2. Bernard 
Trupp, dir adv & pr. 

Agency: Lefton, Philadelphia, Paul Brown, 
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YOU MAY NEVER FI 


NS! SURVEY—KALAMAZOO-GRAND RAPIDS AREA 
(February, 1960) 
STATION TOTALS FOR AVERAGE WEEK 
HOMES DELIVERED | PERCENT OF TOTAL 


WKZO-TV/STATION B}] WKZO-TV|STATION B 








Mon. thru Fri. 
9 a.m.-Noon 59,600; 37,800 | 61% 39% 
Noon-3 p.m. 73,900} 57,200 | 56% 4aY, 
3 p.m.-6 p.m. 68,000} 61,600 | 52%, 48%, 
Sun. thru Sat. 
6p.m.-9 p.m. |158,200] 90,600 | 63%, 37% 
9 p.m.-Midnight | 130,500] 67,700 | 65%, 35% 






























*A German, Berthold Schwartz, is generally 
credited with constructing the first guns in 1313. 


She Pelyer Stations 
WKZO-TV — GRAND RAPIDS-KALAMAZOO 
WKZO RADIO — KALAMAZOO-BATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 

WJEF-FM — GRAND RAPIDS-KALAMAZOO 
WWTV — CADILLAC, MICHIGAN 

KOLN-TV — LINCOLN, NEBRASKA 


RE THE OLDEST GUN*_ 


BUT... WKZO-TV Puts You “On Target” 
In Kalamazoo-Grand Rapids! 


When it comes to straight-shootin’ market dominance, 
few television stations can stand up to WKZO-TV. 


There are more than 600,000 television homes (NCS No. 
3) in the WKZO-TV coverage area, including Kalamazoo 
and Grand Rapids, two of America’s 51 fastest growing 
markets. WKZO-TV has daily nighttime circulation in 
64% of these homes. And finally, in the Kalamazoo-Grand 
Rapids Area, WKZO-TV delivers more homes than Station 
‘B’ in 387 of 454 competitive quarter hours surveyed, 
Sunday through Saturday (NSI — February, 1960). 







Remember, for all the rest of outstate Michigan worth 
having, add WWTV to your WKZO-TV schedule. If you 
want it all, give us a call! 


WKZO-TV. 


100,000 WATTS © CHANNEL 3 @ 1000’ TOWER 
Studios in Both Kalamazoo and Grand Rapids 
For Greater Western Michigan 
Avery-Knodel, Inc., Exclusive National Representatives 
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Jeff Wilson, ae. Spot $95,400. 

Crown Zellerbach Corp. 

1 Bush St., San Francisco 19. Neil P. 

Stewart, adv m. 

Agency: C&W, San Francisco (consumer 

prds), Sumner Rulon-Miller, ae Spot 

$533,640. 

Crush International, Inc. 

2201 Main St., Evanston, Ill. Walter E. 

Sala, mkt dir. 

Agency: Kastor, Chi., Robert DaVee, ae. 

Spot $52,000. 

Crystal Laundry & Cleaning 

N. 701 Howard, Spokane. 

Agency: West-Pacific, Seattle, Ron Ballard, 

ae. Spot $26,780. 

Cubana De Aviacion 

100 Biscayne Blvd., Miami. 

Agency: Graff, NYC, Harry Graff, ae. 

Spot $21,870. 

Patrick Cudahy, Inc. 

Cudahy, Wis. Jerry Chesterton, adv m. 

Agency: Herr, Milwaukee, John Rock, ae. 

Spot $60,000. 

Cudahy Packing Co., Bar-S & Puri- 
tan Meat Prds. Div. 

5002 S. 33rd St., Omaha 7. L. G. Tremblay, 

adv dir. 

Agency: Bozell & Jacobs, Omaha, J. K. 

Billings, ae. Spot $245,710. 

Culligan, Inc. 

Shermer Ave., Northbrook, Ill. Ken Ed- 

wards, adv m. 

Agency: Franz, Chi., Alex Franz, ae. Spot 

$53,120. 

Robert Curley, Ltd. 

200 E. 3rd St., Mt. Vernon, N. Y. 

Agency: KHCC&A, NYC 17. Spot $66,- 

310. 

Helene Curtis Industries 

4401 W. North Ave., Chicago 39. Jack K. 

Lipson, dir adv. 

Agencies: Campbell-Mithun, Chi. (Helene 

Curtis Shampoo Plus Egg, Suave); Weiss, 

Chi. (Gay Top, Kings Men grooming aids, 

Enden, Stopette, Tempo) ; McCann-Erick- 

son, Chi. (Plush, Spray Net) Altman- 

Stoller, NYC, (Lentherie prds, beauty 

div.). Spot $1,787,350. 

Curtis Publishing Co. 

Independence Sq., Philadelphia 5. E. H. 

Ulrich, sr vp & dir circ; Hamilton Coch- 

ran, m circ adv; John M. Dower, adv prom 

m—LH]; W. B. Williams, adv prom m— 

Holiday; Dennis Perkins, adv prom m— 

Satevepost. 

Agency: BBDO, NYC (Satevepost, Holi- 

day). Spot $33,134. 

Curtiss Candy Co. 

3638 Broadway, Chicago 13. William M. 

Galbraith, dir adv & sls prom. 

Agency: Frank, Chi., Jack Matthews, ae. 

Spot $71,640. 

Custom Products 

6 W. 25th St., Baltimore. 

Agency: Paul Venze, Baltimore, Bernice 

Freiberg, ae. Spot $28,270. 

DX Sunray Oil Co. 

Tulsa 2. Roy B. Middleton, coord of adv. 

Agency: Potts-Woodbury, Kansas City, 

L. S. McCaslin, ae. Spot $295,370. 

Dacus Drug Co. 

Tupelo, Miss. C. E. Dacus, adv sup. Spot 

$22,040. 
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Daggett Chocolate Co. 
400 Main, Cambridge 42, Mass. 
Agency: Horton, Church & Goff, Provi- 
dence. Spot $55,090. 
Dairy Queen National 

Development Co. 
3632 Woodson Rd., St. Louis 21. 
Agency: Roman, St. Louis. Spot $21,800. 
Dairyman’s Assn, Ltd. 
100 Park Ave., NYC 17. 
Agency: Barlow, Syracuse, Joe Coleman, 
ae. Spot $24,710. 
Dairymen’s Co-op Sales 
Pittsburgh, Pa. 
Agency: Ketchum, MacLeod & Grove, Pitts- 
burgh. Spot $29,530. 
Dale Dance Studios, Inc. 
745 7th Ave., NYC 19. Robert M. Blanke, 
gm & adv m. 
Agency: William Warren, Jackson & 
Delaney, NYC (spot radio & tv).- Spot 
$23,110. 
Dan River Mills, Inc. 
1407 Broadway, NYC 18. A. W. Barber, 
dir adv & sls prom. 
Agency: Grey, NYC 22, Harold Newman, 
R. H. Axthelm, aes». Spot $78,310. 
Dandee Pretzel & Potato Chip 
2900 E. 65th St., Cleveland 27. Charles 
P. Pike, dir sls merc & adv. 
Agency: Gregory &, House & Jansen, 
Cleveland. Spot $36,900. 
Dandricide Co. 
114 13th, Brooklyn 15. Benjamin Aba- 
darian Omar, ¢ > adv. 
Agency: Cole, NYC. Spot $40,280. 
D’Arrigo Bros. Co. of Mass. 
271 Market Terminal, Boston 10. Andrew 
D’ Arrigo, p chg adv & sls; John Antognoni, 
adv m. 
Agency: O’Brien, Boston, Spot $80,260. 
Davison Chemical Co. 
101 N. Charles, Baltimore 3. 
Agency: Van Sant, Dugdale, Baltimore, 
Frank Wheeler, Harold C. Donofrio, aes. 
Spot $24,500. 
Davol Rubber Co. 
69 Point, Providence 2. Dorothea P. Ander- 
son, adv m. 
Agency: D’Arcy, NYC 22, George H. Bene- 
dict, ae. Spot $24,900. 
De Kalb Agricultural Assn., Inc. 
DeKalb, Ill. Leo B. Olson, adv m. 
Agency: Western, Chi. Spot $35,200. 
Delta Air Lines, Inc. 
Atlanta Airport, Atlanta. George E. Bounds, 
dir adv. 
Agency: Burke Dowling Adams, Atlanta, 
Howard Schriner, ae. Spot $600,000. 
Dentier Maid Co. 
Agency: McCann-Erickson, Houston. Spot 
$22,570. 
Denver & Rio Grande Western 

R. R. 
P. O. Box 5482, Denver 17. C. T. Sills, 
adv m. 
Agency: Westcott-Frye, Denver, Malcolm 
T. Sills, ae. Spot $32,110. 
Derby Refining Co. 
420 W. Douglas, Wichita 1. James Roberts, 
adv sup. 
Agency: Jones & Hangar, Wichita, Donald 
Forbes, ae. Spot $381,400. 
Detroit Auto Inter-Ins. Exchange 
139 Bagley St., Detroit. Mr. Bachman, adv 





sup. 
Agency: Stockwell & Marcuse, Detroit, 
W. Stockwell, ae. Spot $88,780. 

Devcon Corp. 

Endicott St., Danvers, Mass. F. J. Al 
banese, adv m. 

Agency: Tippett, Needham, Mass. Spot 
$25,750. 

Diamond Crystal Salt Co. 

St. Clair, Mich. W. A. Barrett, adv & 
sls prom m. 

Agencies: Noble-Dury, Nashville; Duffy, 
McClure & Wilder, Cleveland, B. D. Spof- 
ford, ae. Spot $55,760. 

Dierk’s Forests, Inc. 

1006 Grand Ave., Kansas City 6, Mo. 
Louis Glazer, dir adv. 

Agency: Valentine-Radford, Kansas City, 
George Hawley, ae. Spot $90,000. 
Dillon & Sons Co. 

307 N. Washington, Wichita. Kenneth H. 
Keefer Sr., adv sup. 

Agency: Associated, Wichita, John Beach, 
ae, Spot $50,360. 

Dinner Ready Corp. 

660 Madison Ave., NYC 22. 

Agency: K&E, NYC. Spot $40,650. 
Dishmaster Corp. 

342 Rockwell Ave., Pontiac, Mich. 
Agency: Patten, Bloomfield Hills, Mich., 
M. P. Patten, ae. Spot $52,880. 

Walt Disney Productions, Inc. 
477 Madison Ave., NYC 22. Card Walker, 
vp chg adv & sls, Burbank, Cal. 

Agency: Greenthal, NYC 22. Spot $43,570. 
Dixie Brewing Co. 

2401 Tulane Ave., New Orleans 3. 
Agency: Bauerlein, New Orleans, W. Shep- 
pard Pleasants, ae. Spot $42,420. 

Don De’ Corp. 

4400 Nickel Pl., Cleveland 4. 

Agency: Lustig, Cleveland, Leroy Lustig, 
ae, Spot $356,700. 

Donovan Coffee Co., Inc. 

1701 Vanderbuilt Rd., Birmingham, Ala. 
Harold Thomas, dir adv. 

Agency: Taylor, Birmingham. Spot $52,320. 
Dorann Farms Frozen Foods 

2 West Purdy Ave., Rye, N. Y. Robert 
Stanford, p chg adv. 

Agency: Zlowe, NYC. Spot $48,990. 
Dothan Oil Co. 

Dothan, Ala. Joe Saunders, adv sup. 
Agency: Moseley, Dothan. Spot $26,160. 
Double Cola Co. 

3350 Broad St., Chattanooga 8. Leonard 
Krick, dir adv & sls prom. Spot $112,670. 
Dow Brewery, Ltd. 

990 Notre Dame W., Montreal 3. Que. 
Canada. 

Agency: Vickers & Benson, Montreal (ré& 
tv), W. B. Dennis, M. Brisebois, aes. Spot 
$104,500. 

Dow Chemical Co. 

Midland, Mich. Millard J. Hooker, adv m. 
Agency: MacManus, John & Adams, Bloom- 
field Hills, Mich., Robert Garrison, ae. Spot 
$569,360. 

Dow Corning Corp. 

Midland, Mich. Robert S. Argyle, m ado, 
sls prom & pub. 

Agencies: Church & Guisewite, Midland; 
Anderson & Cairns, NYC. Spot $46,690. 
Doyle Packing Co. of N. J. 

165 Branchport Ave., Long Branch, N. J. 
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Agency: GMM&B, NYC, John H. Riordan, 
ae. Spot $65,160. 

Drackett Co. 

5020 Spring Grove Ave., Cincinnati 32. 
David G. De Vore Jr., up chg adv & mkt 
research; Fred Rutherford, asst adv m. 
Agency: Y&R, NYC 17, Andy Rowan, ae. 
Spot $252,430. 

Dreikorn Bread 

325 Park St., Holyoke, Mass. James Dowd, 
adv sup. 

Agency: QBA. Spot $29,370. 

E. F. Drew Co., Inc. 

15 E. 26th St., NYC 10. 

Agency: Donahue & Coe, NYC (consumer 
prds). Spot $1,100,000. 

Drewry’s, Ltd. 

1408 Elwood Ave., South Bend 24, Ind. 
Leslie D. Fairbairn, adv m. 

Agency: MacFarland, Aveyard, Chi., Dave 
Stotter, ae. Spot $430,070. 

Dreyfus & Co. 

2 Broadway, NYC 4. Jack J. Dreyfus Jr., 
sr parner. 

Agency: DDB, NYC 36, F. Dossenbach, 
ae. Spot $300,000. 

Drinks, Inc. 

4000 Water, Wheeling, W. Va. Stuart F. 
Bloch, dir adv. 

Agency: Hoyt, NYC, Jack R. McCormack, 
ae. Spot $343,920. 

Drug Research Corp. 

369 Lexington Ave., NYC 17. 

Agency: KHCC&A, NYC 22, Henry K. 
Kahn, a sup; George Levine, ae—Regimen:; 
R. S. Seclow, ae—Insta-Pep, Sustamin 2-12. 
Spot $2,742,900. 

Drugmaster, Inc. 

5239 Brown, St. Louis 15. Marvin S. Sil- 
berman, adv & sls prom m. 

Agency: Batz, Hodgson & Neuwoehner, 
St. Louis, H. W. Neuwoehner, ae, Spot 
$32,960. 

Dubois Brewing 

Dubois, Pa. Frank Hahne, adv sup. 

Agency: Bachman, Kelly & Trautman, Pitts- 
burgh, C. Fred Volkert, ae. Spot $69,360. 
Duffy Bros., Inc. 

3111 Larimer St., Denver. Frank Duffy, 
sup adv, 

Agency: Kranz, Denver, Walter Kranz, ae. 
Spot $32,720. 

Duffy General Tire, Distributors 
729 Spring St. N.W., Atlanta. Frank Duffy, 
adv sup. 

Agency: D’Arcy, Atlanta, Gid Gilliam, ae. 
Spot $41,380. 

Duffy-Mott Co. 

370 Lexington Ave., NYC 17. Page McGirr, 
op chg adv & sls. 

Agency: SSC&B, NYC 22. Spot $1,095,970. 
Duke Power Co. 

Charlotte 1, N.C. J. P. Lucas Jr., vp dir 
adv & pr. 

Agency: Ayer & Gillett, Charlotte, Charles 
Gressle, ae. Spot $148,000. 

Dulany Foods, Inc. 

Fruitland, Md. David L. Dulany, adv & 
sls prom m. 

Agency: APCL&K, Philadelphia, Ralph 
Riggins, ae. Spot $24,920. 

Dumas Milner Corp. 

4359 Northview Dr., Jackson, Miss. How- 
ard S. Cohoon, p; V. E. Tateo, vp chg 
mkt, adv. 






Agency: Best, Chi., Frank Morr, ae. Spot 
$309,280. 
Dunbar Laboratories Div., 

Chemway Corp. 

Fairfield Road. Wayne, N. J. E. Hartell, 
adv sup. 

Agencies: DCS&S, NYC; Donahue & Coe, 
NYC, KHCC&A, NYC; Frohlich, NYC. 
Spot $39,320. 

Duncan Coffee Co. 

1200 Carr, Houston 1. 

Agency: Stephenson, Clay Stephenson, ae. 
Spot $1,093,070. 

E. I. du Pont de Nemours 
Wilmington 98, Del. J. E. Dean, dir adv; 
Edward J. Pechin, asst dir adv; L. M. 
Davis, m adv & prom—finishes div; 
W. W. Carty, adv m—anti-freezes; A. J. 
Smith, adv & prom m-—-textile fibers dept; 
B. J. Clark, tv adv & prom m—textile 
fibers dept. 

Agencies: Ayer, Philadelphia (finishes 
dept for household paints, Elastomers dept 
for Neoprene); BBDO, NYC 17 (plastic 
sales, textile fibers dept, industrials & 
biochemicals dept for Zerone, Zerex). 
Spot $405,840. 

Remington Arms Co., Inc., Div., Bridge- 
port 2, Conn. Joseph J. Callahan, m adv 
& dir sls prom; D. S. Reynolds, m adv— 
firearms, ammunition; H. M. Trowern, m 
adv—tool div. 

Agency: BBDO, NYC 17. Spot $75,410. 
Duquesne Brewing Co. 

S. 22nd St. & Mary, Pittsburgh 3. V. I. 
Maitland, exec adv dir, 


Agency: Maitland, Pittsburgh. Spot $450,. 
850. 


Dutch Masters Cigar Co. 

67 W. 44th St., NYC 36. 

Agency: EWR&R, NYC 17. Spot $1,101,- 
850. 

Durkee-Mower, Inc. 

Box 470, Lynn, Mass. H. Allen Durkee, p, 
adv & gen sls m; A. Bruce Durkee, up, asst 
adv and sls m. 

Agency: Frost, Boston, Karl Frost, ae. Spot 
$105,850. 

C. A. Durr Packing Co. 

Schuyler St., Utica 1, N. Y. John D. 
Joseph, adv & sls m. 

Agency: Farquhar, Utica, John T. Farqu- 
har, ae. Spot $23,220. 

East Ohio Gas Co. 

1717 E. 9th, Cleveland, 1. George L. Stock- 
man, adv sup. 

Agency: KM&G, Pittsburgh, William 
Sprague, David Curry, aes. Spot $40,750. 
Eastco, Inc. 

180 Mamaroneck Ave., White Plains, N. Y. 
Henry A. Shull, dir adv. 

Agencies: Street & Finney, NYC 36; 
L&N, NYC 17, E. C. Simons, ae. Spot 
$22,230. 

Eastern Air Lines, Inc. 

10 Rockefeller Plaza, NYC 20. 

Agency: FRC&H, NYC 20. Bradley Walk- 
er, a sup: John A. Hamm, ae. Spot $246,- 
360. 

Eastman Kodak Co. 

343 State St., Rochester 4, N. Y. W. B. 
Potter, vp & dir adv; A. Dexter Johnson, 
adv m; Edwin L. Grauel, asst adv m; 
R. N. Brown, asst adv m. 

Agencies: JWT, NYC 17, Rudyard Mc- 
Kee, W. C. Moore, aes; Rumrill, Roches- 





ter, John Heffron, ae. Spot $107,470. 

Peter Eckrich & Sons, Inc. 

1025 Osage, Ft. Wayne 1, Ind. Lavern E. 

Gelow, adv m. 

Agency: Bonsib, Ft. Wayne, Jon Bonsib, 

ae. Spot $63,970. 

Economics Laboratory, Inc. 

250 Park Ave., NYC 17. P. R. Evans, vp 

sup adv. 

Agencies: KHCC&A, NYC 22 (Soilax, Soil- 

off, Electrasol), B. S. Mantz, ae. Herr, Mil- 

waukee( Finish, Dip It, Rinse-Dry) John 

Rick, ae. Spot $118,460. 

Eddy’s Bakeries 

208 N. 17th St., Boise, Idaho. Carl Beavers, 

Boise; Joe McVey, Great Falls, Mont., adv 

sups. 

Agency: Givens-Davies, Boise, Kenneth 

Davies, ae. Spot $67,010. 

Edison Electric Institute 

750 Third Ave, NYC 17. Ralph Zeuthen, 

prog m—“Live Better Electrically Pro- 

gram.” 

Agency: Compton, NYC 19, Lawrence Dun- 

ham, ae. Spot $56,710. 

Eisner Food Stores, Div. Jewel 
Tea Co. 

301 Wilbur Heights Rd., Champaign, Ill. 

George D. Stearns, adv sup. Spot $12,812. 

Ekco Products Co. 

1949 N. Cicero Ave. Chi. 39. J. E. 

Schlegel, adv m—houseware div. 

Agencies: DDB, Chi.; Gordon & Hemp- 

stead, Chi. Spot $77,610. 

El Paso Natural Gas Co. 

El Paso. Frank Mangan, adv sup. 

Agency: Mithoff, El Paso, Jim Cook, ae. 

Spot $75,570. 
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Embassy Pictures 

Agency: Allied, Boston 16. Spot $26,040. 

Emenee Industries, Inc. 

200 Fifth Ave., NYC. Spot $287,470. 

Englander Co.—Dealers 

1720 Merchandise Mart, Chicago 54. Burt 

W. Goodman, adv m. 

Agency: North, Chi. James Green, ae. 

Spot $125,000. 

Equitable Life Assurance Society 
of the U. S. 

6th & Locust, Des Moines, 6. 

Agency: Houx, Des Moines. Spot $93,440. 

Erie Brewing Co. 

22nd & State St., Erie, Pa. 

Agency: Yount, Erie, M. A. Yount, ae. 

Spot $352,970. 

Eskimo Pie Corp. 

306 E. Grace, Richmond 12, Va. 

Agency: Eastern, Richmond, Ray Berry, 

ae. Spot $27,340. 

Esslinger’s, Inc. 

10th and Callowhill, Philadelphia 23. Rob- 

ert M. Brown, vp, sec & adv m. 

Agency: Wermen & Schorr, Inc., Philadel- 

phia. Spot $300,000. 

Eureka-Williams Corp. 

Bloomington, Ill. Robert J. Runge, dir 

adv & pr. 

Agency: Earle Ludgin, Chi. Spot $37,950. 

E. B. Evans Co. 

240 W. Lippincott, Philadelphia 33. 

Agency: Weightman, Philadelphia, Nathan 

Alexander, ae. Spot $29,650. 

Evergreen Millis, Inc. 

Ada, Okla. 

Agency: Galloway-Wallace, Oklahoma City, 

John W. Wallace, ae. Spot $38,340. 

Eversharp, Inc., Schick Safety 
Razor Div. 

350 Fifth Ave., NYC 1. Edward E. Et- 

tinger, adv sup. 

Agency: Compton, NYC 22, Fred Schuster, 

ae. Spot $221,250. 


Excelsior Food Products, Inc. 

11-02 Bridge Plaza S., NYC 1. Morris Stroh, 
p; William J. Carpenter, vp chg sls & adv. 
Spot $69,750. 

Ex-Lax, Inc. 

423-443 Atlantic Ave., Brooklyn 17, N. Y. 
R. A. M. Peterson, dir mkt chg adv, sls, 
merc. 

Agency: Warwick & Legler, NYC 22. Spot 
$1,056,470. 


Exquisite Form Brassiere, Inc. 

159 Madison Ave., NYC 16. Irwin H. Rose- 
man, vp chg adv & sls prom; Martin 
Lave, adv m. 

Agency: Regal, NYC 22, Marsha Beck- 
man, ae. Spot $1,507,730. 

E-Z-Est Products Co. 

2528 Adeline, Oakland 7, Calif. 

Agency: Waldron, San Francisco, Charles 
K. Waldron, ae. Spot $24,000. 

F & P Foods 

1200 S. 10th St., Richmond, Cal. Maurice 
Charlat, adv m. 

Agency: Botsford, Constantine & Gardner, 
San Francisco, Ed Walthers, ae. Spot 
$100,000. 

Max Factor & Co. 

1655 N. McCadden PIl., Hollywood 28, Cal. 
Marvin Mann, adv dir; William Lyons, 
adv m; Gerald Cohen, Jim Thurman, 
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Sheila Greenrock, asst adv ms. 
Agencies: K&E Hollywood (makeups), 
Bruce Altman, Mike Ben-Dror, Win 
Goulden, aes; Carson/Roberts, LA (men’s 
toiletries, lipsticks, Crew Cut), Norman 
Rose, ae. Spot $2,000,000. 

Fairmont Foods Co. 

3210 Farnam, Omaha 1. Bennett O. Stalvey 
Jr., adv m. 

Agency: Allen & Reynolds, Omaha, Milton 
Reynolds, Ed Whelan, aes, Spot $153,900. 
Faith For Today, Inc. 

108-43 7lst Ave., Forest Hills 75, N. Y. 
W. A. Fagal, adv sup. 

Agency: World Broadcasters, Joseph H. 
Webb, ae. Spot $131,700. 

Falis City Brewing Co. 

3050 W. Broadway, Louisville 11. 
Agency: Horan-Daugherty, St. Louis. Spot 
$365,380. 

Falstaff Brewing Corp. 

5050 Oakland Ave., St. Louis 10. Alvin F. 
Griesedieck Jr., adv m. 

Agency D-F-S, NYC 17. S. J. Hamilton, 
Edmund Burke, aes. Spot $2,061,370. 
Family Finance Corp. 

Wilmington 99, Del. J. J. Sheeran, adv dir. 
Agency: Emery, Baltimore, Marshall 
Hawks, ae. Spot $54,980. 

Famous Artists School, Inc. 
Westport, Conn. Milton K. Breslauer, dir 
adv & sls; Leonard J. Reiss, adv m, 680 
5th Ave., NYC. 

Agency: Gumbinner, NYC. Spot $30,940. 
Famous Barr Co. 

6th & Olive St, St. Louis 1. L. Hormbein 
dir pr & adv. 

Agency: Simon, NYC. Douglas Simon, ae. 
Spot $26,030. 

Fant Milling Co. 

Sherman, Tex. 

Agency: Fitzgerald, New Orleans. Spot 
$85,430. 

S. W. Farber, Inc. 

415 Bruckner Blvd., NYC 54. A. H. Drey- 
fuss, adv m. 

Agency: Doner & Peck, NYC 22, Sanford 
Hirschberg, ae. Spot $65,430. 

Farm & Home Savings & Loan 

915 Houston St. Fort Worth. Liener Tem- 
erlin, sup adv. 

Agency: Glenn, Dallas. Spot $20,980. 
Fanny Farmer Candy Shops 

7 Griffith, Rochester 3, N. Y. F. H. Me- 
Conville, vp adv & sls. 

Agency: Rumrill, Rochester, Neil A. Gal- 
lagher, ae. Spot $34,490. 

Farmers Union Grain & Supply 
John Livingston, sup adv. 

Agency: Colle & McHay, Minneapolis, 
Bill Hurley, ae. Spot $41,280. 

Fast Chemical Products Corp. 
Agency: Meyer & Behar, NYC, Sam 
Meyer, ae. Spot $37,800. 

Father John’s Medicine Co. 

73 Market St., Lowell, Mass. Willard A. 
Parker, adv m. 

Agency: Stevens, Boston, M. L. Tyler, ae. 
Spot $112,890. 


Faultless Starch Co. 

1025 W. 8th St., Kansas City 1, Mo. Mer- 
rill W. Hoyt, adv & sls m. 

Agency: Brewer, Kansas City, Mo. John S. 
Kirwan, ae. Spot $409,580. 

Faygo Beverage Co. 





3609 Gratiot, Detroit 7. Morton Feigensen 
adv sup. 

Agency: Doner, Detroit, Julian Grace, ae. 
Spot $185,200. 

Fels & Co. 

73rd & Woodland Ave., Philadelphia 42. 
Grant H. Keeler, adv m. 

Agency: Aitkin-Kynett, Philadelphia, Har- 
old Montgomery, ae. Spot $1,100,000. 
Fenn Bros., Inc. 

114-128 E. 10th St., Sioux Falls, S. D. 
Agency: Campbell-Mithun, Chi., Lee Ter- 
rill, ae. Spot $47,610. 

Fesenmeier Brewing Co. 
Huntington 8, W. Va. G. J. Linsenmeyer, 
dir adv & sls. 

Agency: King, Parkersburg, W. Va. Spot 
$29,000. 

J. H. Filbert, Inc. 

3701 Southwestern Blvd., Baltimore 29. 
W. A. Hottman, adv m. 

Agency: Y&R, NYC 17, John Appleton, 
ae. Spot $102,720. 

Fine Foods Council 

Agency: E&E, Xenia, Ohio, Gene Rahn, — 
ae, Spot $111,650. 

First Federal Savings & Loan 

1 S. Dearborn, Chicago 3. George K. Alli- 
son, adv sup. 

Agency: Manchester & Kreer, Chi. Spot 
$250,000, 

First National Bank 

Broadway & Locust Sts., St. Louis. Arthur 
Hemminger, vp & dir pr. 

Agency: Gardner, St. Louis, William 
Rogers, a sup; Richard Donnelly, ae. Spot 
$168,950. 

First National Stores, Inc. 

5 Middlesex Ave., Somerville, Mass. J. M. 
Duane, adv m. 

Agency: Dowd, Boston. Spot $164,000. 
First Security Banking System 
Ogden, Utah. 

Agency: Gillham, Salt Lake City, A. W- 
Atack, ae. Spot $37,060. 


First Western Savings Bank 

405 Montgomery St., San Francisco 4. F. M. 
Parke, adv m. 

Agency: Grant, San Francisco. Spot $39,- 
813. 

Fisher Brewing Co. 

160 So. 10th West St, Salt Lake City. 
Spot $66,650. 

Fisher Cheese Co. 

Box 240, Wapakoneta, Ohio. Fred W. 
Fisher, vp, gen m, dir adv. 

Agency: Imperial, Lima, Ohio, E. Coker, 
ae. Spot $26,120. 

Fisher Flouring Mills Co. 

3235 16th Ave. S.W., Seattle 4. R. L 
Erzinger, adv & sls m—grocery-prds div. 
Agency: Pacific National, Seattle, Trevor 
Evans, ae. Spot $85,370. 


Fitzgerald Bros. Brewing Co. 
498 River St., Troy, N. Y. John R. Fite 
gerald, adv m. 

Agency: Goldman & Walter, Albany, Ed- 
ward Ryan, ae. Spot $76,840. 


5 Day Labs, Div. Associated 
Products, Inc. 

445 Park Ave., NYC 22. 

Agency: DDB, NYC. Spot $1,136,820. 


Fleetwood Coffee Co. 
246 E. 11th St., Chattanooga 2. 
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Agenay: Nelson Chesman, Chattanooga, 
Richard H. Leiper, ae. Spot $140,680. 


Fleming Co. 
3501 N. Sante Fe, Oklahoma City. Bill 
Brown, sup adv. 


Agency: Gelders, Jess Gelders, ae. $23,120. 


Flex-Straw Co. International 

1504 10th St., Santa Monica, Cal. 
Agency: Carson/Roberts, LA. Spot $25,- 
000. 

Flintkote Co. 

30 Rockefeller Plaza, NYC 20. Harold M. 
McAneny, dir adv; D. L. Holmes, adv m— 
industrial prds div; M. C. Howell, adv m— 
Tile Tex div; Grier Leach, adv m—spec 
prds div; Charles Olsen, adv prod m, 
Agencies: McCann-Marschalk, NYC, Wil- 
liam Sansing, Harry Thompson, aes; Fred 
Gardner, NYC; Clayton, Chi. Spot $34,770. 


Florists’ Telegraph Delivery Assn. 
200 Lafayette Bldg., Detroit 26. Gordon 
Conn, dir mkt. 

Agency: KM&J, Chi. Spot $136,790. 
Flowers Baking Co. 

Thomasville, Ga. Langdon S. Flowers, dir 
sls, Frank Engelfried, ae. Spot $134,190. 


J. A. Folger & Co. 

330 W. 8th St., Kansas City, Mo. Linton 
Bagley, adv m. Spot $3,722,440. 

Agency: C&W, NYC 16, Carl Giegerich, 
ae. 

West-coast office, 101 Howard St., San 
Francisco 5. R. F. Sowell, adv m. 
Agencies: FRC&H, San Francisco (instant 
coffee); FRC&H, LA (ground coffee). 


Food Fair Stores, Inc. 

2223 E. Allegheny Ave., Philadelphia 34. 
Arthur Rosenberg, vp purch, adv & sls; 
Larry Wagenheim, dir adv & sls prom. 
Agency: Lefton, Philadelphia (r&tv), Jack 
Moss Jr. ae. Spot $51,940. 


Ford Motor Co.—Gen. Adv. & Sis 
Prom 
American Road, Dearborn, Mich. J. B. Me- 
Mechan, adv. sup. Spot $951,100. 
Agency: K&E, Detroit, A. J. Shepard, ae. 
Ford Div. 17101 Rotunda Dr., Dearborn. 
J. R. Bowers, car adv m; F. J. McGinnis, 
truck adv m. 
Agency: JWT, Detroit, R. Bachman, ae. 
Tractor & Implement Div., 2500 E. Maple 
Rd., Birmingham, Mich. L. E. Birger, adv 
sup. 
Agency: Meldrum & Fewsmith, Birming- 
ham, W. H. Stone, ae. 
M-E-L Div., 3000 Schaefer Rd., Dear- 
born, Mich. H. L. Swan, Lincoln & Con- 
tinental adv sls m; B. E. Miller, Mercury 


adv & sls prom m; Eldon E. Fox, Edsel 
adv & sls prom m. 


Agencies: K&E, Detroit (Mercury, Edsel), 
D. J. Gillespie, D. L. Keys, F. O’Neil, aes. 
FC&B, Chicago (Lincoln, Continental), 
R. H. Eppler, ae. 


Foremost Dairies, Inc. 

425 Battery, San Francisco 11. 

Agency: BBDO, San Francisco, William 
Montgomery, ae. Spot $173,250. 

Formfit Co. 

400 S. Peoria, Chicago 7. A. H. Baum, 
op chg adv & pr. 

Agency: Tatham-Laird, Chi., Herb Daniels. 
ae. Spot $214,810. 


Fort Howard Paper Co. 

Green Bay, Wis. D. C. Cushman, adv m. 
Agency: Frank, Chi. Spot $79,660. 

Fort Pitt Brewing Co. 

Sharpsburg, Pa. 

Agency: Dubin & Feldman, Pittsburgh 19. 
Spot $90,490. 

Foster Millburn Co. 

468 Dewitt, Buffalo 13. R. E. Brumm, 
adv m. 

Agency: Street & Finney, NYC 36. Spot 
$125,810. 

French Bauer 

Central Pkwy & Plum St., Cincinnati. Alan 
French, Paul Betscher, Mark Fuller, adv 
sups. 

Agency: Keelor & Stites, John Nolan, Ar- 
thur Radkey, aes. Spot $29,400. 

R. T. French Co. 

60 Mustard St., Rochester 9, N. Y. O. L. 
Westgate, vp chg adv; G. B. Culver, adv 
m; F. F. Smiley, mkt m; R. P. Driggs, 
mkt m. 

Agencies: Foley, Philadelphia (French’s 
bird seed), C. H. Eyles, ae; Compton, NYC 
(mustard sauce & spaghetti sauce mix), 
Fred Shuster, ae; JWT, NYC 17 (balance 
of prds), Robert McDonald, ae. Spot $1,- 
403,850. 

Friend Bros., Inc. 

675 Main, Melrose 76, Mass. Walter A. 
Friend, vp chg adv. 

Agency: Hoag-Provandie, Boston, Myron 
Eastwood, ae. Spot $91,920. 

Frisch’s Big Boy Drive-ins 

3963 Brotherton Rd., Cincinnati. Spot 
$185,900. 

Frito Co. 

Exchange Bank Bldg, Dallas. John R. Mc- 
Carty, vp adv merc; Bill R. Jones, nat adv 





m; Charles H. Murphy, adv & merc m— | 
southwest div; Richard Crosby, adv m— 


west & northwest div, 8734 Bellanca, LA; 
Arnold Pegler, adv m—Nicolay, Dancey & 
New Era divs, 5045 Grandy Ave., Detroit; 
John Bryant, adv m—eastern div, 221 
Center, Mamaroneck, NY. 

Agencies: Tracy-Locke, Dallas (southwest 


div), Bill James, ae; EWR&R, LA (west- | 


ern div), John Weiser, ae: EWR&R, San 
Francisco (northwest div), David McDon- 
ald, ae, D-F-S, Chi. (nat adv. Fritos corn 
chips), Charles Conrad, ae; D-F-S, NYC 
(eastern div); Otto & Abbs, Detroit (Nic- 
olay, Dancey divs), Rudd Otto, ae. Spot 
$922,120. 

Champion Foods Div., 2827 Nagle, Dal- 
las. Bill R. Jones, adv m. 


Agency: Tracy-Locke, Dallas, Gene 


Thomas, ae. Spot inc. in parent co. ex- | 


penditure. 

Frontier Airlines 

Stapleton Air Field, Denver 7. 

Agency: Rippey, Henderson, Bucknum, 
Denver, A. K. Magee, ae. Spot $21,770. 
Frontier Oil Refining Co. 

4040 E. Louisiana, Denver 2. Marshall 
Meeks, adv m & sls prom dir. 

Agency: Boccard Dunsher & Jacobsen, Den- 
ver, Victor Boccard, ae. Spot $21,770. 
Fruit Industries, Inc. 

Bradenton, Fla. 

Agency: Douglas, Bradenton, John Douglas, 
ae. Spot $362,450. 


Fun Bilt Toys, Inc. 
1623 S. LaCienega Blvd., Los Angeles 35. 
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William eggs, vp chg adv. 
Agency: Moreland, LA, Frank Moreland, 
ae. Spot $21,980. 

A. J. Funk & Co. 

59 North St., Elgin, Il. 

Agency: Rosenow, Chi., Lloyd M. Rose- 
now, ae. Spot $47,720. 

Furr’s Super Markets, Furr’s, Inc. 
Box 1650, Lubbock, Texas. Jack O. Stone, 
dir adv & pr. Spot $300,000. 

Galbreath Bakery 

Morristown, Tenn. O. R. Lowry, @ sup. 
Agency: Chessman, Guy Smith, ae. Spot 
$20,580. 

E & J Gallo Winery 

Modesto, Cal. Vernon S. Mullen, adv dir. 
Agency: BBDO, San Francisco, Christy 
Allen, ae. Spot $1,640,110. 

Gardner Co. 

2222 S. Michigan Ave., Chicago 16. 
Agency: Zubrow, Philadelphia 2, Sol E. 
Zubrow, ae. Spot $24,760. 


Gem Color Co. 

93 Belmont Ave., Paterson, N. J. Noel 
Span, p. 

Agency: Rose-Martin NYC 36, Lou Ka- 
shins, ae. Spot $26,950. 

General Aniline & Film Corp. 

230 Park Ave., NYC 17. C. Allan Bengston, 
adv dir—Ansco div; David Fackler, adv 
dir—Ozalid div; R. J. Hamilton, adv m— 
dystuff & chemical div. 

Agencies: B & B, NYC; Frohlick, NYC; 
Twiss, NYC. Spot $28,730. 

General Baking Co. 

420 Lexington Ave., NYC 17. A. Waldron 
Stone, adv m. 

Agencies: Compton, NYC 22, John Flynn, 
ae; Henderson, Greenville, S. C., (Spartan- 
burg, S. C. area), Fred Walker, ae; Lef- 
ton, Philadelphia (Philadelphia and Bal- 
timore area), J. Gibson, ae. Spot $47,630. 
General Cigar Co. 

485 Lexington Ave., NYC 17. Philip L. 
Bondy, vp chg adv & sls; George Reichart, 
dir adv & mkt; Harold Edeson, asst to dir 
adv. 

Agency: Y&R, NYC 17. Spot $439,110. 
General Electric Co. 

570 Lexington Ave., NYC 22. G. A. Brad- 
ford, cons adv & sls prom. Spot $278,590. 

Major Appliance Dtv., Appliance Park, 
Louisville 1. Lew Miller, ref adv & sls 
prom specialist — household-refrigerator 
dept; E. Reichert, m adv & sls prom— 
dishwasher & disposal dept; G. F. Kiewert, 
m adv & sls prom—room air-conditioner 
dept; J. G. Porter, m adv & sls prom— 
home-laundry dept. 

Agency: Y&R, NYC 17, G. Montagu Miller, 
ae. 

Housewares Div., 1285 Boston Ave., 
Bridgeport, Conn. M. M. Masterpool, m 
adv & pub; H. R. Smith, chg med relat. 
Agencies: Y&R, NYC 17, W. Kierstead, ae; 
Ayer, NYC 20, P. Bicklin, ae. 

Radio & TV Div, 4505 E. Genesee St., De 
Witt, N. Y. Dale O. Akridge, adv m & sls 
prom m. 

Agency: Maxon, NYC 22. 

Lamp Div., Nela Park, Cleveland 12. 
M. R. King, adv m—large-lamp dept; T. H. 
Castle, adv m—photo-lamp dept; F. F. 
Schuhle, adv m—zminiature-lamp dept. 
Agencies: Foster & Davies, Cleveland 
(miniature lamps), M. R. Davies, ae; 
BBDO, Cleveland (large lamps), R. H. Mc- 
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Ginnis, ae; Grey, NYC 22 (photo lamps), 
Richard Martell, ae. 

Hotpoint Co. Div., 5600 W. Taylor St., 
Chicago 44. A. M. Utt, m adv; L. J. 
DiAngelo, m adv & merc. 

Agency: Compton, NYC 22 (consumer 
adv), Paul Cooke, a sup; Donald Carret, 
Douglas Cornwell, Howard Kuhn, aes. 
General Foods Corp. 

250 North St., White Plains, N. Y. H. A. 
Dingwall Jr, d bdcst pgm; F. J. Harvey, 
m adv controls; A. O. Knowlton, d m 
coord, Spot $14,599,400. 

’ Birds Eye Div. J. D. North, asst gm-mkt; 
W. P. Casey, adv & merc m; H. F. Loch- 
rie, adv m; A. C. Knudsen, prd grp m— 
fruits, vegetables, potatoes & concentrates; 
W. G. Mundy, prd grp m—prepared foods; 
F. W. Luttmann, prd dev m—prd dev and 
baby food; J. W. Weston new prd m. 
Agency: Y&R, NYC, (fruits, vegetables, 
potatoes & concentrates and prepared 
foods), B&B, NYC (prd dev and baby 
food). 

Electricooker Div., 100 Church Street, 
NYC 7. T. H. Lynch, asst to sls m—Ker- 
nel-Fresh Nuts. 

Agency: Y&R, NYC. 

Jell-O Div., 250 North St., White Plains, 

New York. G. R. Plass, mkt m, J. J. Dar- 
ling, adv & merc m; G. H. Blake, prd grp 
m—Coconut & Laundry aids, Dream Whip, 
syrups & pectins; W. P. Dunham, prd 
grp m—Swan’s Down prds; G. G. Exo, 
prd grp m—Minute prds, Calumet; S. A. 
Witham, prd grp m—Jell-O puddings and 
pie fillings & Chiffon pie fillings, Jell-O 
instant puddings, Jell-O tapioca puddings, 
D-Zerta prds, Jell-O gelatin; S. K. Ellis 
Jr., prd grp m—Walter Baker Products, 
Horizon Foods. 
Agencies: Y&R, NYC (Coconut & Laun- 
dry aids, Dream Whip, syrups & pectins, 
Swans Down prds, Horizon Foods, Min- 
ute Rice prds, Minute tapioca, Jell-O 
puddings & pie fillings & Chiffon pie fill- 
ings, Jell-O instant pudding, Jell-O tapi- 
oca puddings, Jell-O gelatin). FC&B, NYC 
(Walter Baker prds, Minute potatoes prds, 
Calumet, D-Zerta prds). 

Maxwell House Div., 1125 Hudson 
Street, Hoboken, N. J. M. C. Baker, adv 
& merc m; M. R. Bohm, prd m—Maxwell 
House coffee, Bliss; J. W. Andrews, prd m 
—Instant Maxwell House; J. Alar, prd m 
—Sanka coffee, Instant Sanka coffee; V. A. 
Bonomo, prd m—Yuban coffee; A. A. Ap- 
pert, prd m—new prds. 

Agencies: OB&M, NYC (Maxwell House 
coffee, Bliss), Y&R, NYC (Sanka coffee 
and instant Sanka coffee), B&B, NYC 
(Instant Maxwell House, Yuban coffee). 

Perkins Div., 7400 South Rockwell St., 
Chicago 29. J. H. Giroux, adv m; J. W. 
Grant, prd m—Kool-Aid; J. S. Welles, prd 
m—Geod Seasons; R. W. Stevens, prd m— 
new prds. 

Agency: FC&B, NYC. 

Post Div., 275 Cliff St, Battle Creek, 
Mich. H. R. Bloomquist, mkt m; R. P. 
Campbell, adv m; F. K. Smart, grp adv m 
—cereals; W. L. Jackson, grp adv m— 
dog food; G. R. Mohler, grp adv m—hev- 
erages. 

Agencies: B&B, NYC (cereals, dog food), 
Y&R, NYC (beverages). 

S. O. S. Div., 7123 West 65th St. Chica- 

go 38. R. F. Moriarty, mkt m; W. A. Fitz- 





gerald prd m—S. O. S.; E. S. Lang, prd m 
—Tuffy Cleaner Handigrips. 

Agency: FC&B, NYC. 

General Grocer Co. 

8514 Eager Rd., St. Louis 17. Spot $23,920. 


General Insurance Co. of America 
General Insurance Bldg., Seattle 5. C. M. 
Noren, m adv dept. 

Agency: Cole & Weber, Seattle, Dan Ger- 
ber, ae. Spot $118,410. 

General Mills, Inc. 

9200 Wayzata Blvd., Minneapolis 26. J. S. 
Fish, vp—dir corp adv; J. E. Ratner, dir 
adv—flour & mix prds; J. F. Mathes, dir 
adv—cereal, pet foods, refrig & household 
prds; C. S. Samuelson, dir med & budgets. 
Agencies: BBDO, Minneapolis, (Betty 
Crocker prds, Softasilk Cake flour, Boston 
Cream pie); D-F-S, NYC 17 (Gold Medal 
flour, Cheerios, Hi-Pro, Kix, Trix, Jets, 
Cocoa Puffs, Pick-A-Pack, Twinkles, O-celo 
sponges, Drifted Snow, Red Band & La 
Pina flours, Sperry prds); Knox Reeves, 
Minneapolis (Bisquick, Pufin & Bisquick 
refrigerated prds, Wheaties, hot cereals, 
potato prds, corporate, industrial & non- 
consumer adv); Tatham-Laird, Chi, (pet 
foods). Spot $3,237,710. 

General Motors Corp. 

General Motors Bldg., Detroit 2. Anthony 
G. De Lorenzo, vp institutional adv; H. C. 
Botsford, asst d adv; Gail Smith, d tv adv. 
Spot $1,370,030. 

Buick Motor Div. Hamilton Ave., Flint 2. 
Gerald M. Millar, adv m—merc dept. 
Agency: McCann-Erickson, Detroit, T. J. 
King, ae. . 

Cadillac Motor Car Div. 2860 Clark Ave., 
Detroit 32. J. P. Schaupner, g merc m. 
Agency: MacManus, John & Adams, 
Bloomfield Hills, Mich., Hovey Hagerman, 
Robert E. Fields, aes. 

Chevrolet Motor Div. General Motors 
Bldg., Detroit 2. Jack Izard, adv m. 
Agency: Campbell Ewald, Detroit 2, H. G. 
Little, Colin Campbell, aes. 

Oldsmobile Div. Townsend St., Lansing 
21. Lloyd A. Grobe, adv m; C. D. Barker, 
asst adv m. 

Agency: D. P. Brother, Detroit 2, Sheldon 
Moyer, ae. 

Pontiac Motor Div. Pontiac 11, Mich. 
J. F. Malone, adv m. 

Agency: MacManus, John & Adams, 
Bloomfield Hills, Mich. J. H. Graham, 
Colin J. John, aes. 

A C Spark Plug Div, Flint 2. Willis J. 
Oldfield, d adv & sls prom. 

Agency: D. P. Brother, Detroit 2, V. Cane- 
ver, ae. 

Delco-Remy Div. Anderson, Ind. H. B. 
Birt, adv m. 

Agency: Campbell Ewald, Detroit 2, R. G. 
Carey, ae. 

Frigidaire Div. 300 Taylor, Dayton 1. 
R. C. Wright, adv m. 

Agency: D-F-S, NYC 17, E. R. Detchon, ae. 

Saginaw Steering Gear Div. 3900 Hol- 
land, Saginaw, Mich. R. J. Kline, adv d. 
Agency: D. P. Brother, Detroit 2, Sher- 
burn Brown, ae. 

General Shoe Corp. 

lll 7th Ave., Nashville 3. 

Agencies: Noble Dury, Nashville, Albert 
Noble, ae; EWR&R, NYC 17 (Acrobat 
shoes). Spot $327, 900. 

General Tire & Rubber Co. 

1708 Englewood Ave., Akron 9, Ohio. G, R. 
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Let’s face it: The toughest rating service news for five years without an interrup- 
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Lichwardt, adv & sls prom m. 


Agency: D'Arcy, Cleveland, Stanley P. 
Seward, ae. Spot $638,250. 

Genesee Brewing Co., Inc. 

100 National, Rochester 5, N. Y. James P. 
Duffy, sec & adv m. 

Agency: McCann—Marschalk, NYC 22. 
A. A. Sommer, ae. Spot $517,358. 
Georgia Power Co. 

P. O. Box 1719, Atlanta 1. Warren Bate- 
man, adv m. 

Agency: Lowe & Stevens, Atlanta, John 
Stevens, ae. Spot $25,430. 

Gerber Products Co. 

Fremont, Mich. Kenneth Baker, dir adv. 
Agency: D'Arcy, NYC 22, Kenneth Plumb, 
ae. Spot $149,260. 

Getz Exterminating Co. 

730 Piedmont Rd., N. E., Atlanta 5. 
Agency: Day, Harris, Hargrett & Wein- 
stein, Atlanta. Spot $30,870. 

A. C. Gilbert Co. 

New Haven 6, Conn. Edwin H. Withing- 
ton, adv m. 

Agency: Repplier, Hamden, Conn., Ban- 
ning Repplier, ae, Spot $70,626. 

James G. Gill Co., Inc. 

Norfolk 10, Va. 

Agency: Cargill, Wilson & Acree, Rich- 
mond, Va. Edward Acree, ae. Spot $41,270. 
Gillette Co., Safety Razor Div. 
Gillette Park, Boston 6. J. J. Lambert, ass¢ 
adv m—safety-razor div. 

Agencies: Maxon, Detroit (razors, blades, 
shaving cream), Lou R. Maxon, Searle 
Hendee, aes; Cohen & Aleshire, NYC 22 
(safety knife). $9,730. 

Gillette Labs. Div. Merchandise Mart, 
Chicago 54. J. W. Dickinson, brand sup. 
Agency: North, Chi. (Thorexin). Spot 
$440,150. 

Gilmar Record Co. 

Agency: Gilbert, Van Nuys, Calif. Martin 
Gilbert, ae. Spot $80,950. 

Gimbel Brothers, Inc. 

Broadway at 33rd St., NYC, 1. Paul Le 
blanc, adv m. 

Agencies: Greenthal, NYC 22; Telesales, 
NYC 1. Spot $112,470. 

Glamorene, Inc. 

175 Entin Rd., Clifton, N. J. Maxwell Sil- 
verstein, adv m. 

Agency: Dunay, Hirsch & Lewis, NYC 16, 
(r&tv). Spot $455,600. 

Gus Glaser Meat Co. 

Ft. Dodge, Towa. Bob Glaser, adv sup. 
Agency: Truppe, LaGrave & Reynolds, Des 
Moines, Carter Reynolds, ae. Spot $25,850. 


Glidden Co. 

900 Union Commerce Bldg., Cleveland 14. 
G. F. Greve Jr., adv m—food; Tully H. 
Turney, adv m—paint. 

Agency: Meldrum & Fewsmith, Cleveland, 
W. K. Northrup, ae—food; R. Lechner, 
ae—paint. Spot $197,790. 


Globe Brewing Co. 

327 S. Hanover, Ba!timore 1. 

Agency: Applestein Levinstein & Golnick, 
Baltimore, Morton Levinstein, ae. Spot $25,- 
100. 


Godchaux Sugars, Inc. 

Carondelet Bldg., New Orleans. Alvin Siev- 
ert, adv sup. 

Agency: Fitzgerald, New Orleans, Mildred 
Thomas, ae. Spot $133,530. 
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Goebel Brewing Co. 
2001 Rivard St., Detroit 7, Mich. Arnold 
C. Graham Jr., dir adv & sls prom. 
Agency: Campbell-Ewald, Detroit, Tom 
Sculthorpe, ae. Spot $91,670. 

M. K. Goetz Brewing Co. 

601 Albermarle, St. Joseph 1, Mo. R. Jor- 
nayvaz, adv m. 

Agencies: J. W. Shaw, Chi. (Country Club 
Malt Liquor, Goetz Beer). Spot $500,000. 
Albert F. Goetze Co. 

2401 Sinclair Lane, Baltimore. Lester Burn- 
ham, adv sup. 

Agency: Patz, Baltimore, Harry J. Patz, ae. 
Spot $39,920. 

Gold Medal Candy Corp. 

2856 W. 8th St., Brooklyn 24, N. Y. Tico 
Bonomo, adv m. 

Agency: MI.W&S, NYC 22, Les Dunier, ae. 
Spot $350,000. 


Gold Seal Co. 

Bismarck, N. D. 

Agency: Campbell-Mithun, Minneapolis, 
B. E. Howard, ae. Spot $378,825. 


Golden Dipt Mfg. Co. 

Merchants Exchange Bldg., St. Louis 10. 
Agency: Block, St. Louis. Ed Doney, ae. 
Spot $40,130. 


Golden Grain Macaroni Co. 

1111 139th Ave., San Leandro, Cal. 
Agency: McCann-Erickson, San Francisco. 
Spot $307,620. 


Good Humor Corp. 

46-81 Metropolitan Ave., Brooklyn 37, 
N. Y. George C. Neumann, vp adv. 
Agency: MJ&A, NYC 22, Spot $56,780. 


B. F. Goodrich Co. 

500 S. Main, Akron 18. F. T. Tucker, d 
adv; Glenn E. Martic, adv m—B. F. Good- 
rich Tire Co.; R. O. Howard, adv m— 
B. F. Goodrich Tire Co.; W. F. Garlow, 
B. F. Goodrich Footwear & Flooring, Wa- 
tertown 72, Mass. 

Agencies: BBDO, NYC 17 (passenger car 
tires). Griswold Eshleman, Cleveland 
(industrial prds, Associated tires & acces- 
sories), FC&B, Chi. (footwear & flooring). 
Spot $265,000. 


Goodyear Tire & Rubber Co. 

1144 E. Market, Akron 16, Ohio. K. C 
Zonsius, dir adv; D. T. Buchanan, m adv 
& sls prom; Bruce Wert, asst m adv & sls 
prom; G. G. Cartwright, adv m—gen prds; 
H. F. Cook, adv m—tires. 

Agencies: Y&R, NYC 17 (auto tires & 
tubes, tv), Walter Nield, ae; Kudner, NYC 
(aircraft, aviation prds, ind. prds, films & 
flooring, foam prds, chemical, truck farm 
& bilte tires, rims), James Black, ae; 
Compton, NYC (shoe prds), Jack P. Rees, 
ae. Spot $74,980. 


Gordon Baking Co. 

2303 E. Vernor, Detroit 7. G. P. Kemnitz, 
chg adv. 

Agency: Doner, Detroit, Spot $401,180. 


Gordon Foods Co. 

1075 Sylvan Road S.W., Atlanta. H. 
Arnold, adv & sls prom m. 

Agency: Kirkland White & Schell, Atlanta 
3. Spot $153,440. 

Gordon’s Quality Jewelers 

111 Magic Parkway, Atlanta, H. Arnold, 


adv & sp m. 
Agency: Kirkland White & Schell, At- 









lanta 3, Frank White, ae. Spot $153,440. 
Gordy Tire Co. 

151 14th St., N.W., Atlanta. Wilson Green, 
adv sup. 

Agency: Denton, Atlanta, Phil Denton, ae, 
Spot $27,530. 

John Graf Co. 

4040 W. Greenfield Ave., Milwaukee 15, 
J. W. Graf, dir adv & sls. 

Agency: Al Herr, Milwaukee 2. Spot $42,- 
580. 

Grand Central Markets 

9 So. and Main, Salt Lake City. Clarence 
Kelsch, adv sup. 

Agency: Gardiner, Hal Gardiner, ae. Spot 
$21,840. 

Grand Union Stores 

100 Broadway, E. Paterson, N. J. 
Agency: Hartman, NYC 20, A. B. Modell, 
ae. Spot $80,960. 

Granny Goose Foods Co. 

916 98th St., Oakland 3, Calif. Robert 
Frank, adv sup. 

Agency: Harris, Harlan, Wood div, FRC&H, 
San Francisco. Spot $22,740. 

W. T. Grant Co. 

1441 Broadway, NYC 18. J. R. Rowen, 
adv m. Spot $43,510. 

Grant Co. of Chicago 

2735 N. Ashland Ave., Chicago. 

Agency: Mohr & Eicoff, Chi., Allen Schull- 
man, ae. Spot $298,570. 

Gravy Master Co., Inc. 

43-44 2Ist St., Long Island City 1, N. Y. 
Agency: Croot, NYC 36. Spot $36,530. 
Gray Drug Stores, Inc. 

2400 Superior, Cleveland. Max Balkin, 
adv m. 

Agency: McCann-Erickson, Cleveland, John 
Kimsella, ae. Spot $94,350. 

Great A & P Tea Co. 

420 Lexington Ave., NYC 17. 

Agency. Gardner, NYC. Spot $1,125,780. 
Great Northern Railway 

175 E. 4th St., St. Paul 1. C. W. Moore, 
exec asst, pr & adv. 

Agency: Forney, Minneapolis, E. E. Forslin, 
ae, Spot $211,440. 

Green Colonial, Inc. 

322 S.W. 3rd, Des Moines 7. Murray Good- 
man, adv sup. 

Agency: Fairall, Des Moines, Spot $23,000. 
Green Hill Super Markets 

1122 Penn St., St. Joseph, Mo. James S. 
Johnson, adv sup. 

Agency: Fletcher, Wessel & Enright. St. 
Joseph, R. W. Fletcher, ae. Spot $57,020. 
William Gretz Brewing Co. 

1536 Germantown Ave., Philadelphia 22. 
Agency: Zubrow, Philadelphia. Spot $24,- 
170. 

Greyhound Corp. 

140 S. Dearborn, Chicago 3. Verne F. 
Kelley, vp adv & pr. 

Agency: Grey, NYC 22, John A. Kuneau, 
ae. Spot $245,790. 


Griffin Mfg. Co. 

Muskogee, Okla. Henry H. Crone, sup adv. 
Agency: Potts-Woodbury, Kansas City, Mo. 
E. A. Warner, ae. Spot $58,270. 

Grocery Store Products Co. 

West Chester, Pa. 

Agencies: Frank, Chi. (Foulds macaroni) ; 
Bates, NYC 19 (Kitchen Bouquet, Cream 





e 


Pos 


FB SY w S & 


7 


pau, 


rdv. 
Mo. 


si) ; 
eam 












of Rice, B&B mushrooms). Spot $292,270. 

Guisti Baking Co.—Bunny Bread 

1707 Purchase Street, New Bedford, Mass. 

Joseph Guisti, adv sup. Spot $54,350. 

Guif Guarantee Land Co. 

1771 N. Tamiami Trail, Ft. Meyers, Fla. 

Charles D. Burdette, adv m. 

Agencies: Venze, Baltimore; Cantor, Phila- 

delphia. Spot $267,500. 

Gulf Oil Corp. 

Gulf Bldg, Pittsburgh 30. B. W. S. Dodge, 

dir adv & sls prom; J. L. Hanna, med m. 

Agency: Y&R, NYC 17, T. W. Clark, ae. 

Spot $823,010. 

Gulf States Utilities 

446 North Blvd., Baton Rouge, La. Jack 

Worthy, adv sup. Spot $46,670. 

Gunther Brewing Co. 

1211 S. Conkling St., Baltimore 24. 

Agencies: L&N, NYC; Goldman-Shoop, 

Pittsburgh (Fort Pitt beer). Spot $588,210. 

Guys Potato Chip Co. 

2215 Harrison, Kansas City 8, Mo. Guy 

L. Caldwell, p chg adv & sls. 

Agency: Potts-Woodbury, Kansas City, Mo. 

Spot $38,590. 

Gwaltney, Inc. 

Smithfield, Va. Howard W. Gwaltney, p & 

adv m. 

Agency: Zimmer, McClaskey-Frank, Rich- 

mond, Va. Spot $35,180. 

Haberle Congress Brewing Co., 
Inc. 

500 Butternut St., Syracuse 8. Robert Craw- 

ford, adv m. 

Agency: Barlow, Syracuse. Spot $42,820. 

Habitant Soup Co. 

Commercial St., Manchester, N. H. 

Agency: Hutchinson, Boston, Charles F. 

Hutchinson, ae, Spot $103,370. 

Haffenreffer & Co., Inc. 

30 Germania St., Boston 30. 

Agency: Dowd, Boston. Spot $181,440. 

Hafner Coffee Co. 

Etna, Pa. 

Agency: Goldman & Shoop, Pittsburgh. 

Spot $29,810. 

Hagan Chemicals & Control, Inc. 

Hagen Center, Route 60, Campbell Run, 

Pittsburgh 30. Robert P. Newcomer, adv 


m. 

Agency: KM&G, Pittsburgh, William Kros- 
ke, ae. Spot $95,530. 

Harold Hahn Co. 

153 Washington Ave., New Haven, Conn. 
Fred Bruns, adv sup. 

Agency: Marketing, Inc., New Haven. Spot 
$172,360. 

Hall Bros. Dairies 

Norman Bridge Rd., Montgomery, Ala. 
E. Donald Hall, adv sup. Spot $48,510. 


Martin L. Hall Co. 

365 C St., Boston 27. Crawford Ferguson, 
adv m. 

Agency: Chirurg, Boston. Spot $41,040. 
Hambro Automotive Corp. 

27 W. 57th St., NYC 19. 

Agency: Mathes, NYC, 16. Spot $26,330. 


Theo. Hamm Brewing Co. 

720 Payne Ave., St. Paul 1. Charles T. 
Adams, dir adv. 

Agency: Campbell-Mithun, Minneapolis, 
E. W. Munsell, Paul Morgan, aes. Spot 
$1,821,880. 








Hammer Beverage Co. 

7 Fountain St., Brooklyn, N. Y. David 
Rascoss, p chg adv. 

Agency: Greenfield, NYC 18. Spot $161,- 
880 


Peter Hand Brewery Co. 

1000 W. North Ave., Chicago 22. Thierry 
McCormick, dir adv. 

Agency: BBDO, Chi., Gerry Gazlay, ae. 
Spot $174,000. 

Hanover Canning Co. 

Hanover, Pa. George Lawrence, adv m & 
sls m. 

Agency: APCL&K, Philadelphia, H. Ed 
Walpert, ae. Spot $23,680. 

Hansen Baking Co. 

600 First St., N., Seattle. 

Agency: QBA. Spot $39,880. 

A. S. Harrison Co. 

South Norwalk, Conn. 

Agency: Hoyt, NYC 17, A. W. Fargo Jr., 
R. M. Anrig, aes. Spot $331,590. 
Hassenfield Bros., Inc. 

Broad St., Central Falls, R. I., Merrill 
Hassenfield, adv m. 

Agency: Grey, NYC 22. Spot $211,390. 
Hats, Inc. 

79 W. Monroe St., Chicago, D. Stuart, adv 
sup. 

Agency: M. M. Fisher. Spot $22,250. 
Hawaii Brewing Co., Ltd. 

721 Kapiolani Blvd., Honolulu. Vince Pur- 
cell, adv sup. 

Agency: Holst & Male, Honolulu, H. V. 
Beazlie, ae. Spot $33,270. 

Hawaiian Pineapple Co., Ltd. 





5th & Virginia Sts., San Jose 8, Calif. 
Hal Griswold, adv dir. 

Agency: FC&B, San Francisco, Charles 
Cooney, ae. Spot $188,080. 

Haxton Foods, Inc. 

Maple Ave., Oakfield, N. Y. Donald B. 
Powell, sec, adv & sls prom m. 

Agency: Gotthelf & Weil, Buffalo, Stephen 
Gotthelf, ae. Spot $66,490. 

Hecht’s Bakery, Inc. 

7th & Shelby Sts., Bristol, Tenn. Spot 
$34,140. 

Henry Heide, Inc. 

313 Hudson St., NYC 13. 

Agency: Kelly Nason, NYC 17. Spot $54,- 
630. 

G. Heilman Brewing Co. 

1027 S. Third, La Crosse, Wis., Earle Al- 
bright, adv m. 

Agency: McCann-Erickson, Chi., Tobin 
Carlin, ae. Spot $184,110. 

Heiner’s Bakery 

1321 Washington Ave., Huntington, W. Va. 
George Heiner, adv sup. 

Agency: McCormack, Huntington, John J. 
McCormack, ae. Spot $46,650. 


H. J. Heinz Co. 

1062 Progress, Pittsburgh 30. W. H. Persh- 
all, m adv. 

Agency: Maxon, Detroit, Hunter Hendee, 
ae. Spot $28,040. 


Hekman Biscuit Co., Div. United 
Biscuit Co. of America 

310 28th St., S.E., Grand Rapids, Mich. 

Alan R. Ryan, mkt m. 

Agency: Hartman, Chi., George H. Hart- 
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man Jr., ae. Spot $137,280. 
George W. Helme 

9 Rockefeller Plaza, NYC 20. P. J. Neu- 
mann, vp & sec chg adv. 

Agency: C&W, NYC 16. Spot $246,070 
Helperize Paint Co. 

2890 E. 83rd St., Cleveland 18. 

Agency: Geist, Sylvester & Walsh, Cleve- 
land, 15, Donald R. Allen, ae. Spot $28,300. 
Henderson Sugar Refinery, Inc. 
749 S. Peters, New Orleans 9. 

Agency: Walker Saussy, New Orleans. 
Spot $31,750. 

Henke & Pillot Co. 

Houston. 

Agency: Aylin, Houstin, Bob Aylin, ae. 
Spot $24,640. 

Hereford Heaven Co. 

121 S.W. 3rd St. Oklahoma City. Fred 
Farha, adv sup. 

Agency: Pate, Oklahoma City, Mrs. Stan 
Pate, ae. Spot $56,430. 

Herrud Meat Products Co. 

542 Grandville, S.W., Grand Rapids. Tom 
Flynn, adv sup. 

Agency: Wallace-Blakeslee, Grand Rapids, 
Don Wallace, ae. Spot $35,880. 

Hertz Corp. 

218 S. Wabash. Chicago 4. Andrew S. 
Gantner, adv m; Thomas T, Stafford, ass¢ 
adv m. 

Agency: NC&K. Spot $1,500,000. 
Heublein, Inc. 

330 New Park Ave., Hartford, Conn. Ed- 
ward G. Gerbie, vp adv; Frank C. Mar- 
shall, adv m. Robert W. Honer, asst adv 
dir; Norman Young, asst adv m. 

Agency: FRC&H, NYC 19, John M. Van 
Horson, Carl W. Plahaty Jr., aes. Spot 
$1,123,310. 

Hiland Potato Chip Co. 

2923 Rockingham Rd., Davenport, Iowa. 
Roy E. Murray, adv sup. 

Agency: Ramsey, Davenport, Paul F. 
Downing, ae. Spot $53,280. 

Hilex Co. 

319 E. Kellogg Blvd, St. Paul 1. Asa A. 
Eldredge, p chg adv. 

Agency: Colle & McVoy, Minneapolis. 
Spot $40,700. 

L. A. Hill Co. 

2155 Oak Lawn, Dallas. L. A. Hill, adv 
sup. 

Agency: DeJernett, Dallas, Burke Gilliam, 
ae. Spot $22,500. 

Hills Bros. Coffee, Inc. 

2 Harrison St., San Francisco 19. T. C. 
Wilson, vp, dir adv. 

Agency: Ayer, San Francisco. Spot $1,125,- 
760. 

Hinky Dinky Stores 

711 S. 11th St., Omaha. Bill Bigger, adv 
sup. 

Agency: Universal, Omaha, M. Rosenberg 
ae. Spot $25,820. 

Charles E. Hires Co. 

206 South 24th St., Philadelphia 3. George 
F. Finnie, dir adv & merc. 

Agency: Maxon, NYC 22, Red Champigny, 
ae. Spot $69,710. 

Hirsch Bros & Co., Inc. 

1400 Cedar St., Louisville 3. Harold R. 
Webner, dir adv. 

Agency: Becker, Louisville. Spot $23,040. 
Hodge Products 
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P. O. Box 411, Toledo, John Buckingham, 
O, sup adv. 

Agency: Wyse, Cleveland, Marc Wyse, 
ae. Spot $166,320. 

Hoffman Beverage Co. 

400 Grove, Newark 6, N. J. Walter Hartig, 
adv m. 

Agency: Grey, NYC 22, William Adler, ae. 
Spot $142,400. 

Hoffman-Hayman Coffee 

601 Delaware, San Antonio 6. R. W. Men- 
ger, exec vp & adv m. 

Agency: Conroy, San Antonio, Spot $42,- 
790. 

Holland Furnace Co. 

Holland, Mich. F. D. Boudeman, adv m. 
Agency: Lindeman, Holland, Mich. Spot 
$27,380. 

Holloway Co. 

308 West Ontario, Chicago 10. John Hoer- 
man, adv sup. 

Agency: Hartman, Chi., George Hartman, 
ae. Spot $42,330. 

Hollywood Brands, Inc. 

Chestnut & Calumet, Centralia, Il. Ronald 
C. Martoccio, asst adv m. 

Agency: Grubb & Petersen, Champaign, 
Ill., Dale Arvidson, ae. Spot $254,180. 
Holsum Baking/Bakeries 

Agency: QBA, NYC, Spot $1,083,050. 
Hood Chemical Co. 

80 Rittenhouse Pl., Ardmore, Pa. J. H. 
Rosfeld, adv m. 

Agency: Pritchard Daniels & Dreher, Ard- 
more. Spot $63,120. 

H. P. Hood & Sons, Inc. 

500 Rutherford Ave., Boston 29. Paul B. 
Eaton, adv m. 

Agency: K&E, Boston. Spot $299,450. 
Hoover Co. 

North Canton, Ohio. Wilbur C. Jones, adv 
m. 

Agency: Burnett, Chi. 1, Carlton Zucker, 
ae. Spot $207,730. 

Horn & Hardart Baking Co. 

208 S. Warnock, Philadelphia 7. 
Agency: Clements, Philadelphia. Spot $27,- 
320. 

Hospital Care Assn. 

655 Salem Ave., Dayton, Ohio. 

Agency: Keelor & Stites, Cincinnati, Dave 
Clark, ae. Spot $50,190. 

Hot Shoppes 

5161 River Rd., Bethesda, Md. 

Agency: Ver Standig, Washington, Sam 
Knick, ae. Spot $87,910. 

Houbigant Sales Corp. 

539 W. 45th St., NYC 36. Robert G. Spen- 
cer, dir adv & pr. 

Agency: Ellington, NYC 17. Spot $66,460. 


Household Finance Corp. 

Prudential Bldg., Chicago 1. Alfred G. 
Waach, dir adv. 

Agency: NL&B, Chi., Vinton Hall, Harry 
Kinzie, aes. Spot $1,340,800. 


Howard Stores Corp. 

40 Flatbush Ave. Extension, Brooklyn 1. 
Agency: MW&S, NYC, Charles L. Roths- 
child, ae. Spot $242,340. 


Hubley Co. 

200 Fifth Ave., NYC. 

Agency: DDB, NYC, Herb Hahn, ae. Spot 
$139,740. . 


Hudepoh! Brewing Co. 









40 E. McMichen Ave., Cincinnati 10, 
Agency: Stockton, West & Burkhardt, Cin- 
cinnati. Spot $109,830. 
Hudson Pulp & Paper Co. 
477 Madison Ave., NYC 22. E. A. Allen, 
mkt m. Spot $559,610. 
Humble Oil & Refining Co. 
Houston. R. M. Gray, coord adv & sls prom. 
Carter div., Tulsa, Okla. & Billings, Mont. 
F. VanIderstine, adv m. 
Agency: McCann-Erickson, Chi., Foster 
Wick, ae. Spot $288,000. 
Esso Standard div., 15 W. 5lst St., NYC 
R. M. Gray, adv & sls prom m. 
Agency: McCann-Erickson, NYC, A. B. 
Godshall, mgt serv dir. Spot $4,550,900. 
Humble div., Houston 1. S. K. Britt, ady 
& sls prom m. 
Agency: McCann-Erickson, Houston, Joseph 
P. Wilkinson, ae. Spot $575,000. 
Hunt Foods & Industries, Inc. 
1747 W. Commonwealth Ave., Fullerton, 
Calif. Whitney Drayton, dir adv & pr; 
Fritz Ohliger, adv m. 
Agency: Y&R, LA, James Armstrong, a 
sup; Edward Shaw, ae. Spot $52,850. 
Hunter Packing Co. 
1214 N. 2nd St., E. St Louis, Ml. F. A 
Hunter Jr., p, gen m, adv m, gen sls m. 
Agency: Baker, Johnson & Dickinson, Mil- 
waukee, Spot $35,010. 
Hytex Chemical Co. 
598 Tuckahoe Rd., Yonkers, N. Y. M. 
Adelman, adv sup. Spot $235,800. 
IXL Food Co. 
1314 First Ave., San Leandro, Calif. 
Agency: Compton, San Francisco. Spot 
$412,630. 
Idaho Power Co. 
1220 Idaho, Boise. Gilbert Stanton, adv 
sup, Spot $22,110. 
Ideal Baking Co. 
Tyler, Tex. Ray Vanderpool, adv sup. 
Agency: Purnell-QBA, Dallas. Spot $50,- 
000. 


Ideal Dairy 
201 S. E. 8th St., Evansville, Ind. Carl 
Fisher Jr., sup adv. Spot $32,710. 


Ideal Toy Corp. 

200 Fifth Ave., NYC 10. Melvin Helitzer, 
dir adv & pr. 

Agency: Grey, NYC 22, Richard Mantell, 
ae. Spot $268,520. 


Illinois Bell Telephone Co. 

212 W. Washington, Chicago 6. Walter A. 
Lehnert, adv m. 

Agency: Ayer, Chi, Spot $112,000. 


Illinois Meat Co. 
3939 Wallace, Chicago 9. M. H. Stons, sls 


m. 
Agency: Meyerhoff, Chi. Spot $86,680. 


Illinois Power Co. 
500 S. 27th St., Decatur, Ill. Henry Hewey, 
adv sup. Spot $20,820. 


lll. State Toll Highway 
Commission 

East-West Tollway & Midwest Road, Hins- 

dale, Ml. 

Agency: Caples, Chi. Donald J. Powers, 

exec vp. Spot $48,750. 


Imperial Sugar Co. 

Sugar Land, Tex. 

Agency: Tracy-Locke, Dallas, Morris Hite, 
ae. Spot $221,730. 
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Independent Grocers Alliance of 
America 

131 S. Wabash Ave., Chicago 3. O. W. 

Johler, vp adv & mkt. 

Agency: Florey, Chi., George F. Florey, ae. 

Spot $254,010. 

Indiana Bell Telephone Co. 

Indianapolis. 

Agency: JWT, Chi. Spot $73,290. 

International Breweries, Old 
Dutch Div. 

Jefferson & Clinton Sts. Findlay, Ohio. 

Agency: Marcus, Cleveland, Donald H. 

Marcus, ae. Spot $53,200. 

International Harvester Co., Farm 
Equipment Div.—Dealers 

180 N. Michigan Ave., Chicago 1. J. L 

Pettit, adv sup. 

Agency: AFM&H, Chi., Dix Harper, ae. 

Spot $300,000. 

International Latex Corp. 

350 Fifth Ave., NYC 1. David Ketner, vp 

chg adv; Phil Katzev, adv m—pharma- 

ceuticals; Henry Nachmon Jr., tv adv m— 

Playtex prds. 

Agencies: Reach, McClinton, NYC 22, 

Bernard Lewy, Edward Haggerty, aes; 

Bates, NYC 19, Charles Hirth Jr., William 

Ennis, aes; Baker, NYC 19, Charles Ben- 

nett, ae; Brown & Butcher, NYC 20, Ralph 

Tassanari, ae. Spot $7,381,340. 

International Milling Co. 

1200 Investors Bldg., Minneapolis 2. R. E. 

Thompson, adv m. 

Agency: Kastor, Chi., John T. Urice, a sup; 

N. C. Wolf, ae. Spot $915,440. 

International Parts Corp. 

4101 W. 42nd Pl. Chicago 32. 

Agency: Rosenbloom, Chi. Spot $102,490. 

International Shoe Co. 

1509 Washington Ave., St. Louis 3. A. L. 

Johnson, dir adv; C. A. Mueller, asst dir 

adv; M. H. Cable, adv m—Roberts, John- 

son, Rand div; C. E. Leinauer, adv m— 

Friedman-Shelby div; L. C. Hoppe, adv m 

—Peters div. 

Agency: Krupnick, St. Louis, Lee Cavan- 

augh, Harvey Brown, aes. Spot $966,700. 

Interstate Bakeries Corp. 

12 E. Armour Blvd., Kansas City 11, Mo. 

E. B. Hueter, adv m; Dick Brunnenkant, 

asst adv m. 

Agencies: Potts-Woodbury, Kansas City. 

H,C.H, LA (Log Cabin bread). H,C,H, 

San Francisco (Blue Seal bread), D-F-S, 

San Francisco. Spot $586,800. 

Interstate Life & Accident 
Insurance 

Chattanooga. David F. Johnson, adv sup. 

Agency: Denton, Atlanta, Phil Denton Sr., 

ae. Spot $21,790. 

lodent Chemical Co. 

2233 Park Ave., Detroit 1. L. Weisberg, 

p chg sls & adv. 

Agency: Executive, Chi., E. Grusin, ae. 

Spot $47,510. 

lowa Electric Light & Power 

Cedar Rapids, Iowa. Sutherland Dows, adv 

sup. 

Agency: Ambro, Cedar Rapids, Milton 

Kapp, ae. Spot $61,460. 

lronrite, Inc. 

322 Cass Ave., Mt. Clemens, Mich. L. E. 

Clancy, adv & sls prom m. 

Agency: McLeod, Detroit 16, Clarence J. 

McLeod, ae. Spot $21,960. 


4. F. G. Coffee Co. 

Knoxville, Tenn. 

Agency: Clarke, Atlanta. Spot $75,010. 
Jack's Cookie Co. 

2266 N. 3rd St. Baton Rouge. William 
MacNaughton, adv sup. 

Agency: Fitzgerald, New Orleans, Joe L. 
Killeen, ae. Spot $54,870. 

Jackson Brewing Co. 

620 Decatur, New Orleans 7. Robert J. 
Fabacher, vp & adv m. 

Agency: Fitzgerald, New Orleans, Joseph 
Epstein, ae. Spot $1,034,720 (company), 
$201,140 (distributor). 

Oswald Jaeger Baking Co. 

918 W. Somers St., Milwaukee. Armin 
Jaeger, sup adv. 

Agency: QBA, Ralph Usifer, ae, Spot 
$93,050. 

Jacobs Packing Co. 

1416 Adams, Nashville. Otto Jacobs, adv m. 
Agency: Fields, Nashville. Spot $23,510. 
Jenney Mfg. Co. 

250 Boylston, Chestnut Hill 67, Mass. 
Agency: Griswold Eshleman, Cleveland, 
Kenneth W. Akers, ae. Spot $303,010. 
Andrew Jergens Co. 

2535 Spring Grove, Cincinnati 14. William 
Hausberg, vp chg adv. 

Agency: C&W, NYC 16, F. Stanley New- 
bery Jr., ae. Spot $2,555,000. 

J. D. Jewell, Inc. 

Gainesville, Ga. Jack Prince, vp mkt. 
Agency: Crawford & Porter, Atlanta. Harry 
Crawford, ae. Spot $21,870. 


Jewell Tea Co., Inc. 

Melrose Park, Ill. F. Sikorski, adv m—route 
dept; J. Klinge, sls prom m & adv m— 
stores dept. 

Agency: North, Chi. Spot $171,620. 
Jiffy Products 

Manchester, N. H. 

Agency: O’Leary, Boston, William Oran- 
burg, ae. Spot $155,530. 

Johnson & Johnson 

George & Hamilton Sts., New Brunswick, 
N. J. J. E. Burke, vp chg merc & adv; I. A. 
Quackenboss, prd group dir—baby prds; 
R. J. Shaw, prd group dir—Band Aid; A. L. 
Gardner, R. G. Schoel, R. B.. Thompson, 
R. H. Johnson, prd dirs—baby prds; H. L. 
Farlow, prd dir—Band Aid. 

Agency: Y&R, NYC 17. Spot $168,800. 


$s. C. Johnson & Son, Inc. 

1525 Howe, Racine, Wis. Douglas L. Smith, 
adu. & merc dir; C. A. Stangby, med m; R. 
H. Deihl, H. D. Wakefield, L. R. Peterson, 
R. E. Dobson, J. B. Rasmussen, prd ms. 
Agencies: Needham, Louis & Brorby, Chi. 
(Glo-Coat, Pride, Stride), Daniel E. Welch, 
a sup. FC&B, Chi. (automotive prds, Klear 
Floor Wax, Raid), G. W. Belsey Jr., a sup. 
B&B, NYC 19 (Johnson Elec. Polisher- 
Scrubber, Glade, Pledge, Beautiflor liquid 
wax & paste wax), F. W. Lanigan, a sup. 
Spot $1,098,880. 

Howard Johnson’s 

Wollaston 70, Mass.; 45 Rockefeller Plaza, 
NYC. 

Agency: Ayer, NYC 20. Spot $218,890. 


KLM Royal Dutch Airlines 

609 Fifth Ave, NYC 17. Hans C. A. 
Fischer, adv m, 

Agency: EWR&R, NYC 17, John M. 
Keavey, ae. Spot $33,140. 


E. Kahn’s Sons Co. 

3241 Spring Grove Ave., Cincinnati 25. J. 
Arthur Silberhorn, vp mkt. 

Agencies: Associated, Cincinnati, Dwight 
Mitchell, ae; Goulder, Cleveland, R. Gould- 
er, ae. Spot $145,960. 

Kal Kan Foods, Inc. 

3363 E. 45th St., LA 58. Hy Freedman, vp, 
sls m & adv m. 

Agency: Stromberger, La Vene, McKenzie, 
LA. Spot $22,690. 

Kas Potato Chip Co. 

Centralia, Ill. J. W. Phoenix, p, adv m, 
sls m. 

Agency: Lynch & Hart, St, Louis, Tom 
Dailey, ae. Spot $20,060. 

Katz Drug Co. 

1130 Walnut St., Kansas City 6, Mo. Wayne 
Butler, adv m. 

Agency: Allmeyer Fox & Reshkin, Kansas 
City 12, Robert Shaw, ae. Spot $22,130. 
Kayser-Roth Hosiery Co., Inc. 

200 Madison Ave., NYC 16. Basil Thomsen, 
adv & sls prom dir—Esquire div; Murray 
Rudomin, adv & sls prom dir—Fruit of the 
Loom and unbranded divs. 

Agency: Daniel & Charles, NYC. Spot 
$1,000,000. 

Keebler Biscuit Co. 

Aero Dr. & Ellicott Creek Rd., Cheek- 
towaga, N. Y. B. N. Grossman, adv m. 
Agency: Rumrill, Buffalo, J. G. Wells, ae. 
Spot $413,560. 

Kellogg Co. 

235 Porter, Battle Creek, Mich. Ralph P. 
Olmstead, vp chg adv; Harold M. List, vp 
& adv m—Kellogg sls; D. F. Brown, A. J. 
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Finley, W. M. Pierce, T. E. Tinsley, asses 
to adv m. 

Agency: Burnett, Chi., Roy S. Lang, ae. 
Spot $5,988,600. 

Kelly Food Products, Inc. 

305-25 W. Cerro Gordo, Decatur, Ill. S. 
Walter Tick, sec chg adv & sls. 

Agency: Grubb & Petersen, Champaign, 
IL, B. Michaels, ae. Spot $27,730. 
Kendall Mfg. Co. 

125 Lawrence St., Lawrence, Mass. 
Agency: O'Leary, Boston, Wm. Oranburg, 
ae, Spot $39,600. 

Kendall Refining Co. 

77 N. Kendall Ave., Bradford, Pa. H. P. 
Pruch, adv m. 

Agency: Barber & Drullard, Buffalo, H. L. 
Barber, ae. Spot $29,600. 

Kennecott Copper Corp. 

161 E. 42nd St., NYC 17. C. T. M. Jaeger, 
adv m. 

Agency: C&W, NYC 16, A. W. Franzheim, 
ae. Spot $36,250. 

Kenner Products, Inc. 

912 Sycamore, Cincinnati. Robert L. Stein- 
er, dir adv, 

Agency: Sive, Cincinnati, Robert Granner, 
ae. Spot $252,000. 

Kent Feeds 

Muscatine, Iowa. 

Agency: Lyon, Cedar Rapids, Iowa. Spot 
$29,590. 

Kern’s Bakery 

Abingdon Hwy., Bristol, Va. 

Agency: Huster, Knoxville, Edwin C. 
Huster, ae. Spot $43,430. 

Kerr-McGee Oil Industries, Inc. 
Kerr-McGee Bldg, Oklahoma City 2. G. W. 
Williams Jr., adv m. 

Agency: Lowe Runkle, Oklahoma City, 
Monty Mann, Vern Morelock, aes. Spot 
$57,000. 

Keyes Fibre Co. 

Waterville, Me. J. S. Parsons, adv m. 
Agency: Cabot, Boston, Joseph R. Wallace, 
ae. Spot $13,415. 

Keystone Camera Co. 

Hallet Square, Boston 24. A. V. Scalingi, 
dir adv sls prom & pub. 

Agency: Bresnick, Boston, James S. Mor- 
genthal, ae. Spot $212,920. 

Keystone Steel & Wire Co. 

Peoria 7, Ill. Harold L. Coons, adv m. 
Agency: F&S&R, Chi. (consumer). Spot 
$212,920. 

Kilpatrick’s Bakeries, Inc. 

1312 E. 8th St., Oakland, Cal. Harold Kil- 
patrick, adv sup. 

Agency: Reinhardt, Oakland, Emil Rein- 
hardt, ae. Spot $216,490. 

Cc. M. Kimball Co. 

131 State St., Boston 9. 

Agency: Hutchinson, Boston. Spot $64,530. 
King’s Department Store 

828 State St., Springfield, Mass. Laura 
Giuggio, adv sup. 
Agency: Hi Neigher, 
Neigher, ae. Spot $50,000. 
King Midas Flour Mills 

660 Grain Exchange, Minneapolis 15. W. 
O. Stack, adv m. 

Agency: Pidgeon Savage & Lewis, Minne- 
apolis, Bruce Sielaff, ae. Spot $26,780. 


King Scoopers, Inc. 
Agency: Adv. Unlimited, Denver, Larry L. 


Springfield, Hi 
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King, ae. Spot $198,730. 

Kingsbury Breweries Co. 

901 Marshall, Manitowoc, Wis. C. G. Weber, 
adv m. 

Agency: Barnes, Milwaukee, John Barnes, 
ae. Spot $98,120. 

G. R. Kinney Corp. 

221 Fourth Ave., NYC 3. C. J. Hannon, adv 
& sls prom m. 

Agency: Sawdon, NYC 22. Spot $319,010. 
Kitchens of Sara Lee 

5353 Elston Ave., Chicago 30. Kenneth A. 
Harris, adv dir. 

Agency: C&W, Kenneth Mason, a sup; 
Gilbert Banks, ae. Spot $131,970. 

Kitty Clover, Inc. 

2200 S. 24th St., Omaha. Spot $69,510. 
Kiwi Polish Co. 

Pottstown, Pa. 

Agency: Cohen & Aleshire, NYC, H. B. 
Cohen Jr., ae. Spot $27,520. 
Knickerbocker Plastic Co. 

LA, Calif. 

Agency: Hixon and Jorgensen, LA, Paul 
Keye, ae. Spot $27,600. 

Knot Mfg. Co. 

411i Powhatten, Lester, Pa. Spot $45,650. 
Knox Gelatine Co., Inc. 

13 Knox Ave., Johnstown, N. Y. 

Agency: Hoyt, NYC 17, E. W. Hoyt, ae. 
Spot $362,500. 

Knudson Creamery Co. 

1974 Santee, LA 11. 

Agency: Heintz & Co., LA, Herbert Dickow, 
Peter Heintz, aes. Spot $28,980. 
Koester’s Bakery 

650 Lexington St., Baltimore. 

Agency: Jones, Carroll Jones, ae. Spot 
$105,960. 

Koret of Calif., Inc. 

611 Mission, San Francisco 5. 

Agency: Wyman, San Francisco, Jack 
Wyman, ae. Spot $27,900. 

S. S. Kresge Co. 

2727 Second St., Detroit 32. W. F. Crissman, 
adv m. 

Agency: MJ&A, Bloomfield Hills, Mich. 
Spot $48,620. 

Krey Packing Co. 

3607 N. Florissant Rd., St. Louis 7. John 
K. Stephens, vp, dir pr, adv & sls; Paul S. 
Carothers, adv & sls prom m. 

Agency: D’Arcy, St. Louis, Roger Bacon, ae. 
Spot $101,150. 

Kroger Co. 

1014 Vine St., Cincinnati 2. R. W. Godley, 
dir adv & sls prom; W. J. Sanning, m adv 
& sls prom. 


Agency: Campbell-Mithun, Minneapolis. 
Spot $1,232,020. 

Kuner-Empson Co. 

Brighton, Colo. 

Agency: Rippey, Henderson, Bucknum, 


Denver, C. G. Henderson, ae. Spot $28,460. 


Kyanize Paints, Inc. 

2nd & Boston Sts., Everett 49, Mass. H. E. 
MacInnis Jr., adv m. 

Agency: Walther, Boston, E. C. 
more, ae. Spot $60,480. 


John Labatt, Ltd. 

London, Ont., Canada. 

Agency: Ellis, Buffalo, Maxwell] Ellis, ae. 
Spot $260,960. . 

Lamour Hair Products, Inc. 


Whitte- 


542 Craven, Bronx 59, N. Y. 

Agency: Radar, NYC 19. Spot $131,150, 

Langendorf United Bakeries, Inc. 

1160 McAllister, San Francisco 15. Nor- 

man FE, Mork, adv m. 

Agencies: Y&R, San Francisco (Langen- 

dorf Div.), James McManus, ae. Atherton 

Mogge Privett, Inc. LA (Barbara Ann), T. 

Scholts, ae. Lennen & Newell, San Fran- 

cisco (Butter Nut Div. & Hollywood Bread 

Div.), Stan Colberson, ae. Richard N. Melt- 

zer Adv., San Francisco (Holsum Bread 

Div.), John Bodnar, ae. Spot $799,360. 

Lanolin Plus, Inc., for Diversified 
Cosmetics of Amer. 

37 Empire St., Newark 12, N. J. Theodore 

Braude, dir adv. 

Agency: EWR&R, NYC 17, Ray Ender, ae. 

Spot $3,047,290. 

Lan-O-Sheen, Inc. 

804 Finch Bldg, St. Paul 1. 

Agency: Bozell & Jacobs, Minneapolis, Sam 

Kaufman, ae. Spot $55,210. 

Lanvin Parfums, Inc., Antoine 

deParis, Inc. 

767 Fifth Ave., NYC 22. E. L. Cournand, 

p, sup adv, 

Agency: Cohen & Aleshire, NYC (r&ty). 

Spot $784,780. 

V. LaRosa & Sons, Inc. 

473 Kent Ave., Brooklyn 11, N. Y. Vincent 

S. LaRosa, adv m. 

Agency: Hicks & Griest, NYC 17. Spot 

$621,690. 

Larsen Co. 

314 N. Broadway, Green Bay, Wis. Don 

Fairbarn, adv m & merc m. 

Agency: Campbell-Mithun, Minneapolis, 

Robert B. Pile, ae. Spot $52,340. 

Larus & Brother Ce., Inc. 

22nd & Cary, Richmond 17, Va. J. Sam 

Fouts, adv m. 

Agency: Cargill, Wilson & Acree, Rich- 

mond, Robert A. Wilson, ae. Spot $20,710. 

La Touraine Coffee Co. 

291 Atlantic Ave., Boston 10. A. E. Peterson, 

adv & sls m. 

Agency: Hoag & Provandie, Boston, Bill 

Washburn, ae. Spot $136,580. 

H. W. Lay & Co., Inc. 

4950 Peachtree Indl. Blvd., Chamblee, Ga. 

Lymon Hall, vp merc & adv m. 

Agency: LNB&L, Atlanta, C. K. Liller, Paul 

Patterson, aes. Spot $186,348. 

Lay Packing Co. 

Knoxville, Tenn. Joe Lay, adv sup. 

Agency: Lavedge & Davis, Arthur Lavedge, 

ae, Spot $42,900. 

Lee Optical Co. 

1426 Dragon St., Dallas. 

Agency: Mayfair Assoc., Robert L. Wood, 

ae. Spot $87,780. 

Lee Rubber & Tire Corp. 

Conshohocken, Pa. Frank X. Hines, adv m. 

Agency: Grey & Rogers, Philadelphia. Spot 

$84,690. 

Leonard Refineries 

Alma, Mich. T. E. Bennett, adv sup. 

Agency: Aves, Grand Rapids, Wesley Aves, 

ae. Spot $141,870. 

Leslie Salt Co. 

505 Beach, San Francisco 11. 

Agency: D-F-S, San Francisco, Vernon 

Norris, ae. Spot $241,400. 

Lestoil, Inc. 
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$60,000 church fire, on Du Pont 931, was aired on WMBD-TV before many viewers knew it had happened! 


News, sports or special features... ‘We get it fast, 
and we get it right, on Du Pont 930 and 931 Film.” 


“Frankly, we wouldn’t use any other motion picture film,” 
says News Director Charles F. Harrison, Jr., of award-win- 
ning WMBD.-TV, Peoria, Ill. “Experience has shown that 
we get what we’re after, using 930 and 931—no matter what 
the assignment. In any light or weather, these films consist- 
ently deliver the fine grain, proper contrast and shadow 
definition so essential for good TV transmission.” 


Twice cited by the Radio and Television News Directors 
Association in their first year of operation for outstanding 


news coverage, WMBD-TV will shoot 390,000 feet of 





Cameramen Richard Pitschke (left) and Charles Carson (right) confer with News 
Director Harrison before beginning work on a new documentary. (Call-letters on 
hood of mobile unit are reversed to read correctly in rear-view mirror.) 


Du Pont film this year. “When we began operations less 
than 3 years ago,” recalls Mr. Harrison, “we were deter- 
mined to offer our viewers the best in program quality. 930 
and 931, by constantly meeting the high photographic stand- 
ards we set, have been a real help in building our audience.” 


Mr. Harrison is also impressed with the extreme speed 
with which these Du Pont films can be processed. “When 
news breaks minutes before air time,” he observes, “it’s nice 
to know you can have it on the air while it’s still hot. We've 
often had to force these rugged Du Pont films, cutting proc- 
essing time in half with no appreciable loss of quality. For 
my money, 930 and 931 are the finest all-around films avail- 
able at any price.” 

If versatility, dependability and high picture quality are 
among your motion picture needs, there’s a Du Pont film to 
fill the bill. To learn more about them, contact the nearest 
Du Pont Sales Office, or write E. I. du Pont de Nemours & Co. 
(Inc.), Photo Products Dept., Wilmington 98, Delaware. 


REG. u $. pat. OFF 


Better Things for Better Living 
... through Chemistry 
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5) Garfield, Holyoke, Mass. Eleanor Miller, 
adv m. 

Agency: Sackel-Jackson, Boston, 
Heath, ae. Spot $18,132,030. 
Lever Bros. 

390 Park Ave., NYC 22. Samuel Thurm, 
adv vp; Howard Eaton, med dir; George 
Beyer Jr., Ernest Whitney, D. F. Bland, 
Otto Ritzmann, J. G. Gammel, J. R. Ed- 
miston, W. H. Scully, J. R. Larson, G. F. 
Cech, J. J. Kelley, R. A. Wright, prd ms— 
soaps and detergents; C. Brink, C. E. 
Palmer, R. H. MacLachlan, C. G. McNaull, 
prds ms—food div.; E. F. Ramsey, prd m 
—AirWick; Bobb Slattery, prd m—Pepso- 
dent paste & powder; J. K. Verden, prd 
m—Stripe; David Burge, prd m—brushes 
& antiseptic; H. M. Shayne, prd m—Dove. 
Agencies: JWT, NYC 17 (Lux, Hum, 
Stripe), A. Butler, ae. K&E, NYC 17 
(Praise, Handy Andy, Spry & Liquid Spry, 
Dinner Redy), R. Burton, ae. NL&B, NYC 
19 (All, Swan Liquid), E. Kenly, ae. 
BBDO, NYC 17 (Surf, Gayla, Wisk), C. 
Newton, ae. SSC&B, NYC 22 (Silver Dust, 
Breeze, Lifebuoy, Rinso Blue, Rinso soap), 
E. Dooley, ae. OB&M, NYC 17 (Good 
Luck margarine, Lucky Whip, Dove), E. 
Stowell, ae. FC&B, NYC 17 (Imperial mar- 
garine, Pepsodent prds, AirWick), R. Tay- 
lor, ae. Spot $14,118,940. 

Levering Coffee Co. 

1200 66th St., Baltimore 24. 

Agency: Applestein, Levinstein & Golnick, 
Baltimore, Leon S. Golnick, ae. Spot $36,- 
560. 

Lewis Food Co. 

817 E. 18th St., LA 21. D. B. Lewis, p & 
adv m. 

Agency: Rickett Lauritzen, LA, Don Lau- 
ritzen, ae. Spot $622,000. 

Lewis Howe Co. 

319 S. Fourth St., St. Louis 2. James H. 
Howe III, vp chg adv; L. Mabry, adv m. 
Agency: McCann-Erickson, Chicago. Spot 
$74,360. 

Liberty Life Insurance Co. 

Box 660, Greenville, S. C. John V. Blalock, 
asst vp & adv m. 

Agency: Merrill Anderson, NYC, Daniel 
M. Hodges, ae. Spot $77,000. 

Liebmann Breweries, Inc. 

36 Forrest, Brooklyn 6, N. Y. William L. 
Dye, adv m. 

Agency: FC&B, NYC 17, Frank Delano, ae. 
Spot $534,749. 

Liggett & Myers Tobacco Co., Inc. 
630 Fifth Ave. NYC 20. Lawrence W. 
Bruff, adv dir. 

Agencies: McCann-Erickson, NYC 17 
(Chesterfield, Oasis), C. Terrence Clyne, 
a sup; D-F-S, NYC 17 (L & M), Clifford 
L. Fitzgerald, a sup. Spot $2,943,590. 
Lily Mills Co. 

Shelby, N. C. 

Agency: Bennett, High Point, N. C. Spot 
$24,710. 


Lincoln Homes, Inc. 

716 Ross Rd., Columbus, Ohio. 

Agency: Jay Reich, Pittsburgh 19, Jay S. 
Reich, ae. Spot $20,470. 

Lincoin Income Life Insurance Co. 
Louisville 3, Ky. L. A. Olges, sec. 

Agency: Becker, Louisville. Spot $30,270. 
Lion, Inc. (Gibbons Brewery) 

700 N. Pennsylvania Ave., Wilkes-Barre. 


Donald 








20 YEARS 
OF SERVICE 
TO MUSIC 


en continues to be one of the basic theme songs at BMI. Not 
only are its facilities offered to its TV licensees, but to producers, advertising 
agencies and their clients, TV film distributors, music conductors, directors 
| and everyone in TV concerned with music and programming. This service 
| is apparent in the day to day activities of BMI and is provided in many forms, 
such as: 

e Assistance in the selection or creation of music for theme, background, 

bridge, cue or incidental mood music. 
| @ Aid in music clearance. 


e@ Help in protecting music ownership rights. 
| @ Answers to questions concerning copyrights, music right for future 


residual usage and help in solving all other problems concerning the use 
of music in TV. 




















BMI 1960 PRESIDENTIAL PACKAGE 


New, timely, election-year half hour scripts with back- 
ground, color, personalities, oddities, the intriguing 
stories of past elections, odd and interesting facts about 
our chief executives, their hobbies, early jobs, love for 
sports, etc., plus photos and reproductions of sheet music 
with fascinating stories of the songs that played roles in 
America’s political history. © 

Available without charge to all stations as a public 
service. 


TELEVISION Séete4 BOOK 


Practical working scripts for the presentation of songs 
in dramatic, comic and pictorial fashion. Song hits as 
weil as the standard favorites are developed into photo- 
genic sketches which can be used effectively as complete 
musical shows, as production numbers in variety shows, 
or for scene-setting segments. Look for the BMI TV 
Sketchbook when it reaches your station each month. 


Let BMI give you the TV Music Story. Call or write 
BMI TV SERVICE department. 


589 FIFTH AVENUE, NEW YORK 17, N. Y. 
NEW YORK © CHICAGO @ HOLLYWOOD © TORONTO © MONTREAL 
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James Swartz, adv m. 

Agency: Gann, Scranton. $101,800. 

Loew’s Theatres, Inc. 

1540 Broadway, NYC 36. Ernest Emerling, 

adv m & dir pub. 

Agency: Donahue & Coe, NYC 20, Lloyd 

Seidman, ae. Spot $106,480. 

Lone Star Brewing Co. 

600 Simpson, San Antonio 6. Robert O. 

Holleron, adv dir. 

Agency: Glenn, Dallas, Ward M. Wilcox, 

ae. Spot $403,700. 

Lone Star Gas Co. 

310 S. Harwood, Dallas 1. Neal Hall, adv 

dir. 

Agency: EWR&R, Dallas, Alex G. Pappas, 

ae. Spot $200,730. 

Long-Bell Lumber Co. 

R. A. Leng Bldg, Kansas City, Mo. Tom 

Hope, adv m. 

Agency: Ford, Enid, Okla. Spot $40,450. 

P. Lorillard Co. 

200 E. 42nd St., NYC 17. Thomas Tausig, 

adv m; George Whitmore, brand adv m; 

Richard Kieling, dir mkt research; Arthur 

Freitag, adv analyst. 

Agency: L&N, NYC 17. Spot $4,177,170. 

Louisiana State Rice Milling Co., 
Inc. 

Abbeville, La. Charles R. Godchaux, vp adv. 

Agency: Fitzgerald, New Orleans, Joseph 

H. Epstein, ae. Spot $212,240. 

Louison’s Pharmaceuticals 

10 S. llth Ave., Evansville, Ind. 

Agency: R. Malcolm Koch, Lowell East- 

ham, ae. Spot $22,480. 

Joe Lowe Corp. 

601 W. 26th St. NYC 1. Max Liebman, 

adv m. 

Agency: Gardner, NYC, M. A. Umans, ae. 

Spot $101,670. 

Frederick F. Lowenfels & Son 

16 Jay St., NYC 13. 

Agency: Pace, NYC. Spot $50,610. 

Lucky Lager Brewing Co. 

2601 Newhall, San Francisco 19. 

Agency: McCann-Erickson, San Francisco, 

Burton C. Granicher, ae. Spot $641,870. 


Ludens, Inc. 

200 N. Eighth, Reading, Pa. Charles W. 
Guilder, vp chg sls. 

Agency: Mathes, NYC 16, Wilfred King, 
ae. Spot $55,000. 


Lustig Food Sales 

48 High St., Brockport, N. Y. 

Agency: Storm, Rochester, N. Y., Morry 
Storm, ae. Spot $39,630. 


MFA Mutual Insurance Co. 
1505 W. Broadway, Columbia, Mo. Judd 
Wyatt, dir adv. Spot $117,260. 


M. J. B. Co. 

665 Third St., San Francisco 7. Paul H. 
Beuter, adv m. 

Agency: BBDO, San Francisco, Hal Chase, 
ae, Spot $1,505,720. 


M&M's Candies, Div. Food Mfrs., 
Inc. 

High St., Hackettstown, N. J. Robert Oram, 

vp chg sls & adv. 

Agency: Bates, NYC 19, William Craigie, 

ae. Spot $1,940,990. 

Mackle Co., Inc. 

2828 Coral Way, Miami 34. 

Agency: Spire, Coral Gables, Fla., William 
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Spire, ae. Spot $20,170. 

Maco Toys, Inc. 

276 Nostrand Ave., Brooklyn 5. 

Agency: Friend-Reiss, NYC, Ed Ratner, ae. 
Spot $35,600. 

R. H. Macy & Co., Inc. 

151 W. 34th St., NYC. Chas. Vercelli, adv 
bus m; Morris Rosenblum, creative adv m. 
Spot $175,900. 

Madera Bonded Wine & Liquor Co. 
1310 Russell, Baltimore 30. Wilma Clark, 
am. 

Agency: Applestein, Levinstein & Golnick, 
Baltimore. Spot $31,950. 

Magnolia Stone of Kentucky 
Louisville, Ky. Ralph Seebert, adv sup. 
Agency: Tel-Ra, Louisville, Ed B. Brown- 
stein, ae. Spot $32,260. 

Maiden Form Brassiere Co. 

200 Madison Ave., NYC 16. Gerald Shapiro, 
adv m. 

Agency: NC&K, NYC 22, H. G. Bissenger, 
ae. Spot $813,550. 

Maine Potato Committee 

P. O. Box 632, Presque Isle, Me. 
Agency: Dowd, Boston. Spot $27,990. 
Malt-O-Meal Co. 

1212 Foshay Tower, Minneapolis 2. Ruth 
A. Otis, adv m. 

Agency: Campbell-Mithun, Minneapolis, F. 
Blake Cox, ae. Spot $512,360. 
Manchester Hosiery Mills 

350 Fifth Ave., NYC 1. Larry B. Marks, 
dir adv & sls prom. 

Agency: Bahn, Boston. Spot $21,950. 
Mangels, Herold Co. 

Key Highway & Boyle St., Baltimore 30. 
Walter B. Mangels Jr., p, adv & sls m. 
Agency: Buddemeier, Baltimore, Harry W. 
Buddemeier, ae. Spot $145,440. 
Manhattan Coffee Co. 

301 S. Eighth St., St. Louis 2. 

Agency: Rutledge & Lilienfeld, St. Louis. 
Elliott R. Davies, ae. Spot $190,530. 
Manhattan Shirt Co. 

444 Madison Ave., NYC 22. Eric Younger, 
dir adv. 

Agency: Daniel & Charles, NYC 16, Daniel 
Karsch, ae. Spot $51,503. 

Mann’s Potato Chip Co. 

2215 Adams PI., N.E., Washington. Frank 
E. Mann, adv sup. 

Agency: Ferguson, Washington, Courtland 
D. Ferguson, ae. Spot $96,410. 


Manor Baking Co. 

3500 Manor Way, Dallas. N. B. Clinch, p. 
Agency: Crook, Dallas, Wilson Crook Sr., 
ae. Spot $55,700. 


Manufacturers Light & Heat Co. 
Union Trust Bldg., Pittsburgh 19. William 
T. Hicks Jr., adv m. 

Agency: KM&G, Pittsburgh, E. H. Pfund, 
ae. Spot $61,560. 

Maola Milk & Ice Cream Co. 

New Bern, N. C. Spot $29,590. 


Jordan Marsh Co. 
450 Washington, Boston 7. Ellsworth B. 
Lawrence, adv m. 


Agency: Frank, Boston, Ruby Newman, ae. 


Spot $338,850. 
Marshall Field & Co. 


111 N. State, St. Chicago 90. Carl D. 


Guldager, vp adv & pr—retail div. 


Agency: McCann-Erickson, Chi. Spot $52,- 








080. 


Martinson’s Coffee, Inc. 

190 Franklin, NYC 13. 

Agencies: Al Paul Lefton, NYC; Anderson 
& Cairns, NYC. Spot $237,160. 

Louis Marx Co. 

200 Fifth Ave., NYC 10. Charles D. Marx, 
adv m. 

Agency: Bates, NYC, S. J. Radzwiller, ae, 
Spot $426,690. 

Mary Ellen, Inc. 

2323 Fourth St., Berkeley 10, Cal. Robert 
Bailey, adv & sls m. 

Agency: GB&B, San Francisco, Robert 
Whitehead, ae. Spot $55,080. 

T. Marzetti Co. 

E. Broad St., Columbus, Ohio. 

Agency: Byer & Bowman, Columbus, James 
Kelso, ae. Spot $65,940. 
Massey-Ferguson, Inc. 

Racine, Wisc. S. S. Roberts, gen adv m. 
Agency: NL&B, Chi., George W. Oliver, ae. 
Spot $33,500. 

Master Bronze Powder Co. 

538-548 W. State, Calumet City, Il. 
Agency: Stern, Walters & Simmons, Chi. 
Lee J. Walters, ae. Spot $29,120. 
Matson Navigation Co. 

215 Market, San Francisco 5. Richard H. 
King, adv & sls dir; Jerome Parker, adv m. 
Agencies: F&S&R, San Francisco (mainland 
adv), John Leghy, ae; Holst & Male, Hono- 
lulu (Hawaiian adv). Spot $24,290. 
Mattel, Inc. 

5051 Rosecrans Ave., Hawthorne, Calif. 
Stanley Taylor, adv m. 

Agency: Carson/Roberts, LA, Ralph Car- 
son, ae. Spot $150,000. 

Earl E. May Seed Co. 

Shenandoah, Iowa. W. V. Overby, adv m. 
Agency: Allen & Reynolds, Omaha. Spot 
$24,890. 

Maybelline Co. 

5900 Ridge Ave., Chicago 26. T. L. Williams 
Jr., vp, sec & asst adv m. 

Agency: Best, Chi. Spot $1,118,029. 
Oscar Mayer & Co. 

1241 N. Sedgwick, Chicago 10. Carl C 
Mayer, vp chg adv—Madison, Wis; William 
B. Walrath Jr., adv m—Madison, Wis. 
Agencies: JWT, Chi., Arthur Towell, Madi- 
son. Spot $586,750. 

Mayfield Dairy Products 

Athens, Tenn. 

Agency: Huster, Knoxville. Spot $20,490. 
Maytag Co. 

Newton, Iowa. Ralph Nunn, adv m. 
Agency: Burnett, Chi., Charles Jones, ae. 
Spot $221,090. 

McCall Corp. 

320 Park Ave., NYC 17. Stanley Frankel, 
vp, Lenore Hershy, g prom m, 

Agency: Grey, NYC, Richard Martell, ae. 
Spot $29,500. 

McCormick & Co., Inc. 

McCormick Bldg., Baltimore 2. Charles F. 
Mattern, adv m. 

Agencies: L&N, NYC 17 (extracts & coffee), 
Winston Butz, ae; DCS&S, NYC 36 (Fur 
Soft drink, Fluffy instant mashed potatoes). 
Spot $239,720. 

Sam McDaniel & Sons, Inc. 
Bedford, Va. 

Agency: Cargill, Wilson & Acree, Rich 
mond. Edward Acree, ae. Spot $62,930. 
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McGarvey-Atwood Coffee Co. 

1129 Currie Ave., Minneapolis 3. 

Agency: Pidgeon, Savage & Lewis, Minne- 

apolis, Bruce Sielaff, ae, Spot $21,030. 

McKesson & Robbins, Inc. 

Grasmere Ave., Bridgeport 9. Donald C. 

Berry, vp chg adv, 155 E. 44th St., NYC 36. 

Agency: D-F-S, NYC 17. Spot $392,080. 

Mead Baking Co. 

Wichita Falls, Tex. Ted Webber, adv m. 

Agency: Hughes, B. J. Hughes, ae. Spot 

$107,130. 

Medomak Canning Co. 

Rockland, Me. Frederic H. Bird, adv m. 

Agency: CWSC&M, Boston. Spot $21,320. 

Megowan Educator Food Co. 

27 Lackson St., Lowell, Mass. 

Agency: Dowd, Boston. Spot $42,950. 

Megs Macaroni Co. 

Harrisburg, Pa. 

Agency: Weightman, Philadelphia, S. A. 

Tannenbaum, ae. Spot $144,630. 

Melnor Industries, Inc. 

Moonachie, N. J. 

Agency: Smith/Greenland, NYC, Martin 

L. Smith, ae. Spot $153,590. 

Melville Shoe Corp. 

25 W. 43rd, NYC 36. 

Agencies: DDB, NYC; LaRoche, NYC. 

Spot $111,880. 

Mennen Co. 

Hanover Ave., Morristown, N. J. William 

G. Mennen Jr., vp adv; C. G. Trundle, prd 

m—baby line; F. T. Kelly, prd m—men’s 

line; W. J. Brodbeck, prd m—men’s line. 

Agency: Grey, NYC (baby line, Quinsana, 

electric pre-shave lotion, Mennen’s Afta 

Shave, Foam, men's talcs, tube shave and 

all tv adv). Spot $43,970. 

Mentholatum Co. 

1360 Niagara St., Buffalo 13. James J. 

Devlin Jr., vp & adv m. 

Agency: JWT, NYC. Spot $22,630. 

Merck & Co., Merck, Sharp & 
Dohme Div. 

640 N. Broad, Philadelphia 30, John A. 

Wells, adv d; Edward J. Connor, adv m. 

Agencies: Hoyt, NYC, J. R. Roberts, ae; 

DCS&S, NYC, Joel Jacobs, ae. Spot $27,- 

600. 

Metropolitan Dairy Inst. 

NYC. 

Agency: McCrary, NYC, Jerome Starbuck, 

ae, Spot $23,400. 

Metz Brewing Co. 

210 Hickory, Omaha 8. Francis M. Curran, 

adv m, Spot $59,070. 

H. H. Meyer Packing Co. 

2115 Linn, Cincinnati 14. Roy H. Clark, 

adv m. 

Agency: Perry-Brown, Cincinnati, Robert 

Wilkins, ae. Spot $84,190. 

Miami Margarine Co. 

5226 Vine, Cincinnati 17, Elmer L. Weber, 

dir sls & adv. 

Agency: Jones, Cincinnati, Stanley A. Wil- 

ler, ae. Spot $24,510. 

Michigan Bell Telephone Co. 

1214 Griswold, Detroit 26. F. E. Smykla, 

adv m; A. E. Pond, adv m. 

Agency: Ayer, Detroit. Spot $279,470. 

Micro-Lube Distributors 

8505 Directors Row, Dallas 35, J. Marvin 

Larkin, adv sup. 

Agency: Grant, Dallas, William Allen, ae. 


Spot $57,260. 

Midland Bakeries Co. 

600 S. Jefferson, Peoria 6, Ill. James C. 

Cable, p, adv & sls m. 

Agency: Rutledge & Lilienfeld, St. Louis. 

Gerald P. Deppe, ae. Spot $92,460. 

Midland Pharmacal Corp. 

45 W. 45th St., NYC 36. 

Agency: Street & Finney, NYC 36. Spot 

$92,460. 

Midwest Houses, Inc. 

P. QO. Box 334, Mansfield, Ohio. Tom G. 

Barber, vp & dir sls & adv. 

Agency: Swink, Marion, Ohio, Marion 

Burton, ae. Spot $26,030. 

Louis Milani Foods, Inc. 

12312 W. Olympic Blvd., LA 64. Marvin 

D. Lasky, adv m. 

Agency: Donahue & Coe, LA, James 

Loughran, ae. Spot $52,180. 

Miles Laboratories, Inc. 

1127 Myrtle, Elkhart, Ind. P. L. Shupert, 

vp chg U.S. sls & adv. 

Agencies: Wade, Chi., Hal H. Thurber, ae; 

Wade, LA (Miles Calif. Co.), Forrest F. 

Owen Jr., ae. Spot $7,830,830. 

Milk Foundation, Inc. 

28 E. Huron, Chicago 11. 

Agency: McCann-Erickson, Chi. Spot $30,- 

260. 

E. B. Millar Coffee Co. 

1822 Blake, Denver 2. C. J. Donnelly, adv 

sup. 

Agency: Bradley Lane, Denver, Bradley 

Lane, ae. Spot $32,080. 

Miller Brewing Co. 

4000 W. State, Milwaukee 1, Wis. Edward 

G. Ball, dir adv & sls prom; Jack A. 

Swedish, nat adv m; George F. Gill, John 

R. Wickstrom, Oscar R. Boock, in-mke 

adv ms. 

Agency: Mathisson, Milwaukee, C. A. 

Mathisson, ae. Spot $511,110 (company), 

$159,210 (distributors). 

Minneapolis Rrewing Co. 

1215 Marshall, N.E., Minneapolis. Luke L. 

Laskow, adv m. 

Agency: Knox Reeves, Minneapolis. Howard 

Jones, ae. Spot $313,210 (company), $46,- 

690 (distributors). 

Minnesota Consolidated 
Canneries, Inc. 

738 Baker Bldg., Minneapolis 2. 

Agency: Forney, Minneapolis. Spot $26,- 

620. 

Minnesota Mining & Mfg. 

900 Bush Ave., St. Paul 6. 

Agency: MJ&A, Bloomfield Hills, Mich. R. 

Garrison, ae. Spot $501,010. 

Minute Maid Corp. 

Orlando, Fla. Walter A. Bonvie, adv dir. 

Agencies: Bates, NYC 19 (Minute Maid), 

Wilham L. Musser, ae. D-F-S, NYC. (Hi-C 

fruit drinks), Raymond Ruffley, ae. KHC- 

C&A, NYC 22 (Snow Crop juices), Benson 

Bieley, ae. Spot $1,822,880. 


Mission Macaroni Co. 

1016 8th Ave. S., Seattle. Paskey De 
Domenico, p chg sls & adv. 

Agency: McCann-Erickson, San Francisco, 
Spot $100,570. 


Mission Pak 

125 E. 33rd St., LA 11. Albert Waxenberg, 
adv sup. 

Agency: Pflaum, Beverly Hills, Stanley 
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Pflaum, ae, Spot $82,840. 

Missouri Farmers’ Assn. 

201 S. Seventh, Columbia, Mo. Jack Stuf- 
flebam, dir adv—farm supplies. Spot $43,- 
870. 

Mode O’Day Corp. 

8487 W. 3rd St., LA 48. H. H. Lindstrom, 
dir adv. 

Ageney: Lansdale, LA. Spot $23,610. 
Mogan David Wine Corp. 

3737 S. Sacramento, Chicago 32. Bernard 
J. Wiernik, vp sls & adv. 

Agency: Weiss, Chi. Spot $94,250. 
Mohawk Airlines, Inc. 

Oneida County Airport, Utica, N. 
Howard W. Ostrom, g sis m. 

Agency: Farquhar, Utica, John T. Farqu- 
har, ae. Spot $39,200. 

Molson’s Brewery, Ltd. 

1555 Notre Dame St., West Montreal 24, 
Quebec, Can. J. P. Rogers, adv m; L. A. 
Wainwright, adv m—Toronto, Ont. 
Agency: Fay, Albany, N. Y. (U. S. adv) 
Spot $211,650. 

Monarch Wine Co., Inc. 

4500 Second Ave., Brooklyn 32. 

Nort Wyner, dir sls & adv. 

Agency: Gumbinner, NYC 21. Spot $1,- 
000,000. 

Monmouth Canning Co. 

P. O. Box 940, Portland, Me. Chester 
Soule, adv sup. 

Agency: O’Brien, Robert F. O’Brien, ae. 
Spot $52,740. 

Monsanto Chemical Co. 

800 N. Lindbergh Blvd., St. Louis 66. 
Agencies: Gardner, St. Louis; French, St. 
Louis. Spot $128,012. 

Montana-Dakota Utilities 

831 2nd Ave. S., Minneapolis 2. 

Agency: Nelson, Minneapolis, Ken Nelson, 
ae. Spot $21,330. 

Montgomery Fair 

22 N. Court St., Montgomery, Ala. Spede 
Bryan, adv sup. Spot $39,600. 
Montgomery Ward & Co. 

619 W. Chicago Ave., Chicago 7. W. T. 
Powers, retail sls prom m; J. A. Martin, 
med dir; D. L. Glasell, retail tv sup. Spot 
$595,890. 


Philip Morris, Inc. 

100 Park Ave., NYC 17. Roger M. Greene, 
vp adv; Perry Leary, brand m—Marlboro; 
Blake Henry, brand m—Philip Morris; 
Jack Landry, brand m—Parliament; Alan 
Beck,brand m—Benson & Hedges. 
Agencies: Burnett, Chi. (Marlboro, May- 
field, Philip Morris), Owen Smith, ae; 
B&B, NYC 19 (Parliament), C. Blagden, 
ae. DDB, NYC 36 (Benson & Hedges), 
Charles Rollins, ae. Spot $4,387,270. 
Morrison Co., Inc. 

110 Tasker, Philadelphia 7. 

Agency: Rose-Martin, NYC. Spot $22,510. 
Morton Mfg. Corp. 

2101 Hudson, Lynchburg, Va. John C. 
Knight, vp, adv. Spot $34,340. 

Mountain States Tel & Tel 
Telephone Bldg., Denver 2. S. J. Boulier, 
adv m. 

Agency: Rippey, Henderson, Bucknum, 
Denver, J. S. Holme, ae. Spot $150,000. 


Moxie Co. 
290 Reservoir, Needham Heights 94, Mass. 
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Agency: Campbell, Emery, Haughey & 
Lutkins, Boston, Wm. Haughey, ae. Spot 
$25,120. 

Cc. F. Mueller Co. 

180 Baldwin Ave., Jersey City 6, N. J. M. 
O’Rourke, adv m. 

Agency: DCS&S, NYC 36, Eugene Hul- 
shizer, ae. Spot $332,600. 

Multiple Products Co. 

NYC. 

Agency: Barron, Boston 16, Ray Barron, ae. 
Spot $25,650. 

Mural Stone, Inc., of Columbus 
Columbus, Ohio. Larry Palitz, adv sup. 
Agency: Dodsworth, Falck & Hutchison, 
Columbus. Bob Hutchison, ae. Spot $81,250. 
Arthur Murray School of Dancing 
11 E. 43rd St., NYC 17. Arthur Murray, p. 
Agency: Donahue & Coe, NYC, Spot $38,- 
800. 

Mutual Distributing Co. 

1120 Capitol Ave., Omaha. 

Agency: Universal, Omaha, Millard Rosen- 
berg, ae. Spot $20,580. 

Mutual of Omaha 

33rd and Farnam, Omaha 1. H. C. Carden, 
vp, dir adv. 

Agency: Bozell & Jacobs, Omaha. Spot 
$22,160. 

Mutual Service Insurance Cos. 
1919 University Ave., St. Paul, Minn. James 
Torres, adv dir. 

Agency: Kerker Peterson, Minneapolis, Al 
Sandvik, ae. Spot $34,000. 

Mystik Adhesive Products, Inc. 
2634 N. Kildar Ave., Chicago 39, Edwin 
F. Kusek, dir retail adv. 

Agency: Hartman, Chi., Rowland Laugh- 
lin, ae. Spot $246,490. 

Myzon, Inc. 

3129 W. 47th, Chicago 32. Bud Goldstein, 
adv m. 

Agency: Henri, Hurst & McDonald, Chi. 
Spot $35,620. 

Naas Foods, Inc. 

Portland, Indiana. 

Agencies: Western, Chi.; Hutchinson, Bos- 
ton. Spot $34,250. 

Nalley’s, Inc. 

3410 S. Lawrence, Tacoma 1. R. T. Ross, 
adv m,. 

Agency: Pacific National, Seattle, Frank 
Horsley, ae. Spot $264,860. 
Narragansett Brewing Co. 

Elmwood Sta., Providence 7. John W. 
Haley, vp & adv m. 

Agency: DCS&S, NYC, Robert C. Kelly, 
ae. Spot $605,000. 


Nash’s Coffee, Inc. 

1745 University Ave., St. Paul 4. A. A. 

Anderson, adv sup. 

Agency: Campbell-Mithun, Minneapolis, 

William Peck, ae. Spot $198,710, 

National Assn. of Insurance 
Agents 

96 Fulton St., NYC 38. James R. Mathews, 

adv m & sls m; Joseph E. Vincent, chmn 

adv comm, 209 S. Main St., Bryan, Tex. 

Agency: Doremus & Co., NYC, Franklin 

E. Schaffer, ae. Spot $582,920. 


National Biscuit Co. 

425 Park Ave., NYC 22. Nile E. Cave, vp 
sls adv & mkt; Harry F. Schroeter, dir g 
adv dept; Craig S. Carragan, adv dir; Jeff- 
rey S. Milam, adv m; Robert G. Criar, 


adv m; Samuel B. Haines, adv m; William 

J. Hecker, adv m—spec prds div. 

Agencies: McCann-Erickson, NYC, (crack- 

ers, cookies, Millbrook bread), A. J. Roby 

Jr., mgt serv dir; David M. Ricaud, a dir, 

K&E, NYC 17 (cereals, dog food), L. D, 

Griffith, a sup. Bates, NYC 19 (Dromedary 

prds, Bev Fizz drink), R. S. Congdon, a 

sup. Spot $2,130,880. 

National Brewing Co. 

3720 Dillon, Baltimore 24. H. E. Hudgins, 

dir adv, 

Agencies: W. B. Doner, Baltimore, Herb 

Fried, ae. W. B. Doner, Detroit. Spot $1,- 

258,700. 

National Dairy Products Corp. 

260 Madison Avenue, NYC 16. 

Agencies: Ayer, NYC (Sealtest prds); 

JWT, Chi. (Kraft foods). Spot $1,445,980, 

National Lead Co. 

111 Broadway, NYC 6. T. Howard Sarine, 

adv m; Edward A. Olson, asst adv m. 

Agency: McCann-Marschalk, NYC, William 

Sansing, ae. Spot $200,000. 

National Life & Accident Ins. Co., 
Inc. 

National Bldg., Nashville 3, Tenn. Powell 

Stamper, asst vp, adv. 

Agency: Noble-Dury, Nashville, W. M. 

Holder, ae. Spot $129,160. 

National Life Underwriters Ins. 

Agency: Noble-Dury, Jane Dowden, ae. 

Spot $189,630. 

National Presto Industries, Inc. 

Eau Claire, Wis. W. R. Lindsay, m adv & 

pub. 

Agency: Keyes, Madden & Jones, Chi. 

Spot $204,400. 

National Shoe Stores, Inc. 

595 Gerard Ave., Bronx 51. Fred Siegel, 

chg adv. 

Agency: MW&S, NYC, Milton Guttenplan, 

ae. Spot $58,500. 

National Tea Co. 

1000 N. Crosby, Chicago 10. V. S. Bauman, 

vp nat adv & merc. 

Agency: Lilienfeld, Chi., C. H. Lilienfeld, 

ae. Spot $497,900. 

National Trailways Bus System 

1012 14th St., NW, Washington 5. F. H. 

McIntosh, sec treas gm adv & sls, 

Agency: Sanders Adv. Service, Dallas, John 

Pauling, ae. Spot $33,380. 

Nationwide Insurance Co. 

246 N. High, Columbus 16, Ohio. George 

W. Campbell, adv dir. 

Agency: Ben Sackheim, NYC, Bill Pitts, 

ae. Spot $239,630. 

Nebraska Consolidated Mills Co. 

1521 N. 16th, Omaha 2. 

Agency: Robert Luckie, Birmingham, Ala. 

Spot $24,840. 

Nebraska Dairy Products 

Holdredge, Neb., Robert Miller, adv sup; 

Paul E. Freygang, sls m. Spot $29,120. 

Nestle Co., Inc. 

White Plains, N. Y. R. C. Shropshire, vp 

mkt; Richard F, Goebel, adv m. 

Agencies: McCann-Erickson, NYC (Nest 

le’s EverReady cocoa, Quik, Chocolate 

bars, Semi Sweet Morsels, Cookie mix, 

Nestle’s instant coffee, Nestea, Decaf), J. 

Beresford, A. Munro, J. Trieb, D. Cornish, 

N. Hovde, aes. Esty, NYC 17 (Nescafe, 

Maggi’s & Nestle’s bouillon cubes, Maggi 

seasoning), W. Wulfeck, G. Kaufman, aes. 
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For Members of Advertising Agen- 
cies and Advertisers, this summer 
project: Pulse invites all users of 
Pulse data, subscribers and non-sub- 
scribers alike, to participate in a re- 
warding project closing September I. 
Just answer . . 


“HOW I USE PULSE DATA TO 
SOLVE A SPECIFIC PROBLEM.” 
A letter of around 400 words will do, 
no thesis! And a committee of experi- 
enced judges will pick the 20 best an- 
swers, announce who won what Oct. 
1, as Pulse enters its 20th yecr of serv- 
ice: 


e Frank G. Boehm, Vice President 
Research-Promotion-Advertising 
Adam Young Companies 


@ Daniel Denenholz, Vice President 
Research-Promotion 
The Katz Agency, Inc. 


e W. Ward Dorrell, Vice President 
Research director, John Blair & Co., 
Blair TV, Blair Television Associates 


© Robert M. Hoffman, Director 
Marketing and Research 
Television Advertising Reps. 


© Lawrence Webb, Managing Director 
Station Representatives Ass’n, Inc. 


#1 
$500 Cash Award—Uncle Sam’s 


own engravings for your spend-it-your- 
self use 
#2 


$349.95 Handsome RCA Console 
TV, the Chadwick, 21-inch, twin-speak- 
er model 

#3 


$275 magnificent all-transistor 
Zenith portable; supersensitive, 9 
wave-bands 


And 17 Bulova Bantam Radios, the 
tiny $41.95 pocket-size “jewelry- 
designed" gold and ebony model, 
only 344 x 244 x 1” in handsome gift 
case. Precision-crafted, 6 transistors, 6 
oz., including mercury battery. Big 
set-volume—amazing! 


“Nothing to buy—no boxtops.” 
Get your entry certificate and details 
now from Pulse, 730 Fifth Avenue. 


ifth Ave. © 
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Spot $2,581,390. 

Neuhoff Packing Co. 

Adams St., Nashville 2. 

Agency: Doyne, Nashville, George W. 
Doyne, ae. Spot $179,070. 

New England Confectionery Co. 
254 Massachusetts Ave., Cambridge 39, 
Mass. Richard M. Drown, adv m & sls 
prom m. 

Agency: K&E, Boston, John Baldwin, a sup. 
Spot $709,860. 

New England Provision Co. 

960 Massachusetts Ave., Boston. Edward 
Berger, adv sup. 

Agency: Silton Bros.-Callaway, Inc., Bos- 
ton 6, Ramon Silton, ae. Spot $70,960. 
New England Tel & Tel Co. 

185 Franklin, Boston 7. William B. Blake, 
adv m; Winfield A. Peterson Jr., adv sup. 
Agency: Harold Cabot, Boston, Robert Grif- 
fin, ae. Edward Chase, a sup. Spot $230,- 


Agency: Wyble, Millville, N. J. Spot $24,- 
190. 


New York Telephone Co. 

140 West St., NYC 7. P. D. Taylor, asst 

vp adv. 

Agency: BBDO, NYC, W. Barry McCarthy, 

ae. Spot $456,970. 

J. J. Newberry Co. 

245 Fifth Ave., NYC. 

Agency: Cole, Fischer & Rogow, NYC, 

Art Fischer, ae. Spot $285,770. 

Niagara Therapy Corp. 

Adamsville, Pa. J. J. Luptak, adv m. 

Agency: George L. Mallis, Philadelphia, 

George Mallis, ae. Spot $56,900. 

Nifty Mfg. Co., Div. of St. Regis 
Paper . 

Birmingham. Ala. 

Agency: C&W, NYC, G. McGloin, D. Fur- 

man, aes. Spot $66,950. 

Nissen Baking Co. 

59 Washington Ave., Portland, Me. 

Agency: W. E. Long, Chi. Spot $68,320. 


Nolde Bros., Inc. 
2520 East Broad St., Richmond. George 
F. Nolde Jr., adv sup. 
Agency: McCurry, Henderson & Enright, 
Norfolk, C. E. McCurry, ae. Spot $29,350. 


North American Philips Co., Inc. 
100 E. 42nd St., NYC 17. H. E. Fry, adv m. 
Agency: C. J. LaRoche, NYC (Norelco 
electric-shaver div). Spot $669,100 (com- 
pany), $120,970 (distributors). 


North Central Airlines 

6201 34th Ave., S., Minneapolis 50. Donald 
C. Wright, pr m. 

Agency: Klau-Van Pietersom-Dunlap, Mil- 
waukee, Edward F. Zeisig, ae. Spot $44,380. 
North Woods Coffee Co. 

141 W. Jackson Blvd., Chicago. Fred Mont- 
gomery, adv sup. 

Agency: Clinton E. Frank, Chi. Sam 
Morgan, ae. Spot $198,000. 


Northam-Warren Corp. 

Stamford, Conn. Richard E. Marsh, adv m. 
Agencies: DCS&S, NYC (Cutex line); El- 
lington, NYC (Peggy Sage prds, Odorono). 
Spot $466,810. 


Northeast Airlines, Inc. 
General Offices, Logan International Air- 
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port, Boston 28. Joel S. Daniels Jr., asst 
vp adv & prom. 

Agency: JWT, NYC, W. J. Phillips Jr., ae. 
Spot $221,250. 

Northern Indiana Public Service 
5265 Hohman Ave., Hammond, Ind. Spot 
$20,120. 

Northern Pacific Railway Co. 

5th & Jackson, St. Paul 1. L. L. Perrin, 
adv m. 

Agency: BBDO, Minneapolis, Arch Crist, 
ae. Spot $151,470. 

Northern States Power Co. 

15 S. Fifth, Minneapolis 2. Richard D. Fur- 
ber, dir adv & pub info; Lawrence J. Donley, 
adv m. 

Agency: Campbell-Mithun, Minneapolis, 
Kenneth D. Ruble, ae. Spot $123,160. 
Northrup-King & Co. 

15th Ave., N.E. & Jackson, Minneapolis 13. 
Kenneth H. Erickson, dir mkt & adv. 
Agency: BBDO, Minneapolis, R. I. Rizer, 
ae. Spot $24,540. 

Northwest Orient Airlines 

1885 University Ave., St. Paul 1. Russell 
E. Kruse, dir adv. 

Agency: Campbell-Mithun, Minneapolis, 
Ralph Campbell, ae. Spot $140,000. 
Northwestern Bell Telephone Co. 
118 S. 19th St., Omaha 2. W. J. Sweeney, 
adv sup. 

Agency: BBDO, Minneapolis, Arch Crist, 
ae. Spot $245,350. 


Northwestern Drug Co. 

26 Hennepin Ave., Minneapolis, Minn. Miss 
Esther Swanson, adv m. 

Agency: Oreland Johnson, Minneapolis. 
Spot $87,140. 


Norwich Pharmacal Co. 

Eaton Ave., Norwich, N. Y. John Alden, 
vp adv. 

Agencies: B&B, NYC (consumer prds), 
H. G. Stender, ae. Cohen & Aleshire, NYC 
(Nebs), R. T. Meyers, ae. Spot $2,534,960. 


Noxzema Chemical Co. 

32nd & Falls Cliff Rd., Baltimore 11. H. W. 
Grathwohl, vp adv. 

Agencies: SSC&B, NYC, Mrs. Mary Ayres, 
ae; DCS&S, NYC, Robert Curtis, ae. Spot 
$227,060. 


Nu-Life, Inc. 

1231 Banksville Rd., Pittsburgh. 

Agency: Wasser, Kay Phillips, Pittsburgh, 
James Sefert, ae. Spot $38,100. 


0. J. Beauty Lotion Co. 

1170 Ontario St., P. O. Box 606, Shreve- 
port. S. Parham Barnette, dir adv. 
Agency: Goodwin & Dannenbaum, Houston 
(tv, radio, newsp.), John Paul Goodwin, 
ae. Spot $158,880. 


Oakite Products, Inc. 

19 Rector St., NYC 6. Edward L. Carlson, 
adv m. 

Agency: Richard K. Manoff, NYC (house- 
hold prds), Lawrence C. Varvaro, ae. Spot 
$341,870. 


Ocean Spray Cranberries, Inc. 
Main St., Hanson, Mass. H. Drew Filegal, 
dir adv & pr. 

Agency: BBDO, NYC, Charles Dalton, ae. 
Spot $587,870. 

Odum Sausage Co. 

Agency: Culbertson, Nashville. Spot $40,- 
790. 


Oelerich & Berry Co. 

864 N. Larrabee, Chicago 10. Richard Y, 
Oelerich, vp & adv m. 

Agency: Henry Senne, Chi. Spot $23,010, 
Oertel Brewing Co. 

1400 Story Ave., Louisville 6. Murray Glas 
gow, coord sls & adv. 

Agency: Lynch & Hart, St. Louis, R. C 
Lynch, ae, Spot $156,860. 

Ohio Bell Telephone Co. 

750 Huron, Cleveland 15. 

Agency: McCann-Marschalk, Cleveland 
(tv, radio), Stuart Buchanan, ae. Spot 
$263,450. 

Ohio Fuel Gas Co. 

Columbus, Ohio. Margaret Phillips, tv-r dir, 
Agencies: Ketchum, MacLeod & Grove, 
Pittsburgh. Flournoy & Gibbs, Toledo, Jim 
Miller, ae. Spot $67,700. 

Ohio Power Co. 

301 Cleveland Ave., SW, Canton 9, Ohio, 
Earl F. Hamilton, adv sup, 

Agency: Meldrum & Fewsmith, Cleveland, 
Richard W. Sabine, ae. Spot $32,300. 
O'Keefe & Merritt Co. 

3700 E. Olympic Blvd., LA 23. 

Agency: C&W, LA. Spot $75,250. 
Oklahoma Farm Bureau 

2501 N. Stiles, Oklahoma City, Jim Dit- 
mars, sup adv. 

Agency: Loewe Runkle, Oklahoma City. 
Spot $20,880. 

Oklahoma Gas & Electric Co. 

321 N. Harvey, Oklahoma City. Henry B. 
Roach, m adv & pr. 

Agency: Lowe Runkle, Oklahoma City, 
Howard Neuman, ae. Spot $67,780. 
Oklahoma Natural Gas Co. 

Okla. Natural Gas Bldg., Tulsa, Hal North, 
adv sup. 

Agencies: Paul Locke, Tulsa, Bruce Clark, 
ae. Beals, Okla. City, Bob Kulmer, ae. Spot 
$136,930. 


Oklahoma Oil Co. 

400 N. Michigan Ave., Chicago. Walter 
Kadi, adv m. 

Agency: NL&B, Chi., Paul E. Belknap, ae. 
Spot $144,050. 

Old Dutch, Inc. 

80 Front St., NYC 5, Fred Kohn, p chg adv. 
Agency: Lynn Baker, NYC. Spot $165,260. 
Old Judge Coffee Co. 

704 N. Second St., St. Louis 2. James L. 
Brennan, g sls m & adv m. 

Agency: Ridgway-Hirsch, St. Louis, Maur- 
ice Hirsch, ae. Spot $218,010. 

Old London Foods, Inc. 

788 E. 138th, NYC 54. O. L. Coe, adv & 
merc dir. 

Agency: Manoff, NYC, Lawrenee Varvaro, 
ae. Spot $22,790. 

Olin Mathieson Chemical Corp. 
460 Park Ave., NYC 22. Stanley W. Koenig, 
adv m; J. A. Boalt, C. J. Murphy, asst adv 
ms; Gayle Maile, adv & sls prom—alumi- 
num; D. C. Mollo, adv & sls prom m—film. 
Agencies: D’Arcy, NYC; Doyle, Kitchen & 
McCormick, NYC; McCann-Erickson, 
NYC; VanSant, Dugdale, Baltimore; Wild- 
rick & Miller, NYC; Burdiek, Becker, 
NYC; Balsam, Chi.; Donahue & Coe, NYC 
Spot $63,860. 


Olympia Brewing Co. 
Box 947, Olympia, Wash. B. L. Renderer, 
adv m & mkt m. 
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Agency: Botsford, Constantine & Gardner, 
Seattle, Joseph Maguire, ae. Spot $170,660. 
Omaha Public Power Dist. 

17th & Harney Sts., Omaha. Dan Kelly, 
adv m. 

Agency: Buchanan Thomas, Omaha. Spot 
$47,000. 

Optical Clinic & Labs. 

29727 N. Central Expressway, Dallas. Dr. 
Maury Ray, sup adv. 

Agency: Glenn, Dallas, Charles Cooper, ae. 
Spot $27,030. 

Orkin Exterminating Co., Inc. 

713 W. Peachtree N.E., Atlanta. Leon R. 
Robbins Jr., dir adv. 

Agency: Bearden, Thompson, Frankel & 
Eastman, Scott, Atlanta, Warren Beardon, 
ae. Spot $253,410. 
Osborne-Kemper-Thomas, Inc. 
Calendar Hill, Cincinnati 6. 

Agency: FC&B, Chi., G. Alarik, ae. Spot 
$96,910. 

Osrow Products, Inc. 

Hazel St., Glen Cove, N. Y. Robert Arch, 
adv & sls prom m. 

Agency: Gamut, Garden City, N. Y., John 
Alogna, ae. Spot $44,650. 

John Oster Mfg. Co. 

5055 N. Lydell, Milwaukee. Laurence J. 
Kabins, sup adv. 

Agencies: Brady, Appleton, Wisc., Richard 
Brady, ae; Baker, Johnson & Dickinson, 
Milwaukee. Spot $23,020. 

Oviltone, Inc. 

Cambridge, Mass. 

Agency: Windsor, Cambridge. Spot $35,- 
270. 

Otoe Food Products Co. 

Nebraska City, Neb. D. H. Abbott, dir adv 
& sls prom. 

Agency: Buchanan-Thomas, Omaha. Spot 
$35,270. 

Owens’ Country Sausage Co. 

Hwy 75, Richardson, Tex. Clifford Owens, 
adv sup. 

Agency: Crandall Corp., Dallas, P. J. Cran- 
dall, ae. Spot $41,340. 

Owl Drug Co. 

8480 Beverly Blvd., LA. Bob Benueniste, 
dir merc & adv. 

Agency: Milton Weinberg, LA, Joel 
Stearns, ae. Spot $157,500. 

Pabst Brewing Co. 

Merchandise Mart, Chicago 54. Theodore 
Rosenak, vp exec vp; Emmett Jaques, adv 
m Blatz; Arnold Winogradt, m dir—Pabst; 
N. P. Allerup, adv m—Eastside, 1910 N. 
Main, LA. 

Agencies: K&E, Chi. (Pabst, Blatz). Y&R, 
LA (Eastside). Spot $2,710,170. 


Pacific Coast Paper Mills 

Army & Chestnut, Bellingham, Wash. R. L. 
Hagist, adv sup, Skinner Bldg., Seattle. 
Agency: Miller, Mackay, Hoeck & Hartung, 
Seattle, Wally Mackay, ae. Spot $211,960. 
Pacific Gas & Electric Co. 

245 Market, San Francisco 6. A. James 
McCollum, adv & pub m. 

Agency: BBDO, San Francisco, Gordon 
Jacobs, ae. Spot $75,850. 


Pacific Tel & Tel Co. 
140 New Montgomery, San Francisco 5. 
D. A. Davis, g adv m. 

Agency: BBDO, San Francisco, W. R. 
Simpson, ae. Spot $1,400,000. 


Pam Industries 

540 N. Lake Shore Drive, Chicago 11. 
Agency: Arthur Meyerhoff, Chi. Spot $1,- 
328,560. 

Pan-American-Grace Airways, Inc. 
135 E. 42nd St., NYC 17. W. P. Donkin; 
sup adv. 

Agency: JWT, NYC, Robert Booth, ae. 
Spot $226,890. 

Pan American World Airways 
135 E. 42nd St., NYC 17. Murray Barnes, 
dir adv; William G. Pocock, adv m—over- 
seas div. 

Agency: JWT, NYC, John Monsarrat, ae. 
Spot $226,890. 

Paper Products Co. 

18554 S. Susana Rd. Cpt., LA. 

Agency: Wade Adv., Hollywood, Karen 
LaPorte, ae. Spot $158,100. 

Parker Brothers, Inc. 

190 Bridge St., Salem, Mass. R. B. M. Bar- 
ton, p & adv m. 

Agency: Badger, Browning & Parcher, Bos- 
ton. Spot $85,260. 

Parker Pen Co. 

Court & Division, Janesville, Wis. Joseph 
W. Biety, dir adv. 

Agency: Tatham-Laird, Chi., R. J. Urban, 
ae. Spot $1,500,000. 

Parti-Day, Inc. 

1800 N. Clybourn Ave., Chicago 14. 
Agency: D’Arcy, Chi., Robert J. Curry Jr., 
ae. Spot $75,590. 

Pate Oil Co. 

Box 432, 3460 W. Leeds Pl., Milwaukee 1. 


Edwin J. Kastner, adv m. 





Agency: Al Herr Adv., Milwaukee, Pat 
Kocian, ae. Spot $36,300. 

Cc. J. Patterson Co. 

Kansas City, Mo. 

Agency: Rogers & Smith, Kansas City, D 
Brigham, ae. Spot $38,120. 
Patterson-Sargent Paint Co. 

1325 E. 38th, Cleveland 14. M. DeJoy, 
adv m. 

Agency: D’Arcy, Cleveland. Spot $60,860. 
Mrs. Paul’s Kitchens 

5830 Henry Ave., Philadelphia 28. 
Agency: Aitkin-Kynett, Philadelphia, H. B. 
Montgomery, ae. Spot $607,590. 

Pax Co. 

580 West 13th St, Salt Lake City 10. 
Agency: Bailey, Salt Lake City, Bob Yates, 
ae. Spot $24,350. 

Paxton & Gallagher Co. 

8401 Dodge St., Omaha. Donald R. Keough, 
Charles Harding II, adv sups. 

Agencies: Tatham-Laird, Chi. (east of 
Rockies), Les Lilliston, Dave Watrous, aes. 
D'Arcy, St. Louis (west of Rockies), Vern 
Eastman, Alan Clark, Tom Lucas, aes. 
Spot $1,203,660. 

Paxton Wholesale Grocery Co. 
Factory & Stroup Sts., Danville, Il. Ernest 
Paxton, p. Spot $26,520. 

Pearl Brewing Corp. 

Box 1661, San Antonio 6. H. B. Higgins, 
dir adv & merc. 

Agency: Pitluk, San Antonio, Jack N. 
Pitluk, ae. Spot $379,620. 

Pegwill Packing Co. 

912 Straight St. Springfield, Ill. Spot 
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$50,680. 

Penick & Ford, Ltd., Inc. 

750 Third Ave., NYC 17. Eugene J. Fitz 

gerald, adv m. 

Agencies: Grant, NYC. Samuel Croot, 

NYC, (Swel frosting, Davis baking pow- 

der). Lake-Spiro-Shurman, Memphis (Brer 

Rabbit Syrup). Spot $446,020, 

J. C. Penney Co., Inc. 

330 W. 34th St., NYC 1. L. Kagel, adv m; 

L. Snyder, med. Spot $57,290. 

Pennington Grain & Seed 

Madison, Ga. 

Agency: Eastburn-Siegal, Atlanta, M. L. 

Finkel, ae. Spot $51,110. 

Pennzoil Co. 

Seneca St., Oil City, Pa. Jack E. Osman, 

m adv & sls prom; Fred Williams, adv m 

—Pennzoil Co. of Calif., 1630 W. Olympie 

Blvd., LA 15. 

Agency: F&S&R, Cleveland, E. J. Martin, 

ae. Spot $32,000. 

Peoples Gas Light & Coke Co. 

122 S. Michigan Ave., Chicago 3. 

Agency: NL&B, Chi. Spot $106,300. 

Dr Pepper Co. 

Box 5086, Dallas 2. John C. Simmons, vp, 

adv; Kirby M. Post, coop adv m. 

Agency: Grant, Dallas, Joe K. Hughes, ae. 

Spot $884,790. 

Pepperidge Farm, Inc. 

Westport Ave., Norwalk, Conn. Frederick 

H. Nichols, dir mkt & adv. 

Agency: OB&M, NYC, C. R. Longsworth, 

ae, Spot $783,940. 

Pepsi-Cola Co. 

500 Park Ave., NYC 22. Philip B. Hiner- 

feld, vp & dir adv. 

Agency: BBDO, NYC, George Schaefer, 

a sup. Spot $2,984,590. 

Perfection Biscuit Co. 

350 Pearl, Ft. Wayne 1, Ind. H. L. Popp 

Jr., vp, adv m, sls m. Spot $35,080. 

Personal Products Corp. 

Milltown, N. J. J. J. Hodupp, vp merc & 

adv. 

Agency: Y&R, NYC. Spot $31,880. 

Peter Pan Foundations, Inc. 

389 5th Ave., NYC 16. Mary Saladucha, 

adv dir. 

Agency: Ben Sackheim, NYC, Glenda Sul- 

livan, ae. Spot $125,430. 

Peter Paul, Inc. 

New Haven Rd., Naugatuck, Conn. Har- 

old Kazanjian, exec vp chg adv. 

Agency: D-F-S, NYC. Spot $940,020. 

Peters’ Meat Products 

344 S. Robert St., St. Paul, Minn. 

Judd Weigenant, adv sup. 

Agency: David, St. Paul, Q. J. David, ae. 

Spot $88,200. 

P. F. Petersen Baking Co. 

P. O. Box 1405, Burlington Sta., Omaha 8. 

Agency: Allen & Reynolds, Omaha. Spot 

$49,920. 

Petroleum Heat & Power Co. 

810 N. Broad St., Philadelphia 30. 

Agency: Buckley, Philadelphia 7, Earle 

Buckley, ae. Spot $47,110. 

Pfeiffer Brewing Co. 

3740 Bellevue Ave., Detroit 7. 

Agency: Maxon, Detroit, Arthur Wible, ae. 
Jacob Schmidt div., 882 W. 7th St., St. 

Paul 1. 

Agency: Chuck 


Maxon, Minneapolis, 


Hawkins, ae, Spot $313,570. 
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Charles Pfizer & Co., Inc. 

630 Flushing Ave., Brooklyn 6, N. Y. W. F. 
Lally, dir adv—Pfizer labs; W. H. Peters, 
adv m—chemical div; F. A. Manley, dir 
adv & prom—agric div, 800 Second Ave., 
NYC 17; R. L. Monson, prd adv m—agric 
div. 

Agencies: MJ&A, NYC 22 (chemical div), 
Dave Nutt, ae; Burnett, Chi. (agric sls 
div), Robert Kunkel, ae; Paul Klemtner, 
Newark (Pfizer labs div), Steve Olszewski, 
ae. Spot $1,279,910. 


Pharmaco, Inc. 

Kenilworth, N. J. Alan Brown, vp chg adv; 
Alan B. Cowley, adv m—Feen-A-Mint, 
Saraka, Imra, Inhiston; Edward A. Hues- 
ton, adv m—Chooz, Medigum, Regutol, 
Correctol. 

Agencies: DCS&S, NYC 36 (Feen-A-Mint, 
Chooz, Medigum, Regutol, Correctol), John 
Rockwell, ae; Ellington. NYC (Saraka, 
Imra, Inhiston, Contro] 24), E. F. Cauley, 
ae; Tucker Wayne, Atlanta (Artra skin 
tone cream), R. E. Schaefer, ae. Spot 
$237,330. 


Pharma-Craft Co. 

Wyckoff’s Mill Rd., Cranbury, N. J. Robert 
Brazanick, vp mkt. Jos Seagram & Son, 
375 Park Ave.. NYC 22. 

Agencies: JWT, NYC (Coldene liquid, 
tablets. nasal sprav. Fresh dendorant), 
Reid Roller, ae. Cohen & Aleshire, NYC 
(Tine), Harry B. Cohen, ae. Spot $1,- 
973,510. 


Philco Corp. 

Tioca & C Sts, Philadelphia 34. J. A. 
Rishel Jr., gm, merc cons prds; J. E. Kelly, 
adv m—cons prds: O. H. Klepper, sls prom 
m—cons prds; E. B. Bailey, m adv prod 
services; J. J. Kane, merc m—tv: L. Gross, 
merc m, hi-fi, rad; J. L. Goldschmeding, 
merc m—ranges; A. Emanuel, II—merc m 
—laundry: R. J. Cherry, merc m—refrig. 
Agency: BBNDO. NYC 17, Philip Carling, 
ae. Spot $616,820. 


Phillips Petroleum Co. 

Bartlesville, Okla. F. L. Rice, m adv div; 
O. E. Bettis, asst m adv div; K. W. Rugh, 
m adv & pr dept. 

Agency: Lambert & Feaslev, NYC, Frank 
W. Mace, ae. Spot $1,325,310. 


Phillips-Van Heusen Corp. 

417 Sth Ave., NYC 16. Robt. J. Mohr, 
dir adv & sls prom: James Bodine, asst 
dir adv & sls prom: Given Neff, adv coord. 
Agency: Grey. NYC, M. Berger, R. Saypol, 
aes. Spot $80,000. 


Pickands-Mather Co. 
Cleveland. 


Agency: Bayless-Kerr, Chow Adams, ae. 
Spot $42,100. 


Piedmont Natural Gas Co. 

523 S. Tryon St., Charlotte, N. C. J. J. 
Sheehan, adv sup. 

Agency: Cox & Jackson, Charlotte, D. E. 
“Gene” Jackson, ae. Spot $35,110. 


Piel Bros. 

315 Liberty Ave., Brooklyn 7, N. Y. 
Stephen J. Schmidt, dir adv. 

Agency: Y&R, NYC, Joseph Elliff, ae. Spot 
$1,487,830. 

S. S. Pierce Co. 


133 Brookline Ave., Boston 17. Sydney 
Zanditon, vp. 






Agency: Harold Cabot, Boston, James I. 
Summers, ae. Spot $80,000. 
Piggly-Wiggly Stores 

1009 W. Jefferson St., Rockford, Ill. Stan 
Kozuch, adv sup. Spot $162,500. 

The Pillsbury Co. 

Pillsbury Bldg., Minneapolis 2. J. R. Peter- 
son, brand sup—family flour prds; L. J. 
Kennedy, brand sup—cake mixes & frost- 
ings; W. W. Bokman, R. H. Lundin, brand 
sups—mix prds; George Masko, mktg mgr 
—trefr. foods. 

Agencies: Burnett, Chi. (non-refrigerated 
grocery prds, mixes), C. R. Kopp, ae; 
Campbell-Mithun, Minneapolis (family 
flour & refrig. foods), N. Best, a sup. Spot 
$2,712,080. 

Pilsener Brewing Co. 

Clark Ave. & W. 65th St., Cleveland 2. . 
J. E. Berno, gm. 

Agency: North Adv., Chi. James Green, 
ae, Spot $150,000. 

Joseph Pinkus Co. 

Agency: Mohr & Eicoff, Chi. Spot $63,670. 
Planters Nut & Chocolate Co. 
632 S. Main St. Wilkes-Barre. J. C 
Sponauer, adv sup. 

Agencies: Don Kemper, Dayton (eastern 
div.). FRC&H, San Francisco (Pacific 
Coast adv). Spot $102,340. 

Playskool Mfg. Co. 

1750 N. Lawndale Ave., Chicago 47. T. H. 
Grimes, vp aav. 

Agency: Friend-Reiss, NYC. Spot $23,020. 
Plough, Inc. 

3022 Jackson Ave., Memphis. Thomas L. 
Greer, dir adv. 

Agency: Lake-Spiro-Shurman, 
Spot $1,405,460. 

Pocket Books, Inc. 

630 5th Ave., NYC 20. Leonard M. For 
man, up chg sls, prom & adv. 

Agency: Wexton, NYC. Spot $21,120. 


Polk Bros. 

2850 N. Central, Chicago. Georgia Rice, 
adv dir. 

Agency: Jack Petersen, Chi. Spot $228,600. 
Potter Sausage Co. 

Durant, Okla. 

Agency: Galloway-Wallace, Oklahoma City. 
Spot $50,000. 

J. L. Prescott Co. 

27 Eighth St., Passaic, N. J. 

Agency: Dreher, NYC. Monroe F. Dreher, 
ae. Spot $80,000. 

Price’s Creameries 

P. O. Box 3008, Sta. A, El Paso, Texas. 
Phyllis Mains, adv dir. Spot $20,060. 
Prince Macaroni Co. 

Prince Ave., Lowell, Mass. Donald J. 
Curry, adv m. Spot $266,810. 


Procino-Rossi Corp. 

46-54 Washington, Auburn, N. Y. Nicholas 
A. Rossi, vp & adv m. 

Agency: Rumrill, Utica, N. Y., Lyle B. 
Reigler, ae. Spot $44,240. 


Procter & Gamble Co. 

301 E. 6th St., Cincinnati 1. E. A. Snow, 
adv m; A. N. Halverstadt, m adv prd div.; 
R. E. Short, m pgm; W. M. Ramsey, dir ¢ 
prd; G. R. Giroux, m west-coast pgm; 
S. C. Potter, assoc m pgm; Paul Huth, 
med dir; C. C. Uhling, m merc div.; E. G. 
Harness, adv m—soaps & synthetics div.; 
R. B. Shetterly, adv m—food prds; Joseph 


Memphis. 
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Beech, adv m—toilet goods. 

Agencies: Compton, NYC (Cascade deter- 
gent, Comet, Crisco, Drene, Ivory flakes & 
soap, Duncan Hines Cake Mixes & De Luxe 
Mixes, Ivory liquid detergent, Duz, Duz 
detergent, Gleem), Jack Cantwell, ae— 
Ivory soap & flakes; Ed Gallagher, ae— 
Ivory liquid; John Geismar, ae—Duz, Cas- 
cade; Stu Mitchell, ae—Comet; Dale An- 
derson, ae—Crisco; Reg Bankart, ae—Dun- 
can Hines; William Stewart, ae—Gleem, 
Drene. B&B, NYC 19 (Crest, Ivory Snow, 
Prell, Tide, Whirl, Zest, Charmin paper 
prds), Norman Grulich, ae—Crest, Prell 
concentrate; Mark Becker, ae—Ivory Snow, 
Whirl; Robert Young, ae—Prell; Ken Mc- 
Allister, ae—Tide, Zest; Francis Lanigan, 
ae—Charmin paper prds. Y&R, NYC 17 
(Cheer, Spic & Span), T. W. Clark, Walter 
H. Smith, R. A. Gardner, Stuart Millar, 
aes—Cheer; William D. Lane, ae—Spic & 
Span. Grey, NYC 22 (Lilt, Party Curl, 


Shasta, Pin-It, Big Top peanut butter), 
Samuel Dalsimer, Jerome A. Stolzoff, a 
sups; Elliott Reed, Hunter Yager, aes— 
Lilt, Party Curl; Daniel Dolgins, ae—Pin- 
It; Edward Meyer, a sup—Big Top peanut 
butter; Larry Gross, ae—Big Top peanut 
butter. D-F-S, NYC 17 (Oxydol, Dreft, Biz, 
Dash, White Cloud toilet tissue), Chester 
T. Birch, over-all a sup; Clifford H. Wolfe, 
a sup—Oxydol, White Cloud; Fred 
Mitchell, a sup—Dreft, Biz; Irving Sloan, 
a sup—Dash. H,C,H, San _ Francisco 
(Clorox). Burnett, Chi, (Camay, Jif Pea- 
nut Spread, Joy, Lava, Secret deodorant, 
Pace home permanent), Ed Thiele, 
Gordon Rothrock, a sups. Tatham-Laird, 
Chi. (Fluffo, American Family soaps & 
detergents, Mr. Clean), Joe Perry, Paul 
Schlesinger, Mr. Strickler, aes. Gardner, 
St. Louis (Duncan Hines special mixes). 
Spot $45,046,800. 

Proctor-Silex Corp. 

700 W. Tabor Rd., Philadelphia 20. Wil- 
liam Y. E. Rambo, adv m. 

Agency: Weiss & Geller, NYC (consumer 
prds), Max Tendrich, ae. Spot $551,070. 
Producers’ Dairy 

Danville, Ill. Doyne York, adv sup. 
Agency: Danville Designs, Danville, Robert 
Metzen, ae. Spot $37,960. 

Public Service Co. of Okla. 

Tulsa. Howard Cowan, adv m. 

Agency: Wilson, George Murray, ae. Spot 
$36,550. 

Publix Markets 

Box 440, Lakeland, Fla. William Schroter, 
adv m. 

Agency: Zemp, St. Petersburg, William 
Zemp, ae. Spot $53,690. 

Pure Oil Co. 

35 E. Wacker Dr., Chicago 1. Hale Talbot, 
adv m. 

Agency: Burnett, Chi., H. A. Bizzell, ae. 
Spot $25,000. 

Purex Corp., Ltd. 

9300 Rayo Ave., South Gate, Cal. Leslie 
C. Bruce Jr., dir adv & prom; Clode How- 
ard, brand adv m—Sweetheart, Beads-O- 
Bleach & Fleecy White liquid bleaches; 
Louis K. Warden, brand adv m—Purex, 
Dutch Cleanser, Little Boy Blue bluing, 
White Bleach, Little Bo Peep Ammonia; 
Oliver Thayer, brand adv m—Trend, Blu- 
White, Protex, “News,” Wrisley bag soap. 
Agencies: FC&B, LA (liquid bleaches, am- 


monia & detergents), Don Arnold, ae; 
Weiss, Chi. (Dutch cleanser. Protex. Sweet- 
heart, Beads-O-Bleach, Blu-White), Harold 
Platt, ae; Fulton-Morrissey, Chi. (Wrisley 
toiletries), Robert Peitscher, ae. Spot 
$839,690. 


Puritron Corp. 

15 Stiles, New Haven, Conn. 

Agency: Maxwell Sackheim, NYC, Barbara 
Kumble, ae. Spot $123,210. 


Purity Baking Co. 
2109 N. Edward, Decatur. Harold Budde, 
adv sup. 


Agency: Biddle, Chi., Harlan Vance, ae. 
Spot $84,050. 


Purity Biscuit Co. 


Fifth S. at Fourth W., Salt Lake City. 
Howard J. Tracy, adv m. 

Agencies: Gillham, Salt Lake City, M. C. 
Nelson, ae. Advertising Counselors of Ariz., 
Phoenix, Ivan N. Shun, ae. Spot $22,990. 


Quaker City Chocolate & 
Confectionery Co. 

2140 Germantown Ave., Philadelphia 22. 

Lester G. Rosskam Jr., p, adv dir. 


Agency: Bauer & Tripp, Philadelphia, Alan 
R. Tripp, ae. Spot $209,510. 


Quaker Oats Co. 


345 Merchandise Mart, Chicago 54. Victor 
Elting Jr., vp adv & merc; Peter B. 
Warner, dir adv; Robert S. MacDonald, m 
industrial & institutional adv; H. M. An- 
dersen, grp merc m—Aunt Jemima mixes; 
K. F. Browning, grp merc m—cereals; R. 
R. Fenner, grp merc m—corn prds & 
Flako; R. Parker Long, grp merc m—pet 
foods; Robert E. Weed, m adv serv; A. A. 
Dennerlein, adv & merc m—feed. 

Agencies: Compton, Chi. (Quaker Oats, 
Quaker Puffed Wheat & Puffed Rice, Ful- 
O-Pep feeds, Muffets, Pack-O-Tens), R. B. 
Downey, a sup. Clinton E. Frank, Chi. 
(Quaker flour, Flakomixes), Philip Bash, 
a sup. John W. Shaw, Chi. (Farina, Aunt 
Jemima White & Yellow corn meal, Grits & 
Easy Mixes, New Petti-johns, Instant maca- 
roni,), P. Smith, a sup. JWT, Chi. (Aunt 
Jemima pancakes, Ken-L prds), A. Gunn, 
a sup. Lynn Baker, NYC 19 (Puss ’n 
Boots), Charles F. Bennett, ae. Spot $1,- 
859,690. 


Quaker State Oil Refining Corp. 
Quaker State Bldg., Oil City, Pa. A. S. 
Blank, adv m. 

Agency: K&E, NYC, J. W. Keeshan, ae. 
Spot $90,000. 


Quality Bakers of America 
Co-op, Inc. 
120 W. 42nd St. 

Schaus, adv m. 
Agency: QBA Adv. Bureau, NYC, William 
Franchey, William Lawrence, Ralph Usifer, 
James Wysong, John Carr, Robert Nicholas, 
aes; S. W. Siddle Jr., med m; Eugene 
Nicolait Jr., tv-rad m. Spot $1,204,840. 
Radio Corp. of America 

RCA Bldg., NYC 20. R. H. Coffin, vp adv 
& sls prom. 

Agencies: JWT, NYC (RCA Sales Corp., 
Internat div., institu adv): Grey, NYC 
(RCA Record div.). Spot $125,880 (com- 
pany), $397,720 (dealers). 


NYC 36. Robert L. 
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Rainbo Baking Co. 

4104 Leeland Ave., Houston 23. 

Agency: Ritchie, Houston. Spot $729,660. 

Rainbow Crafts, Inc. 

2815 Highland Ave., Norwood, Cincinnati 

12. 

Agency: McVicker, Cincinnati. Spot $100,- 

000. 

Ralston-Purina Co. 

835 S. 8th St., St. Louis 2. W. P. Hays, 

dir adv—grocery prds; M. E. Malin, dir 

adv—Chow. 

Agencies: GB&B, San Francisco, (cereals), 

E. J. Hodges, ae. Gardner, St. Louis 

(Purina Chow), J. H. Leach, O. D. 

Norling, aes. Spot $1,300,000. 

Rayco Mfg. Co. 

220 Straight, Paterson 1, N. J. Julius Ru- 

dominer, vp adv & sls. 

Agency: MW&S, NYC, Larry Levenson, 

a sup; Bernard Kramer, ae. Spot $1,- 

500,000. 

Reader’s Digest Assn., Inc. 

Pleasantville, N. Y. Adv dept, 230 Park 

Ave., NYC 17. Fred D. Thompson, adv dir. 

Agencies: JWT, NYC (adv & cire prom). 

Schwab & Beatty, NYC (condensed book 

club). Spot $215,880. 

Re-Dan Packing Co. 

70-10 74th, Middle Village 79, N. Y. S. 

Sanders, adv m. 

Agency: Mann-Ellis, NYC, Spot $34,300. 

Red Bud Food Stores 
(Scrivner-Stevens Co.) 

122 E. Washington, Oklahoma City. Joe 

Biles, adv sup. 

Agency: Maury Ferguson, Oklahoma City, 

Chester McRee, ae. Spot $26,940. 

Reddi-Wip, Inc. 

8025 Melrose Ave., LA 46. 

Agency: K&E, Lee Sitman, ae. Spot 

$80,488. 

Regal Pale Brewing Co. 

3250 20th St. San Francisco 10. Lou 

Gaviati, adv dir. 

Agency: L&N, San Francisco, William V. 

Patten, ae. Spot $317,080. 

E. Regensburg & Son 

468 4th Ave., NYC 16. Anthony S. Regens- 

burg, exec, vp, adv displays. 

Agency: Heineman, Kleinfeld, Shaw & 

Joseph, NYC, Moe Kleinfeld, ae. Spot 

$56,320. 

William B. Reily & Co., Inc. 

640 Magazine St., New Orleans 9. 

Agencies: Walker-Saussy, New Orleans, 

J. C. Shields Jr., ae; Roman, Baltimore, 

George Roman, ae. Spot $1,078,540. 

Renault, Inc.—Regnl Distributors 

Renault, Inc., 750 Third Ave., NYC 17. 

Maurice Bosquet, vp & gm; Jack C. 

Kent, g sls m; Ethel Norling, adv m. 

Agencies: NL&B, NYC, John Brooke, ae; 

Kudner, NYC, James Cochran, ae. Spot 

$634,030. 

Renfield Importers, Ltd. 

425 Park Ave, NYC 22. Don Zulauf, 

adv m. 

Agencies: Hartman, NYC, L. H. Hartman, 

ae; Reach, McClinton, Newark, N. J. Spot 

$121,350. 

Revere Camera Co. 

320 E. 21st St., Chicago 16. S. Wassel, 

adv m. 

Agency: Jones Frankel, Chi., J. Frankel, 

ae. Spot $573,880. 
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Revion, Inc. 

666 Fifth Ave., NYC 19. E. W. Mandel, 
asst to p; Sanford Buchsbaum, Erwin 
Spitzer, adv ms; George W. Feld, coord 
tv & radio; Jerome C. Friedman, coord 
med & budget. 

Agencies: Warwick & Legler, NYC 22 


‘(Touch & Glow, Futurama, Revlon Living 


Curl, Silicare, Clean & Clear, Wonder- 
base, lipstick, nail enamel, eye make-up, 
Satin Set, Aquamarine prds, Intimate prds, 
Baby Silicare), Edwin Swann, David 
Strousse, Frederick Shackhamer, aes. 
MW&S, NYC 22 (Esquire shoe polishes— 
Knomark Mfg. Co.), Richard Lockman, 
ae. Grey, NYC 22 (Ultima, Love Pat, Sun 
Bath, Moon Drops & treatment prds, Top 
Brass, Hi-n-Dri), Roy Block, Mel Singer, 
aes. Charles W. Hoyt, NYC 17 (medical 
adv.), Theodore Watson, ae. Spot $3.284,- 
050. 

Rexall Drug Co., Dealers 

8480 Beverly Blvd., LA 54. J. Hart, adv m. 
Agency: BBDO, LA, Thomas C. Dillon, 
ae. Spot $270,810. 

Reymer & Bros., Inc. 

Box 508, Pittsburgh. 

Agency: KM&G, Allan Randall, ae. Spot 
$130,000. 

Reynolds Metals Co. 

6601 W. Broad, Richmond 18, Va. David 
F. Beard, g dir adv; A. C. Kintner, dir g 
adv; J. C. Bjorkholm, dir consumer & pkg 
mkts adv; R. E. Dysart, dir arch & bldg 
prd adv; M. C. Tobias, dir industrial mkts 
adv; Raymond H. Keeve, dir sls prom & adv 
—Decorative Foil Div, 10 S. Robertson Blvd., 
LA. 

Agencies: Lennen & Newell, NYC 17 (con- 
sumer mkts pkg, bldg prds, tv talent), 
William Dasheff, ae. Clinton E. Frank, 
Chi. (industrial mktg, tv time, c—Plastic 
Div), Wayde Grinstead, ae. Zimmer-Mc- 
Claskey-Frank, Richmond (Do-It-Yourself 
aluminum), Ken Erdman, ae. Lennen & 
Newell, LA (Decorative Foil Div). Spot 
$123,090. 

R. J. Reynolds Tobacco Co. 
Winston-Salem 1. Howard Gray, adv m. 
Agency: Esty, NYC, J. J. Houlahan, 
chm bd, John Peace, p, Thomas D. Luck- 
enbill, G. M. Thompson, Sam Northcross, 
aes. Spot $4,252,450. 

Richfield Oil Corp. 

555 S. Flower, LA 17. Fred M. Jordan, 
adv m & sls prom m. 

Agency: H&J, LA, Leon Thamer, ae. Spot 
$439,170. 

Rich’s Department Store 

Broad St., S. W., Atlanta 1. Frank L. 
Pallotta, sls prom m. Spot $26,050. 


Richter’s Bakery 

2201 Broadway, San Antonio. Hermon 
Richter, sup adv. 

Agency: Notzon, Ed Notzon, ae. Spot 
$26,000. 


Ringling Bros. Barnum & Bailey 
Circus 

317 W. 49th St., NYC. 

Agency: Clifford Strohl, NYC, Lee Strohl, 

ae. Spot $42,660. 


Harold F. Ritchie, Inc. 

Clifton, N. J. D. J. Keenan, adv m. 
Agencies: K&E, NYC (Eno, Brylcreem). 
JWT, NYC (Scott’s Emulsion). Spot 
$182,310. 





Roberts Dairy Co. 

4469 Farnam St., Omaha 3. J. Gordon 

Roberts, p. Spot $57,220. 

Oral Roberts Evangelistic 
Assoc., Inc. 

Tulsa. 

Agency: Swan & Mason, NYC, 

Mason, ae. Spot $701,203. 

Roman Cleanser Co. 

2700 E. McNichols Rd., Detroit 12. 

Agencies: Gleason, Detroit, Ann L Gleason, 

ae; Lowe & Stevens, Atlanta. Spot $65,110, 

Roman Meal Baking Co. 

2101 S. Tacoma Way, Tacoma 1. 

Agency: Roy S. Durstine, San Francisco, 

Niel Heard, ae. Spot $28,810. 

Ronson Corp. 

1 Ronson Rd., Woodbridge, N. J. Bernard 

Dwortzan, adv m. 

Agency: NC&K, NYC, John White, ae. 

Spot $47,790. 

Ronzoni Macaroni Co., Inc. 

50-02 Northern Blvd., Long Island City 1, 

N. Y. 

Agency: MLW&S, NYC. Spot $302,430. 

Roto-Rooter Corp. 

301 University Ave., Des Moines 14. N. W. 

Larsen, adv m. 

Agency: Lessing, Des Moines, Conner 

Flynn, ae. Spot $379,970. 

Royal Crown Cola Co. 

10th & 9th Ave., Columbus, Ga. Francis E. 

Gorman, vp adv; T. A. Maxton, m, con- 

sumer adv. 

Agency: D’Arcy, NYC, A. H. Rohlfing, ae. 

Spot $512,410. 

Helena Rubinstein, Inc. 

655 Fifth Ave., NYC 22. Sara Fox, dir adv; 

Theodore Braude, adv m. 

Agencies: OB&M, NYC, Ray Marcus, a 

sup. L. W. Frolich, NYC (hormone cream 

prd), Stanley Kohlenburg, ae. Spot $1, 

920,480. 

Rudy’s Sausage Co. 

McGavock Rd., Nashville. James H. Rose, 

sup adv. Spot $29,440. 

Jacob Ruppert 

1639 Third Ave., NYC 28. Maurice E. At- 

kinson, adv m. 

Agency: NC&K, NYC, H. G. Bissinger, 

a sup; William B. Moseley, ae. Spot 

$750,000. 

Rural Electric Co-ops 

Agency: Mitchell, Montgomery, Ala, John 

Ford, ae. Spot $91,460. 

Russell-Miller Milling Co. 

Minneapolis 15. J. F. Near, adv m. 

Agency: Forney, Minneapolis. Spot $55, 

600. 

Rust-Oleum Corp. 

2405 Oakton, Evanston, Ill. Robert A. Fer- 

gusson, p & adv m. 

Agency: O’Grady-Anderson-Gray, Chi., Rob- 

ert Gray, ae. Spot $331,742. 

S.S.S. Co. 

P. O. Box 4447, Atlanta 2. 

Agency: Marshalk & Pratt, Atlanta, Doug- 

las Smith, ae. Spot $255,000. 

S & W Fine Foods, Inc. 

333 Schwerin, San Francisco 24. Joseph 

L. Brotherton, adv m & sls prom m. 

Agency: DDB, San Francisco. Spot $290, 

010. 


Willard 


Salada-Shiriff-Horsey, Inc. 
399 Washington St., Woburn, Mass. 
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Agency: DDB, NYC, Howard Becker, ae. 
Spot $1,024,900. 

San Giorgio Macaroni, Inc. 

8th & Water, Lebanon 2, Pa. 

Agency: W. B. Doner, Philadelphia. Spot 
$30,390. 


San Joaquin Bakeries, Inc. 

L & Los Angeles Sts., Fresno, Cal. Arthur 
Bradford, adv sup. 

Agency: Thomas Adv., Fresno, George 
Thomas, ae. Spot $35,350. 

Sandura Co. 

Benson East, Old York Rd. & Township 
Line, Jenkintown, Pa. S. Pollock, dir adv. 
Agency: Hicks & Griest, NYC, Venerable 
Herndon, ae. Spot $133,030 (company), 
$507,930 (distributors). 

Sanitary Dairies 

133 E. Ave., NW, Cedar Rapids, Iowa. 
David Pickford, adv m. 

Agency: Warren & Litzenberger, Daven- 
port, Iowa, Louis S. Pesses, ae. Spot 
$39,410. 

Sanitary Paper Mills Co. 

2 Forbes, East Hartford, Conn. Harold 
C. Bartlett, dir sls, adv, sls prom & pr. 
Agency: Graham, New Britain, Conn., Cul- 
ver Modisette, ae. Spot $42,250. 

Santa Fe Wine Co. 

2200 S. Saybrook Ave., LA 22. 

Agency: Cole, Fischer & Rogow, Beverly 
Hills, Cal. Spot $30,780. 

Sardeau, Inc. 

75 E. 55th St., NYC 22. Robert Burton, 
dir adv & prom, Spot $749,100. 
Savannah Sugar Refining Corp. 
Savannah. 

Agency: Burton E. Wyatt, Atlanta. Spot 
$75,000. 

Sawyer Biscuit Co. 

2407-11 W. North Ave., Melrose Park, Il. 
Agency: Hartman, Chicago. Spot $41,810. 
Sawyer’s, Inc. 

Portland, 7, Ore. Wm. D. Armstrong, dir 
adv & sls prom. 

Agency: Montgomery, Portland, Ore. Spot 
$21,910. 

F & M Schaefer Brewing Co. 

430 Kent Ave., Brooklyn 11, N. Y. John 
Nemesh, adv m. 

Agency: BBDO, NYC, John Johns, ae. 
Spot $914,190. 

Earl Scheib, Inc. 

P. O. Box 378, Beverly Hills, Calif. 
Agency: Stahl, Hollywood. Spot $156,480. 
Schenley Industries, Inc. 

350 Fifth Ave., NYC 1. Ken Pearson, adv 
dir, CVA Corp div. 

Agency: DDB, NYC (Roma, Rocket & 
Cresta Blanca wines), Sam Frankel, ae. 
Spot $28,210. 

Schick, Inc. 

Lancaster, Pa. William F. Siegel, adv dir. 
Agency: B&B, NYC. Spot $1,475,000. 
Schiff’s Shoe Stores 

N. Main St., Lima, Ohio. Bernard Gut- 
mann, adv sup. Spot $89,990. 

Joseph E. Schlitz Brewing Co. 
235 W. Galena, Milwaukee 1. J. M. Me- 
Mahon Jr., dir adv; F. L. Smawley, adv m. 
Agency: JWT, Chicago (Schlitz beer), 
John J. Morrissey, ae. Spot $1,850,150. 
Mrs. Schlorer’s, Inc. 

Scotts Lane, Philadelphia 29. Alfred J. 
Rothwell, adv m. 
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Agency: Reed-Warren, Philadelphia, Nor- 
man MacAfee, ae. Spot $54,360. 

Wm. Schluderberg-T. J. Kurdle Co. 
3800 E. Baltimore, Baltimore 3. 

Agency: Van Sant, Dugdale, Baltimore, 
E. E. Cooke Jr., ae. Spot $144,670. 

Cc. Schmidt & Sons, Inc. 

127 Edward St., Philadelphia 23. Lincoln 
Allan, adv m. 

Agency: Bates, NYC (Schmidt Phila. ale 
& beer). Spot $972,880. 

Schmidt Baking Co. 

Carey & Laurens Sts., Baltimore. Harold 
McManus, sup adv. 

Agency: QBA, NYC, William Franchey, 
ae. Spot $33,050. 

Schoenling Brewing Co. 

1625 Central Pky., Cincinnati 14. 
Agency: Rollman, Cincinnati. Spot $504,- 
510. 

S. A. Schonbrunn & Co., Inc. 
Grand & Ruby Aves., Palisades Park, N. J. 
Lee J. Ross, adv m. 

Agencies: FC&B, NYC (Savarin regular & 
instant coffees), Elwood R. Whitney, a sup; 
William Scollon, ae. MJ&A, NYC (U. S. 
adv Medaglia D’Oro espresso coffee), 
John O’Brien, a sup; Thayer Kingsley, ae. 
Pettinella, NYC (Italian-language adv 
Medaglia D’Oro espresso coffee), Ferdinand 
Pettinella, ae. Spot $445,520. 

Schott’s Bakery 

3000 Washington St., Houston. Archie 
Schott, adv sup. 

Agency: QBA, NYC 36, Lew Purnell, ae. 
Spot $136,210. 

W. F. Schrafft & Sons Corp. 
Sullivan Sq., Boston 29. J. Lawrence 
Arnold, dir merc & adv. 

Agency: Manoff, NYC, Jack O'Neill, ae. 
Spot $168,500. 

Schweppes (USA), Ltd. 

445 Park Ave., NYC 22. Mimi O’Hagan, 
adv sup. 

Agency: OB&M, NYC, Alan Mooney, ae. 
Spot $134,630. 

Scott Paper Co. 

Front & Market Sts., Chester, Pa. James D. 
Stocker Jr.. adv m. 

Agency: JWT, NYC, Garrit Lydecker. Spot 
$600,000. 

Scovill Mfg. Co. 

99 Mill St., Waterbury 20, Conn. Kenneth 
T. Howell, a sup. 

Agency: NL&B, NYC, James A. Bayard, 
ae. Spot $42,070. 

Scripto, Inc. 

423 Houston, N.E., Atlanta 2. 

Agency: Donahue & Coe, NYC, Arthur 
Weil, ae. Spot $144,930. 

Scudder Food Products 

771 W. Garvey, Monterey Park, Calif. 
E. W. Munsell, adv sup. 

Agency: Campbell-Mithun, Hollywood, 
Thomas F. Scott, ae. Spot $106,560. 


William S. Scull Co. 

Front & Federal Sts., Camden 2, N. J. 
Wallace Brown, vp, g sls m & adv m. 
Agency: Tracy-Locke, Houston. Spot $95,- 
320. 


Seaboard Finance Co. 

945 S. Flower, LA 15. 

Agency: Frank Bull, LA, Mel Roach, ae. 
Spot $26,130. © 

Seabrook Farms Co. 








Seabrook, N. J. Charles E. Darwent, adr 
& pr dir; Allen M. Miller, adv m. 
Agencies: Smith/Greenland, NYC (Sea- 
brook prds), H. Rawland, ae; KHCC&A, 
NYC (Snow Crop prds), James William- 
son, ae. Spot $440,090. 

Sealy, Inc. 

666 Lake Shore Dr., Chicago 11. Gerald 
C. Shappell, adv m. 

Agency: JWT, Chi., John Sandburg, a sup; 
Herbert Guenin, ae. Spot $758,940. 
Sears Roebuck and Co. 

Homan & Arthington, Chicago 7. George 
E. Troll, nat mail order sls prom & adv; 
Andrew R. Schultz, nat retail sls prom m 
& adv m. 

Agency: C&W, Chi. (g adv). Spot $850, 
800. 

Seeman Bros., Inc. 

40 W. 225th St., NYC 63. John Erlich, adv 
m & sls m. 

Agencies: Anderson & Cairns, NYC (White 
Rose tea, Flava-Bake flavoring, Pique 
Kitchen Magic, White Rose Redi-Tea, You- 
All French dressing), Ed Ridley, ae. NC& 
K, NYC (Nylast, Savoy car shampoo). Spot 
$91,050. 

Sego Milk Products Co. 

159 W. Ist S. St., Salt Lake City 1. A. N. 
Nelson, adv m & g sls m. 

Agency: Gillham Adv., Salt Lake City. 
Spot $28,610. 

Selchow & Righter Co. 

200 Fifth Ave, NYC 10. Miss M. E. 
Stringer, sec, adv m & sls prom m. 
Agency: Lester Harrison, NYC, Robert 
Weill, ae. Spot $200,000. 

Serta Associates, Inc. 

666 Lake Shore Dr., Chicago 11. Donald 
W. Mitchell, adv m. 

Agency: Tatham-Laird, Chi. Spot $383,610. 
Sessions Co., Inc. 

Enterprise, Ala. 

Agency: NebleDury, Nashville, A. H. 
Noble, ae. Spot $181,430. 

707 Co. 

1530 Stilwell Ave., NYC 61. Ed Hannes, 
p chg adv. 

Agency: Mercantile, NYC. Spot $27,350. 
Seventh Day Adventists 

4745 Prescott, Lincoln 6, Neb. C. R. 
French, dir. 

Agency: Carlson, LA 5. Spot $39,490. 
Seven-Up Co. 

1300 Delmar, St. Louis 3. J. M. Thul, 
adv m. 

Agency: JWT, Chi., Ted Jardine, ae. Spot 
$507,770. 

Seyfert Foods 

1735 S. Layfayette, Ft. Wayne 5, Ind. 
Gene Cawvey, adv sup. Spot $23,650. 
Shawnee Milling Co. 

Shawnee, Okla. Wayne Lightfoot, s/s m. 
Agency: Humphrey, Williamson, and Gib- 
son, Oklahoma City, Mitch Williams, Jack 
Childs, aes. Spot $48,620. 

W. A. Sheaffer Pen Co. 

311 Ave. H, Ft. Madison, Ia. G. P. Karle 
Jr., adv m. 

Agency: BBDO, Chi., J. M. Bristow, ae. 
Spot $223,980. 

Shell Oil Co. 

50 W. 50th St., NYC 20. D. C. Marschner, 
adv im & sls prom m. 

Agency: JWT, NYC, Thomas F. O'Grady, 
ae. Spot $2,451,710. 
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Shetland Co., Inc. 

Shetland Industral Park, Salem, Mass. 
Robert I. Lappin, pres. 

Agency: Silton, Callaway, Boston, M. 
Susman, ae. Spot $31,290. 

Shoppers Fair Stores 

1903 Lincoln Way E., South Bend, Ind. 
Seymour Moss, adv dir. 

Agency: Sandra, NYC. Spot $49,950. 
Shulton, Inc. 

630 Fifth Ave., NYC 20. Gilbert J. Supple, 
adv dir; Maxine Rowland, adv m. 
Agencies: Wesley Assoc., NYC, Jay Perine, 
ae; DCS&S, NYC, James Frankenberry, 
ae; B&B, NYC, Russell McDonnell, ae; 
Camphell-Mithun, Minneapolis, Tom Dolan, 
ae. Spot $340,850. 

Sicks Rainier Brewing Co. 

3100 Airport Way, Seattle 4. Gordon 
Bernnett, adv m. 

Agency: Miller, Mackay, Hoeck & Hartung, 
Seattle, James R. Miller, ae. Spot $511,- 
000. 


Siegler Corp. 

Wilson Ave., Centralia, Ill. Robert L. 
Miller, adv m. 

Agency: D-F-S, Chi. Spot $53,030. 
Simmons Co. 

300 Park Ave.. NYC. John W. Hubbell, 
vp chg merc & adv (1 Park Ave., NYC); 
John Roemer, adv m (Chi.). 

Agencies: Y&R, NYC, C. T. Young, ae; 
MoCann-Erickson, NYC. Spot $254,730. 
Simon & Schuster, Inc. 

630 5th Ave., NYC 20. Nina Bourne, adv 
m. 

Agencies: Sussman & Sugar, NYC; 
Schwab, Beatty & Porter, NYC. Spot 
$136,320. 

Sinclair Refining Co. 

600 Fifth Ave., NYC 20. James J. Delaney, 
adv m. 

Agency: GMM&B, NYC, Sylvester M. 
Morey, ae. Spot $230,060. 

Singer Sewing Machine Co. 

149 Broadway, NYC 6. H. H. Horton, 
dir adv; G. Newcomb, mgr adv & sls prom 
dept. 

Agency: Y&R, NYC, Alexander Kroll, ae. 
Spot $57,900. 

Site Oil Co. 

St. Louis. 

Agency: Weintraub, St. Louis, Sam Wein- 
traub, ae. Spot $29,170. 

Skelly Oil Co. 

605 W. 47th St., Kansas City 41. Walter 
W. Lammers, adv m. 

Agency: Bruce B. Brewer, Kansas City, 
Marshall Giesecke, ae. Spot $27,060. 
Skillern’s Drug Co. 

7901 Ambassador Row, Dallas. Frank 
Skillen, sup adv. 

Agency: Bloom, Mallas, Hillmon Taylor, 
ae. Spot $23,850. 

Skinner Mfg. Co. 

14th & Jackson, Omaha 2. 

Agency: Bozell & Jacobs, Omaha, Clete 
Haney, ae. Spot $138,220. 

Slenderella Systems, Inc. 

Stamford, Conn. Suzanne R. Wells, adv m. 
Agency: Product Services, NYC, Les L. 
Persky, ae. Spot $354,570. 

Slumberland Products 

144 Moody St., Waltham 54, Mass. Arthur 
M. Warshaver, p & adv m. 

Agency: Gabriel Stern, Boston, Herbert 
Stern, ae. Spot $42,400. 


Smith Bros., Inc. 

134 N. Hamilton, Poughkeepsie, N. Y. 
Agency: KHCC&A, NYC. Spot $79,710. 
J. Allen Smith & Co. 

108 Depot, Knoxville 17. Thos. B. Greene 
Jr., adv & sls prom m. 

Agency: Tombras, Knoxville. Spot $26,620. 
Smith-Douglass Co., Inc. 

Box 419, Norfolk 1. 

Agency: Chesapeake, Norfolk, J. R. Stiffler, 
ae. Spot $25,290. 

Smith Oil & Refining Co. 

1102 Kilborn Ave., Rockford, Ill. Gordon 
Wolfley, adv m. 

Agency: Cummings, Brand & McPherson, 
Rockford, Roger Porter, ae. Spot $29,770. 
Smithfield Ham & Prods. Co., Inc. 
Smithfield, Va. J. C. Sprigg Jr., p chg 
adv & sls. 

Agency: Cabell-Eanes, Richmond, Va., 
M. D. Newman, ae. Spot $38,140. 
Sno-Bol Co. 

25 W. Walton Blvd., Pontiac 23, Mich. 
Agency: Roche, Rickerd & Cleary, Chi. 
Spot $20,110. 

F. H. Snow Canning Co., Inc. 

Pine Point, Me. 

Agency: Daniel F. Sullivan, Boston. Spot 
$35,750. 

Socony-Mobil Oil Co., Inc. 

150 E. 42nd St. NYC 17. J. D. Elgin, 
m adv & prom dept. 

Agency: Compton, NYC, L. B. Dunham, 
ae. Spot $572,490. 

Solarine Co. 

4201 Pulaski Hwy., Baltimore, Frank Mas- 
terson, adv sup. 

Agency: Courtland D. Ferguson, Washing- 
ton. Spot $44,950. 

Sonny Boy Co. 

P. O. Box 523, Fresno. 

Agency: C & W, San Francisco, Fred 
Hale, ae. Spot $579,240. 

Sophie Mae Candy Corp. 

311 North Ave., N. E., Atlanta. 

Agency: LNB&L, Atlanta, John Ottley, ae. 
Spot $28,780. 

Southern Bakeries Co. 

275 Peachtree, N.E., Atlanta 2. 

Agency: Burke Dowling Adams, Atlanta, 
J. E. B. Shi, ae. Spot $43,770. 

Southern Bell Tel. Co. 

Hurt Bldg., Atlanta 1. C. L. Buckingham, 
g adv m. 

Agency: Tucker Wayne, Atlanta, Matt 
Connor, ae. Spot $337,019. 

Southern Calif. Gas Co. 

810 S. Flower, Los Angeles 17. J. S. 
Spaulding, adv m. 

Agencies: McCann-Erickson, LA: Stiller- 
Hunt, Beverly Hills. Spot $31,840. 
Southern Packing Co. 

909 S. Carey, Baltimore. T. Rickenback, 
dir adv. 

Agency: Rockmore, NYC, L. Schaub, ae. 
Spot $56,370. 

Southern Spring Bed Co. 


290 Hunter SF, Atlanta 1. I. B. Williams | 


Jr., adv m. 

Agency: Tombras, Knoxville, Evan Me- 
Lean, ae. Spot $71,360. 

Southland Coffee Co., Inc. 

1 Washington SW, Atlanta 3. 

Agency: Donahue & Coe, NYC. Spot $93,- 
610. 


Southwestern Bell Tel. Co. 
1010 Pine St. St. Louis 1. Harold B. 
Groh, vp adv & pr. 
Agency: Gardner, St. Louis, J. H. Leach, 
ae. Spot $300,020. 

Stores 
1111 44th St. S.E., Grand Rapids, Mich. 
Don Taylor, adv sup. 
Agency: Norman-Navan, Grand Rapids, 
Jack Norman, ae. Spot $23,010. 
Spatini Co. 
47th & Brown, Philadelphia 39. 
Agency: Elkman, Philadelphia. Spot $29,- 
830. 
Speedway Petroleum Corp. 
15911 Wyoming Ave., Detroit 38. C. W. 
Sucher, adv sup. 
Agency: W. B. Doner, Detroit, J. G. Ryan, 
ae. Spot $319,870. 
Sperry & Hutchinson Co. 
114 Fifth Ave., NYC 3. Emil A. Corona, 
dir adv & pr. 
Agency: SSC&B, NYC. Spot $402,680. 
Spinney Mfg. Co. 
10 Central, West Springfield, Mass. Fred 
B. Spinney, p & adv m. 
Agency: Adco Assocs., Springfield. Spot 
$115,000. 
Spoolie Curler Co. 
1119 E. Hill St., Hopkins, Minn. J. J. 
Weaver, p, dir adv; Frank Alpert, adv m 
& w coast sls rep. Spot $132,950. 
Squirt Co. 
4610 Van Nuys Blvd., Sherman Oaks, Cal. 
Hugh McKellar, dir adv. 
Agency: H,C,H, LA. Spot $371,620, 
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Stahi-Meyer, Inc. 

172 E. 127th St., NYC 35. 

Agency: Hicks & Greist, NYC, Harry L. 
Hicks Jr., ae. Spot $150,000. 


Standard Brands, Inc. 

625 Madison Ave., NYC 22. Edward D. 
Barrett, asst vp chg mkt; Joseph C. 
Kouba, grp prd m—Blue Bonnett mar- 
garine & Royal desserts; K. H. Steinhardt, 
prd m—tea; A. Taylor, grp prd m— 
instant Chase & Sanborn; R. C. Ter- 
willinger, prd m—roasted coffee & instant 
Siesta; R. H. Fishman, prd m—yeast & 
baking powder; F. D. Baird, m adv & 
sls prom—spec prds div. 

Agencies: JWT, NYC 17 (Fleischmann’s 
yeast, Tender Leaf tea, Royal nuts, Chase 
& Sanborn coffee), W. Howard, sr sup; 
S. B. Dobbs, R. Dennison, a sups; J. 
Hamilton, F. Thomson, C. Cartwright, 
Wilkes Bianchi, aes. Bates, NYC 19 (Blue 
Bonnet margarine, Royal desserts & baking 
powder, Walter Kendall Hunt Club & 
Fives dog food, Siesta instant coffee, 
Fleischmann’s margarine), A. M. Whit- 
lock, sr sup; William Groome, J. S. Clark- 
son, a sups; F. J. Knittle, W. R. Groome, 
G. Ensign, W. Foster, aes. Spot $4,135,040. 


Standard Brewing Co. 

5801 Train Ave., Cleveland 2. George E. 

Creadon, treas & adv m. 

Agency: Gerst, Sylvester & Walsh, Cleve- 

land. Spot $77,880. 

Standard Food Markets 

16 S. Pennsylvania, Oklahoma City. 

Agency: Barlow, Oklahoma City. Spot 

$24,240. 

Standard Industrial Products, Inc. 

P. O. Box 325, Evansville 4, Ind. 

Agency: Malcolm, Evansville. Spot $23,- 

940. 

Standard Oil Co. of California, 
Western Operations, Inc. 

225 Bush, San Francisco 20. M. A. Mattes, 

m adv dept. 

Agencies: BBDO, San Francisco, C. E. 

Hale, ae. Spot $678,000. 

Standard Oil Co. of Indiana 

910 S. Michigan Ave., Chicago 80. Wesley 

I. Nunn, adv m. 

Agencies: D’Arcy, Chi. Kent Lee, ae. 

BBDO, Chi., Kermit Small, ae. Spot $1,- 

767,900. 

Standard Oil Co. of Ohio 

Midland Bldg., Cleveland 15. Frank A. 

Kolb, adv sup. 

Agency: McCann-Erickson, Cleveland, J. 

V. Tracy, ae. Spot $679,910. 

Standard Oil Co. of Texas 

1600 City Nat. Bank Bldg., Houston 1. 

Agency: White & Shuford, El Paso. Spot 

$55,520. 

Standard-Triumph Motor Co., Inc. 

1745 Broadway, NYC 19. David R. Allen, 

vp adv & pr. 

Agency: DCS&S, NYC, Pieter Fisher, ae. 

Spot $99,020. 

Star-Kist Foods, Inc. 

Terminal Island, Calif. J. G. Scharer, vp 

chg sls & adv. 

Agency: Burnett, Chi. Spot $139,420. 

State Farm Mutual Auto Ins. Co. 

112 E. Washington, Bloomington, Ill. T. C. 

Morrill, vp; Charles B. Foote, dir adv; 

D. F. McNertney, adv sup. 

Agency: NL&B, Chi. Paul E. Belknap, 
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Bradley M. Wyatt, aes. Spot $129,972. 
State Line Potato Chip Co. 
Willimansic, Mass. 

Agency: Randall, Hartford, Conn., Wilbur 
Randall, ae. Spot $61,030. 


Stauffer Reducing, Inc. 

1919 N. Vineburn Ave., LA 32. Kenneth 

C. Lovgren, adv m; Ross Mason, asst adv 

m. 

Agency: FC&B, LA, Tom Randolph, ae. 

Spot $28,790. 

Stegmaier Brewing Co. 

152 E. Market St., Wilkes-Barre. William 

T. Kelly, adv m. Spot $65,110. 

Stella D’Oro Biscuit Co., Inc. 

184 W. 237th St, NYC 63. A. J. San- 

tero, sec, treas, dir adv & sls. 

Agency: Carlo Vinti, NYC. Spot $59,550. 

Stephans Distrib. Corp. 

405 Professional Bldg., Ft. Lauderdale, Fla. 

Donald S. Bennett, adv m. 

Agency: C&W, NYC, Richard I. Ide, ae. 

Spot $241,590. 

Sterling Brewers, Inc. 

1301 Pennsylvania Ave., Evansville 7, Ind. 

Walter C. Gottfred, adv m. 

Agency: Compton, NYC, J. Flynn, ae. 

Spot $484,560. 

Sterling Drug, Inc., Glenbrook 
Labs Div. 

1450 Broadway, NYC 18. R. L. Steenrod, 

prd m—Bayer; H. D. Nitchie, prd m— 

Phillips, Dr. Lyon’s, Haley's; Glenn Johns- 

ton, prd m—Fizrin; F. M. Deakins, prd m 

—Fletchers, Dr. Caldwell’s, ZBT baby 

powder, Energine; R. E. Gray, prd m— 

Tronized yeast. 

Agencies: D-F-S NYC, (Bayer aspirin & 

nasal spray, Dr. Lyon’s, Energine, Haley’s 

M.O., Phillips milk of magnesia for r&tv), 

George Tormey, ae; Thompson-Koch, NYC 

18 (D-con Co div, Ironized yeast for r&tv), 

Bill Madill, ae; Brown & Butcher, NYC 20 

(Dr. Caldwell’s, Fletcher’s Castoria, ZBT), 

Ralph Tassinari, ae; Compton, NYC 22 

(Fizrin, Instantine), Bill Stewart, ae. Spot 

$3,660,910. 

Stewart-Warner Corp. 

1826-52 Diversey Pkwy, Chicago 14. Ray 

Burke, dir adv. 

Agency: MacFarland, Aveyard, Chi. (Ale- 

mite), Walter Powers, ae. Spot $84,500. 

Stewarts, Inc. 

653 Corinne, Memphis 2. 

Agency: Rosengarten & Steinke, Memphis. 

Spot $20,840. 

Stewart’s Private Blend Coffee Co. 

4110 Wrightwood Ave., Chicago 39. 

Agency: Roche, Rickerd & Cleary, Chi. 

Spot $37,570. 

Stokely-Van Camp, Inc. 

941 N. Meridian, Indianapolis 6. Ralph M. 

Watts, adv & mkt m. 

Agencies: L&N, NYC (Stokely-Van Camp 

canned goods), T. P. Doughten, ae. L&N, 

San Francisco (Van Camp frozen foods, 

Pictsweet, Stokely’s finest frozen foods), 

Ray Peterson, ae. Spot $393,990. 

Stop & Shop, Inc. 

393 D St. Boston 10. Harry D. Shain, 

dir adv & sls prom, Louis P. Steinberg, 

adv m. 

Agency: Arnold, Boston, Arnold Rosoff, ae. 

Spot $150,000. 

Storz Brewing Co. 

1807 N. 16th St. Omaha 2. Arthur C. 


Storz Jr., adv m. 

Agency: Bozell & Jacobs, Omaha, Randal? 
E. Packard, ae. Spot $305,760. 

Stouffer Corp., Inc. 

1375 Euclid Ave., Cleveland 15. Clark M. 
Munger, adv & merc m. 

Agency: JWT, NYC, Everett C. Bradley, 
ae. Spot $240,480. 

Strietmann Biscuit Co. 

Mariemont, Cincinnati 27. A. H. Striet 
mann, adv m. 

Agency: Ralph H. Jones, Cincinnati, Rich- 
ard Jones, ae. Spot $112,500. 
Stroehmann Bros. 

1685 Northway Road, Williamsport, Pa. 
L. V. Thompson, vp dir adv & sls. 
Agencies: Ellington, NYC (Philadelphia 
mkt). QBA, NYC (balance of mkts). Spot 
$82,650. 

Stroh Brewery Co. 

909 E. Elizabeth, Detroit 26. 

Agency: Zimmer, Keller & Calvert, Detroit, 
Stanley Bahnsen, ae. Spot $427,890. 
Sucher’s Meat Co. 

400 Northwestern Ave., Dayton. Earl Me- 
Williams, adv sup. 

Agency: Bridges & Sharp, Dayton, Jim 
Bridges, ae. Spot $34,490. 

Sugardale Provision Co. 

Canton, Ohio. 

Agency: Lang, Fisher & Stashower, Cleve- 


land. D. L. Stashower, ae. Spot $130,000. 7 


R. G. Sullivan, Inc. 

823 Elm St., Manchester, N. H. 

Agency: John C. Dowd, Boston. Spot 
$76,190. 

Sulray, Inc. 

273 Columbus Ave., Tuckahoe, NY. 
Agency: Kushins, Anderson & Takaro, 
NYC, Jack Anderson, ae. Spot $26,220. 


Sun Drug Co. 

1130 Perry Highway, Pittsburgh 37. Harold 
Perry, adv sup. 

Agency: Jay Reich, Pittsburgh, Jay Reich, 
ae. Spot $155,350. 


Sun Oil Co. 

1608 Walnut, Philadelphia 3. William M. 
Schmitt, gm, adv; P. D. McKay, adv; 
William D. Daub, adv. 

Agency: Esty, NYC (motor prds). Spot 
$2,700,000. 

Sun Ray Drug Co. 

49th & Lancaster Ave., Philadelphia. Ben- 
jamin Lerner, adv sup. 

Agency: Philip Klein, Philadelphia, Her- 
bert Ringold, ae. Spot $262,590, 


Sunkist Growers, Inc. 

720 E. Sunkist, Ontario, Calif. Harold J. 
Ackley, adv m. 

Agency: FC&B, LA, James Felton, ae. 
Spot $128,700. 


Sunlight Chemical Co. 

55 Pawtucket Ave., Rumford 16, R.L L. W. 
Brower, p & adv m. 

Agency: Horton, Church & Goff, Provi- 
dence. Spot $29,850. 


Sunnyland Packing Co. 
Thomasville, Ga. D. Harvard, vp. 
Agency: Dennis, Parsons & Cook, Jackson- 
ville, William Cook, ae. Spot $21,900. 
Sunshine Biscuit Co. 

Thompson Ave. & Queens Plaza, Long Is 
land City 1, N. Y. Gene Flack, dir adv & 
sls; Norman B. Smith, adv m. 
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To add “atmosphere” to the sales pitch... 


RCA Special Effects! 


Products of your local sponsors can. be given that “‘distinctive’’ appeal with intri- 
guing traveling matte effects. Using RCA Special Effects equipment, exciting slide 
or film backdrops can easily be inserted into commercials. You can place an 
animated figure into a moving background or add “‘atmosphere”’ details that 
give results, very simply. The system will accept signals from several sources to 
produce a variety of effects. 


In addition td traveling matte backgrounds, RCA can provide modules for 154 

French chef sprite is electronically . special effects, including wipes, split screens, block, wedge, circular and multiple 
frequency patterns. Any ten effects may be preselected—simply plug ten modules 
into the control panel. You get the right effect to add that extra sell to your pro- 
grams and commercials every time! 


Your RCA Special Effects will sell itself to 
advertisers and give your station a competitive 
edge. See your RCA Representative. Or write 
to RCA, Broadcast and Television Equipment, 
Glos uno 0 Seine annes Dept. JD-278, Building 15-1, Camden, N. J. 
for descriptive booklet. In Canada: RCA 
VICTOR Company Limited, Montreal. 


One of a series on RCA Broadcast and Television Equipment + Camden, N. J. 
“HOW ADVERTISERS 
ARE SOLD”’ 


RCA Special Effects Panel 


The Most Trusted Name in Electronics 
® RADIO CORPORATION OF AMERICA 








SCHWIMMER-STORY 


AE LOVES CB 


EVEN MORE THAN CANCELLED CONFERENCES 


Account Executives are not always Right. 
There is usually a research director or a mar- 
keting manager or a media buyer or a client 
to point up this fact. But once in a while they 
luck out. Like the other day when three 
different clients had regional problems. AE sug- 
gested Championship Bowling, market-by- 
market. Each client said fine, knew it was the 
top filmed sports show for six straight years. 
Research blessed the audience profile, market- 
ing applauded the merchandising potential, and 
media knew the cost per thousand is fantasti- 
cally low. They all said, ““AE, you are Right.” 


AE’s wanting to avoid a persecution complex, 
write or wire, Walter Schwimmer, Inc. 
75 East Wacker Drive, Chicago, Illinois. 


CHAMPIONSHIP BOWLING 





“Championship Bowling’’ can be bought as an hour 
show or a half hour show every week, or as a half hour 








every other week, nationally or in selected markets. 











































Agency: C&W, NYC, Herbert Thwaite, ae. 
Spot $116,730. 

Sunsweet Growers, Inc. 

Market & San Antonio, San Jose 6, Calif. 
C. D. Owens, sls m & adv m. 

Agency: Long, San Jose; Steve Daly, ae. 
Spot $28,010. 

Super Valu Stores 

101 Jefferson Ave., Hopkins, Minn. Arthur 
Leemis, dir adv. 

Agency: Sherman Peterson, Minneapolis, 
Jack Hartman, ae. Spot $86,250. 
Superior Feed Mill 

Oklahoma City 9. T. W. Woody, adv m. 
Agencies: James R. Reese, Kansas City; 
Lowe Runkle, Oklahoma City. Spot $57,- 
660. 

Superior Provision Co. 

Massillon, Ohio. 

Agency: Marcus, Cleveland, Don Marcus, 
ae. Spot $110,000. 
Supplee-Biddle-Steltz Co. 

5th & Bristol, Philadelphia. Albert J. Conti, 
adv m & sls prom m. 

Agency: Ferguson, Philadelphia. Spot 
$27,000. 

Supreme ice Cream Co. 
Montgomery, Ala. J. C. Adkinson, adv sup. 
Agency: Proctor, Montgomery. Spot $32, 
390. 

Sutro & Co. 

460 Montgomery, San Francisco. 

Agency: H, C, H, San Francisco, Alfred 
E. Smith, ae. Spot $23,110. 

Sweet-Orr & Co., Inc. 

1 W. 34th St., NYC 1. 

Agency: KHCC&A, NYC. Spot $54,800. 
Sweets Co. of America, Inc. 

1515 Willow Ave., Hoboken, N. J. 
Agency: Henry Eisen, NYC. Spot $152,050. 
Swift & Co. 

Union Stock Yards, Chicago 9. Ray Weber, 
adv m; L. G. Placke, asst adv m; A. B. 
Gislason, med coord; W. L. Avery, R. A. 
Line, J. T. Gerhard, M. R. Call, F. J. 
Norris, adv dept assts. 

Agencies: McCann-Erickson, Chi. (butter, 
eggs, cheese, consumer package frozen 
meat, ham & bacon, ice cream, baby meats, 
poultry, fresh meats, franks, table-ready 
meats, sausage), W. R. Kinnaird, ae; Bur 
nett, Chi. (All-sweet margarine, End-0 
prds, Vigoro plant food), R. G. Everett, ae; 
D-F-S, Chi. (Pard dog foods, canned meats, 
Swift’ning & Jewel shortening and salad 
oil), Sewell Gardner, ae; Bert Gittins, Mil- 
waukee (Farm Plant foods, feeds, Red 
Steer plant food), Bert Gittins, ae; Ludgin, 
Chi. (peanut butter), George Rink, ae. 
Spot $827,170. 

TV Time Foods, Inc. 

6570 Sheridan Road, Chicago 26. 
Agency: EWR&R, Chi. Spot $24,370. 
Tampa Florida Brewery, Inc. 

5th Ave. & 13th St., Tampa 5. 

Agency: Benito, Tampa, Louis Benito, ae. 
Spot $42,630. 

Vic Tanney Enterprises 

9356 Santa Monica Blvd., Beverly Hills. 
Vic Tanney, adv sup. 

Agency: Stahl, Hollywood, Charles Stahl, 
ae. Spot $1,277,630. 


Tarnow Co. 
4230 N. West Shore Blvd., Tampa. Paul 


Tarnow, adv sup. 
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Agency: Yorkunas, Tampa, Al Yorkunas, 
ae. Spot $29,360. 

Sidney A. Tarrson Co. 

518 S. Racine Ave, Chicago, Sidney A. 
Tarrson, adv sup. 

Agency: Allen Alpern, Chi. Allen W. 
Alpern, ae. Spot $51,330. 

Tasti Cup Corp. 

30 Main St., Brooklyn 1. Mortimer J. 
Kahan, p chg sls & adv. 

Agency: L. H. Hartman, NYC. Spot 
$28,790. 

Tasty Baking Co. 

2801 Hunting Park Ave., Philadelphia 29. 
Charles B. Vidinghoff, dir sls & adv; Wal- 
ter F. Clanuffer, asst dir sls & adv. 
Agency: Aitken-Kynett, Philadelphia. Spot 
$360,130. 

Taylor-Reed Corp. 

15 Crescent, Glenbrook, Conn. Jack House, 
adv m. 

Agency: Hicks & Griest, NYC, T. J. Grune- 
wald, ae. Spot $1,181,940. 

Tea Council of U.S.A. 

500 Fifth Ave., NYC 36. John M. Ander- 
son, dir adv & prom. 

Agency: Burnett, Chi., C. M. Dering, ae. 
Spot $974,150. 

Teeter Super Markets 

Mooresville, N. C. Roy Guffy, adv sup. 
Agency: Cox & Jackson. Spot $20,670. 
Telewares, Inc. 

25 Atlantic Ave., Floral Park, L. I, N. Y. 
Mike Gelrod, adv sup. 

Agency: Gelrod, Floral Park, Mike Gelrod, 
ae, Spot $170,200. 

Tenn. Farmers Co-op 

Box 68, Lavernge, Tenn. 

Agency: Agric. Adv. Assocs. William 
Pease, ae. Spot $33,130. 

Terre Haute Brewing Co. 

440 S. 9th St, Terre Haute, Ind. C. C. 
Grubbs, g sls m, dir adv. 

Agency, Jaffe Naughton Rich, Minneap- 
olis 3. Spot $38,260. 

Tetley Tea Co., Inc. 

483 Greenwich St., NYC 13. 

Agency: OB&M, NYC. Spot $24,510. 
Texaco, Inc. 

135 E. 42nd St., NYC 17. Ben Halsell, dir 
adv & sls prom; J. H. Childs, gm adv & 
sls prom; J. F. Coogan, adv m. 

Spot $649,380. 

Texas Coffee Co. 

Beaumont, Tex. 

Agency: Gober, Beaumont, Dene Gober, ae. 
Spot $71,580. 

Texas Electric Service Co. 

408 W. Seventh, Ft. Worth. Vance Gilmore, 
adv sup. 

Agency: Magnussen, Ft. Worth, H. A. 
Magnussen, ae. Spot $57,500. 

Texas State Optical Co. 

860 Orleans St., Beaumont, Tex. W. Ed 
Allen, adv sup. 

Agency: EWR&R, Houston, Mary Kay Man- 
sell, ae. Spot $86,480. 

Texize Chemicals Co. 

P. 0. Box 1820, Greenville, S. C. T. E. 
Chantron, dir adv. 

Agency: Henderson, Greenville, S. C., How- 
ard McIntyre, a sup; Peter Soutter, Jeffery 
Majette, aes. Spot $5,360,900. 

Theon Co. 

417 Lafayette, NYC. 


SCHWIMMER-STORY 


AE LOVES CB 


EVEN MORE THAN OLIVES OR LEMON TWISTS 


This AE may not know all he could about 
bridge, but he knows about bridge players . . . 
About their fantastic loyalty to the game... 
and to the show they refer to as “our show” — 
Championship Bridge. 10,000,000 bridge play- 
ers watch the show. They write thousands of 
letters of thanks to stations carrying “their” 
show. Their profile looks like many others 
except for a bulge from fatter billfolds. And 
they watch with unheard of interest. Avid. 
Our AE’s client likes this interest. So does his 
comptroller. So does our AE who sold them 
the show. He likes being a hero. 


For a completely one-sided story, write or wire 
Walter Schwimmer, Inc., 75 East Wacker 
Drive, Chicago, Illinois. 








CHAMPIONSHIP a 











“Championship Bridge with Charlies Goren"’ resumes on 
ABC-TV Sunday, October 16. Minute announcements are 
available either on a 13/26 week or 26/26 week basis. 























Agency: Joseph Reiss, NYC 22, Lillian 
Firestone, ae. Spot $32,180. 

S. B. Thomas, Inc. 

33-08 Queens Bivd., Long Island City 1, 
N. Y. John Swanson, adv m. 

Agency: MJ&A, NYC, John E. O’Brien, 
@ sup. Spot $225,150. 

Thorofare Markets 

Murrysville, Pa. L. H. Smith Jr., adv sup. 
Agency: KM&G, Pittsburgh, Charles 
Llewellyn, ae. Spot $50,590. 

Thrift Drug Co. 

5051 Redeo Dr., LA. Morrie Axelrod, adv 
sup. 

Agency: H, C, H, LA, Hildred Sanders, 
ae. Spot $82,830. 

Tidewater Oil Co. 

660 Madison Ave., NYC (eastern div); 
4201 Wilshire Blvd., LA 5 (western div). 
J. J. Leener, nat adv m, LA. 

Agency: FC&B, LA, R. G. Humphreys, @ 
sup; E. C. McDonald, ae—eastern div.; 
William Kennedy, ae—western div. Spot 
$918,830. 

Tidy House Products Co. 

P. O. Box 469, Shenandoah, Ia. 

Agencies: GB&B, San Francisco, Robert 
Whitehead, @ sup. Buchanan-Thomas (af- 
filiate of GB&B), Omaha, Robert Savage, 
ae. Spot $898,560. 

Tigrett Industries, Inc. 

600 Mobile Ave., Jackson, Tenn. 


Agency: Noble-Dury, Memphis. Spot $108,-. 


260. 

Tillamook County Creamery Assn. 
Tillamook, Ore. Jim Steckler, g sls m, 
adv m. 

Agency: Showalter, Lynch, Portland, Ore. 
Spot $21,660. 

Time, Inc. 

Time & Life Bldg., NYC 20. Richard E. 
Coffey, g prom m—Life mag; George Wever, 
g prom dir—Life mag; William Scherman, 
prom dir. 

Agency: Y&R, NYC. Spot $164,110. 
Tivoli Brewing Co. 

1342 Tenth, Denver. 

Agency: Prescott & Pilz, Denver, William 
Prescott, ae. Spot $30,610. 

Tobin Packing Co., Inc. 

P. O. Box 351, Albany 1. William B. 
O’Brien, adv m. 

Agency: Storm, Rochester, N. Y. Spot 
$80,940. 

Toledo Edison Co. 

Edison Bldg., Toledo 4. Nelson H. Ran- 
dall, adv m. 

Agency: Klau-Van Pietersom-Dunlap, Mil- 
waukee, Victor Lawrence, ae. Spot $52,360. 
Top Value Enterprises, Inc. 

125 S. Ludlow, Dayton 1. Charles H. Wa- 
terman Jr., adv m. 

Agency: Campbell-Mithun, Minneapolis, 
Ralph F, Wittgraf, ae. Spot $494,330. 
Top-Wip, Inc. 

8025 Melrose Ave., LA 46. Michael Karlan, 
asst adv m. 

Agency: K&E, LA. Spot $42,160. 


Townley Dairies 

400 Eckroat, Oklahoma City. R. C. Townley, 
adv sup. 

Agency: Galloway-Wallace, Oklahoma City, 
John Wallace, ae. Spot $50,190. 

Toy Guidance Council, Inc. 

1124 Broadway, NYC 10. 
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Agency: Friend-Reiss, NYC. Spot $112,370. 
Toyota Motor Distributors, Inc. 
8701 Beverly Blvd., Hollywood 48. 
Agency: Advertising Agencies, Studio City, 
Calif. Spot $21,330. 

Trager Mfg. Co., Inc. 

1015 Price, Scranton 4, Pa. A. L. Stahler, 
p & dir adv. 

Agency: Bauer & Tripp, Philadelphia, Roy 
L. Silver, ae. Spot $21,800. 

Transogram Co., Inc. 

200 Fifth Ave., NYC 10. Jack Arnold, 
adv m. 

Agency: Wexton, NYC 22, Adrian Price, 
ae. Spot $49,270. 

Trans-World Airlines, Inc. 

10 Richards Rd., Kansas City 5, Mo. J. C. 
Delong, g adv m, NYC: H. G. Riegner, asst 
g adv m, NYC: C. A. Finkbeiner, dir do- 
mestic adv, NYC; A. G. Huber, dir adv 
services, NYC. 

Agency: FC&B, NYC, Elliston Vinson, Ford 
Sibley, aes. Spot $21,500. 

Travelers Insurance Co. 

700 Main, Hartford 15, Conn. Herbert J. 
Kramer, dir pub inf & adv dept. 
Agency: Y&R, NYC, Layng Martine, ae. 
Spot $76,980. 

Trylon Products Corp. 

2750 N. Wolcott, Chicago 14. 

Agency: Kemper, Chi. Spot $34,580. 
Turtle Wax-Plastone Co. 

1800 N. Clybourn, Chicago 14. B. F. Hirsch, 
p & adv m. 

Agency: Bozell & Jacobs, Chi. Spot $45,290. 
Twentieth Century-Fox Film Corp. 
444 W. 56th St., NYC 19. S. Charles Ein- 
feld, vp adv & pub; Abe Goodman, adv 
dir; Martin Michel, tv dir. 

Agency: Charles Schlaifer, NYC, Christy 
Wilbert, ae. Spot $62,710. 

Tyrex, Inc. 

Empire State Bldg., NYC. 

Agency: McCann-Erickson, NYC, Frank 
Kirkpatrick, George Morris, aes. Spot 
$117,200. 

Uddo & Taormina Co. 

107 Humboldt, Brooklyn, N. Y. Frank 
Taormina, gm. 

Agency: Carlo Vinti, NYC, Joseph Vinti, 
ae. Spot $312,790. 

Union Carbide Consumer Products 
' Co., Div. Union Carbide Corp. 
270 Park Ave., NYC 17. A. H. Brust, m 
adv. 

Agency: Esty, NYC. Spot $481,030. 


Union Electric Co. 

315 N. 12th, St. Louis 1. Waiter G. Heren, 
dir pr & adv; James W. Lumpp, adv m. 
Agency: Gardner, St. Louis, M. C. Hepler, 
ae. Spot $21,660. 


Union Oil Co. of Cal. 

Union Oil Center, LA 17. Jerry Luboviski, 
dir pr & adv. 

Agency: EWR&R, LA (tv-rad). Spot $266,- 
700. 


Union Pacific Railroad 

1416 Dodge, Omaha 2. C. H. Mertens, g 
adv m; Paul G. Beach, adv m—Omaha; 
C. R. Ward, adv m—Portland, Ore.; H. J. 
Forbes, adv m—LA. 

Agencies: Caples, Omaha, L. M. Branch, 
ae. Caples, LA, M. Wellborn, ae. Caples 
Portland, Ore., R. J. Livingston, ae. Gill- 
ham, Salt Lake City, M. C. Nelson, ae. 


Spot $274,483. 

United Air Lines, Inc. 

5959 S. Cicero Ave., Chicago 38. R. E. 

Johnson, sr vp sls adv & pr; Eugene A. 

Raven, dir adv. 

Agency: Ayer, Chi. Spot $193,710. 

United Artists Corp. 

729 Seventh Ave., NYC 19. Roger H. Lewis, 

vp adv & pub; Fred Goldberg, nat dir adv 

& pub; David Chasman, adv m. Spot $24,- 

090. 

United Fruit Co. 

30 St. James Ave., Boston 16. C. W. Moore, 

adv dir. 

Agency: BBDO, Boston, Tom Bull, ae. Spot 

$291,700. 

United Fuel Gas Co. 

P. O. Box 1273, Charleston 25, W. Va.. Kent 

Hall, adv m. 

Spot $84,330. 

United Merchants & 
Manufacturing, Inc. 

1407 Broadway, NYC 18. 

Agency: Arkwright, NYC. Spot $3,840,970, 

United States Bedding Co. 

Wabash & Vandalia, St. Paul 14. Ralph J. 

Marx, adv m. 

Agency: Campbell-Mithun, Minneapolis, 

Spot $28,810 

U. S. Borax & Chemical Co. 

630 Shatto Pl., LA 5. K. H. Lyngheim, adv 

m—20 Mule Team prds div. 

Agency: McCann-Erickson, LA, J. F. Kerr, 

ae. Spot $1,998,720. 

U. S. National Bank 

Portland, Ore. George Buchanan, asst, vp 

chg adv. 

Agency: Montgomery, Portland, Ore., Mary 

Mimmo, ae. Spot $34,590. 

U. S. Rubber Co. 

1230 Ave. of Americas, NYC 20. C. H. Gil- 

bert, dir adv; Gregg T. Ward, asst dir adv; 

A. J. Hocking, adv m—footwear & g prds 

div; C. H. Shirley, adv m—tire div; H. E. 

Dadson, adv m—mech goods div. 

Agency: FRC&H, NYC, F. D. Richards, ae. 

Spot $860,220. 

U. S. Steel Corp. 

71 Broadway, NYC 6. John Veckly, adv. m; 

H. W. Hoffman, R. J. Wilcox, asst adv dirs; 

W. H. Crawford, bus m-adv div. 

Agency: BBDO, NYC and Pittsburgh, Fred 

Sharp, ae. Spot $48,660. 

U. S. Tobacco Co. 

630 Fifth Ave., NYC 20. R. J. Steinle, adv 


m. 
Agency: LaRoche, NYC. Spot $240,070. 


United Vintners, Inc. 

601 Fourth Ave., San Francisco 7. Irv 
Cotanch, vp nat adv & pr dir. 

Agencies: Y&R, San Francisco (Petri 
wine), James McManus, ae. H, C, H, San 
Francisco (Italian Swiss Colony, G&D ver- 
mouth). Spot $1,004,280. 

Universal Appliance Co. 

NYC. 

Agency: Gould & Tierney, NYC. Spot 
$96,150. 


Uniwax Aerosol Chemical Corp. 
Agency: Rothstein, Simmons, Pascoe, Davis, 
NYC, Stanley Simmons, ae. Spot $57,390. 


Utah-Idaho Sugar Co. 

Beneficial Life Bldg., Salt Lake City 10. 
Agency: Evans, Salt Lake City, David W. 
Evans, ae. Spot $38,480. 
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Utah Oil Refining Co. 

Utah Oil Bldg., Salt Lake City. 

Agency: Gillham, Salt Lake City, M. C. 
Nelson, ae. Spot $67,000. 

Utah Power & Light Co. 

1407 W. N. Temple, Salt Lake City 16. 
D. H. White, adv m. 

Agency: Gillham, Salt Lake City, Wendell 
J. Ashton, ae. Spot $32,840. 

Valley Bell Dairy Co. 

Delaware Ave. & Roane St., Charleston, 
W. Va. J. W. Martin, adv sup. Spot $39,310. 
Valley Forge Brewing Co. 
Norristown, Pa. Benjamin Mitchell, Jr., dir 
sls & adv. 

Agency: Gray & Rogers, Philadelphia, Hen- 
ry Hollowell, ae. Spot $55,730. 

Valleydale Packers Co. 

1013 Iowa St., Salem, Va. Lester Stone, adv 
sup. 

Agency: Noble-Dury, Nashville, Mrs. Jane 
Dowden, ae. Spot $248,210. 

Van Merritt Brewing Co. 

2415-49 W. 21st St., Chicago 8. 

Spot $28,200. 

Vaporettes Co. 

c/o Al Semtner Drug Depot, P.O. Box 
9337, 2416 South Harwood St., Dallas 15. 
Agency: Katz, Dallas, Ken Sikorski, ae. 
Spot $41,280. 

Veasey Drug Co. 

1015 N. Broadway, Oklahoma City. Gerald 
S. Jenkins, adv sup. Spot $50,030. 

Venus Pen & Pencil Corp. 
Lewisburg, Tenn. Leonard A. Hehner, m sls 
prom & adv. 

Agency: DDB, NYC, Fred Dossenbach, ae. 
Spot $110,420. 

Vick Chemical Co. 

122 E. 42nd St., NYC 17. G. E. Morgan, 
adv m—cold tablets & Vapo Steam; R. G. 
Secrist, adv m—cough syrup, nose drops, 
nasal spray; H. Finch, adv m—VapoRub; 
D. M. Close, adv m—cough drops, inhalers, 
lozenges. 

Agencies: SSC&B (Cold Tablets only), 
Horace Hagedorn, ae; Morse, NYC 17 (all 
other prds), John Archibald, ae. Spot 
$3,115,200. 

Virginia-Carolina Chemical Corp. 
401 E. Main St., Richmond 8, R. C. Long, 
adv m. 

Agency: Albert Sidney Noble, NYC. Spot 
$51,700. 

Vitamin Industries, Inc. 

Omaha. Joe Zweibach, adv sup. 

Agency: Bozell & Jacobs, Omaha, Clair 
Gross, ae. Spot $39,120. 

Volvo Import Co., Inc. 

452 Hudson Terrace, Englewood Cliffs, N. J. 
Agency: Advertising Agencies, Studio City, 
Cal., Kent Goodman, David Crawley, aes. 
Spot $34,980. 

Wabash Railroad Co. 

Railway Exchange Bldg., St. Louis 1. Leo 
A. Brown, dir adv & pr. 

Agency: Gardner, St. Louis. Spot $64,290. 
Wade Drug Corp. 

P.O. Box 292, Shreveport, La. B. D. Brun- 
field, adv & sls m. 

Agency: Jet, Shreveport, Bob Dresher, ae. 
Spot $74,030. 


August Wagner Breweries, Inc. 
605 S. Front, Columbus 16, Ohio. 
Agency: Byer & Bowman, Columbus. Spot 


$111,820. 

Walgreen Co. 

4300 Peterson Ave., Chicago 46. Orville G. 

Gile, dir adv. 

Agency: R. Jack Scott, Chi. R. Jack Scott; 

ae. Spot $360,000. 

The Wander Co. (Ovaltine Food 
Products) 

Prudential Plaza, Chicago 1. 

Agency: Tatham-Laird, Chi. Spot $2,075,- 

850. 

Waples-Platter Co. 

7133 Burns, Ft. Worth. 

Agency: Holmes, Ft. Worth, Peter J. Mc- 

Kone, ae. Spot $24,220. 

Ward Baking Co. 

475 Fifth Ave., NYC 17. R. M. Prentice, 

adv m. 

Agency: Grey, NYC (all Tip-Top, Harvest, 

Dandee, and Aunt Hannah products), 

George DePue, a sup. Spot $2,000,000. 

Ward Drug Co. 

304 N. Walton, Dallas. Irvin Weinberg, adv 

sup. 

Agency: Pams, Dallas, Darrell Grundy, ae. 

Spot $45,230. 

Warehouse Markets 

llth & Elgin, Tulsa. Margaret Simpson, adv 

sup. Spot $21,820. 

Warner Bros. Pictures, Inc. 

4000 Warner Blvd., Burbank, Calif. Gil 

Golden, nat adv m; Charles Cohen, eastern 

adv m. 

Agency: Blaine-Thompson, NYC, Phillip 

Solomon, ae. Spot $80,000. 

Warner Lambert Pharmaceutical 
Co., Warner Lambert Products 
Division 

201 Tabor Rd., Morris Plains, N.J. I. W. 

Hoff, vp & g prds dir; G. McMasters, prd 

dir—Listerine; W. Bowe, prd dir—Bromo 

Seltzer; E. J. Murray, prd dir—Anahist; 

J. Anderson, prd dir—foods; P. Elliott- 

Smith, dir of new prds. 

Agencies: Lambert & Feasley, NYC (Lis- 

terine, Fizzies); Ted Bates, NYC (Ana- 

hist); Cunningham & Walsh, NYC (New 
prds) ; BBDO, NYC (Bromo Seltzer). Spot 
$10,690,620. 

F. B. Washburn Candy Co. 

137-147 Perkins Ave., Brockton, Mass. 

Agency: James O'Leary, Boston (broad- 

cast). Spot $42,720. 

Washington State Apple Adv. 
Comm. 

Wenatchee, Wash. Joseph T. Brownlow, adv 

sup. 

Agency: Cole & Weber, Seattle, William 

Sandiford, ae. Spot $105,670. 


Wayne Candies, Inc. 

Fort Wayne, Ind. 

Agency: Kight, Columbus, Ohio. Spot 
$20,410. 


Weicker Transfer Storage 

207 W. Las Animas, Colorado Springs. 
Agency: Robertson, Denver, Marshall Rob- 
ertson, ae, Spot $26,730. 


Weingarten Stores 

Houston 

Agency: Nahas-Blumberg, Bill Blumberg, 
ae. Spot $76,480. 

Welch Grape Juice Co. 

Westfield, N. Y. Richard R. Adams, chg 
adv & sls prom. 

Agency: Manoff, NYC. Spot $2,601,350. 


James O. Welch Co. 

810 Main St., Cambridge 39, Mass. 

Agencies: James Thomas Chirurg, Boston 

(east of Rockies). H, C, H, LA (west of 

Rockies). Spot $177,000. 

Wellesley Skill-Built Co. 

Wellesley Hills, Mass. 

Agency: Wellesley, Wellesley Hills, Mass., 

A. L, Hall, ae. Spot $36,160. 

Wesson Oil & Snowdrift 

210 Baronne St., New Orleans 12. M. J. 

Kehoe, vp mktg. 

Agency: Fitzgerald, New Orleans, Robert 

Carley, a sup. Spot $2,883,440. 

West Baking Co. 

1331 E. Washington St., Indianapolis. Leo 

Halling, adv sup. 

Agency: Wayne, Ft. Wayne, Ind., John L. 

John, ae. Spot $71,700. 

West Chemical Products, Inc. 

42-16 West, Long Island City 1, N.Y. R. C 

Goodwin dir adv. 

Agencies: G. M. Basford, NYC; Gard- 

ner, NYC, D. C. Kreinik, ae. Spot $139,200. 

West End Brewing Co. 

811 Edward St., Utica 4, N. Y. Frank 

Owens, adv m. 

Agency: DDB, NYC, John F. McManus, ae. 

Spot $442,340. 

Western Air Lines, Inc. 

6060 Avion Dr., LA 45. Bert D. Lynn, dir 

adv & sls prom. 

Agency: BBDO, LA. Spot $400,000. 

Western Auto Supply Co. 

2107 Grand Ave., Kansas City 8, Mo. H. W. 

Schlosser, adv & prom m; R. A. Caldwell, 

asst adv m. 

Agency: Winius-Brandon, St. Louis, Wm. 

Sanborn, ae. Spot $38,620. 

Western Stamping Co. 

Jackson, Mich. Arthur Poole, p chg adi 

& sls. 

Agency: Friend-Reiss, NYC, Lee Friend, 

ae. Spot $85,000. 

Westinghouse Electric Corp.— 
Distributors 

3 Gateway Center, Pittsburgh 30. Roger H. 

Bolin, dir adv; E. W. Seay, m g adv; D. E. 

Bockover, m med, Spot $42,750. 

Wheeling Elec. Co. 

51 Sixteenth St., Wheeling, W. Va. Marvin 

Barth, adv sup. 

Agency: Meldrum & Fewsmith, Cleveland. 

Spot $42,410. 

Whistle & Vess Beverage, Inc. 

5020 Arsenal St., St. Louis 9. L. C. Crook 

adv m & sls m. 

Agency: Viking, St. Louis, R. A. Cunning- 

ham, ae. Spot $20,030. 

White King Soap Co. 

617 E. Ist St., LA 54. W. G. Aitken, adv m; 

J. A. Forthmann 3rd, asst adv m. 

Agency: EWR&R, LA, Martyn Agens, ae. 

Spot $340,140. 

Martha White Mills, Inc. 

Penthouse 1717 West End Bldg, Nashville 

3. A. O. Stinson, dir adv & sls prom. 

Agency: Noble-Dury, Nashville, Allen 

Hines, ae. Spot $97,800. 

White Rock Corp. 

Foot of Van Dyck, Brooklyn 31, N. Y. S. 

Sottile, sls prom m & adv m. 

Agency: MJ&A, NYC. Spot $134,130. 

White Villa Grocery, Inc. 

P.O. Box 852, Dayton, Ohio. 
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Agency: Midland, Cincinnati, Bud Koons, 
ae. Spot $21,460. 


Whitehouse Co. 

Patterson, N. J. 

Agency: Kushins, Anderson, Takaro, NYC, 
Jack Anderson, ae. Spot $130,380. 


Whitfield Pickles Co. 

Alaga Syrup Co. North Court, Montgomery 
2, Ala. R. B. Janney Jr. vp purc. 

Agency: Fitzgerald, New Orleans, Joe L. 
Killen, Boyd Seghers, aes. Spot $51,790. 


George Wiedemann Brewing Co., 
Inc. 

601 Columbia, Newport 8, Ky. Newton 

Cross, dir adv; Herbert W. Lupton, asst 

adv m. 

Agency: DCS&S, NYC, John Rockwell, 

a sup. Spot $875,700. 


Wilkins Coffee Co. 

513 R. I. Ave., NE, Washington 2. John 
H. Wilkins Jr., pres. 

Agency: Ver Standig, Washington, M. Bel- 
mont Ver Standig, ae. $335,510. 


J. B. Williams Co. 

711 Fifth Ave., NYC 22. Edward Kletter, 
vp & dir adv. 

Agency: Parkson, NYC, Ted Bergmann, ae. 
Spot $400,000. 


R. R. Williams Co. 

Canaan, Conn. 

Agency: Wade, NYC, Henry Opperman, ae. 
Spot $77,920. 

Wilson & Co., Inc. 

Prudential Plaza, Chicago 1. Mark Cox, dir 
adv, pr, sls prom. 

Agencies: K&E, Chi. (ham, bacon, sausage, 
smoked meats, Jane Wilson prds & canned 
meats), John Baldwin, Frank Hoell, aes. 
Roche, Rickerd & Cleary, Chi. (Ideal Dog 
Food, Bakerite Shortening, BV Meat Ex- 
tract, poultry, Wilson sporting goods), Al 
Bonk, Elmer Blasko. Spot $1,401,800. 

Ar. Winarick, Inc. 

100 Jersey Ave., New Brunswick, N. J. 
Agency: KHCC&A, NYC, Lloyd G. White- 
brook, ae. Spot $100,540. 

Winn-Dixie Corp. 

Hillsborough Ave., Tampa. Joseph Romeo, 
adv sup. 

Agency: Yorkunas, Tampa, Al Yorkunas, 
ae. Spot $235,880. 

Wisconsin Electric Power 

231 W. Michigan St., Milwaukee. Wesley 
Blish, adv m. 

Agency: Klau-Van Pietersom-Dunlap, Mil- 
waukee, Vic Lawrence, ae. $154,260. 
Wisconsin Telephone Co. 

722 N. Broadway, Milwaukee 1. E. R. Han- 
auer, adv m. 

Agency: Cramer-Krasselt, Milwaukee, Ted 
Wing, ae. Spot $95,390. 


Abbreviations used in this directory are as 
follows: a, account; ae, account executive; 
a sup, account supervisor; adv, advertising; 
asst, assistant; bdest, broadcast; c, com- 
mercial; comp, comptroller; coord, coordi- 
nator; dept, department; dir, director; dist, 
distribution; div, division; g, general; m, 
manager; med, media; merc, merchandis- 
ing; mkt, marketing; nat, national; p, pres- 
ident; pgm, program; pr, public relations; 
prd, product; prod, production; prom, 
promotion; serv, service; sls, sales; sr, 
senior; vp, vice president. 
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Wisconsin Window Unit Co. 
Merrill, Wisc., Don Semling, sup adv. 
Spot $20,560. 


Wise Potato Chip Co. 

Berwick, Pa. Percy C. Wilson, adv m. 
Agency: Lynn, Wilkes-Barre, S. C. B. Lynn, 
ae, Spot. $90,940. 


Wolf’s Bakery 

Lafayette, La. William Wolf, adv sup. 
Agency: Purnell, Dallas, Lew Purnell, ae. 
Spot $311,930. 


Woodward & Lothrop 

10th, llth, F & G Sts., NW, Washington 13. 
Julia Lee, dir sls prom & pr. 
Agency: Martin, Washington, 
Martin, ae, Spot $104,540. 


Woolite, Inc. 

10614 Riverside Drive, North Hollywood, 
Calif. Harvey S. Hewitt, p chg adv & sls; 
William L. Smith, adv m. 

Agency: Daniel & Charles, NYC, Murray 
Dolmatch,ae. Spot $28,510. 


Wm. Wrigley Jr. Co. 

410 N. Michigan Ave., Chicago 11. Wrigley 
Offield, adv m. 

Agency: Arthur Meyerhoff, Chicago. Spot 
$2,749,420. 

Wynn Oil Co. 

1151 W. 5th St., Azusa, Cal. Carl Wynn, p. 
Agency: Kennedy, Walker, LA, Earl Ken- 
nedy, ae. Spot $150,000. 

W. F. Young, Inc. 

111 Lyman, Springfield 3, Mass. Wilbur F. 
Young, treas & adv m. 

Agency: JWT, NYC, Ted Wilson, ae. Spot 
$140,690. 

Zales Jewelry 

512 S. Akard, Dallas. Frank Lindley, adv 
sup. 

Agency: Bloom, Dallas, Aaron Pearlman, 
ae. Spot $249,560. 

Zeigler Packing Co. 

Selma, Ala. 

Agency: Robert Luckie, Birmingham. Spot 
$36,070. 

Zinsmaster Baking Co. 

2900 Park St., Minneapolis 7. E. K. Martin, 
adv m. 

Agency: BBDO, Minneapolis. Spot $63,280. 


Harwood 





Armstrong (Continued from 47) 


Theatre of Today continued until 
1953, overlapping by several years 
the Armstrong Circle Theatre, intro- 
duced on television in June of 1950 
—one of the first dramatic series on 
the home screens. 

For the first five years of its 10- 
year span, Circle 
weekly, 


Theatre was a 
half-hour dramatic-fiction 
series. In 1955, however, the format 
was changed to an hour-long drama- 
tic documentary done live on alter- 
nate weeks. This format has been 
continued until the present time and 
is now seen on Wednesday nights over 
the CBS-TV network, alternating with 












John W. Kiermaier has become di- 
rector of public affairs for CBS News, 
moving up from the post of assistant 
director, which he has held since 
joining the department in August of 
last year. Mr. Kiermaier, who in his 
new position will supervise a broad 
range of informational programming 
produced for the CBS television and 
radio networks, was associated with 
NBC from 1949 to 1958 as director 
of administration, news and public- 
affairs department, and in other posts 
of programming, sales and film. 





The United States Steel Hour. Eighty- 
nine documentaries ranging in sub- 
ject matter from cancer quackery to 
war orphans to illegal immigration 
have been produced for Armstrong by 
Talent Associates, and plans for the 
’60-61 season are well under way. 

The increasing sophistication of 
the programming that carries the 
Armstrong commercial message re- 
flects both the changing image of 
and market for its flooring products 
and the company’s philosophy of 
public relations. 

In the last 10 years public ae- 
ceptance of resilient flooring has 
reached a level far above that 
dreamed of by the 1917 executives 
who worked so hard to make 
linoleum acceptable on the kitchen 
floor. 

Many things have contributed to 
this. On-slab construction was a major 
factor at the beginning. Traditional 
flooring materials could not be used 
in this form of construction, but 
asphalt tile could be. People who 
bought homes with tile floors dis- 
covered that they had many ad 
They inexpensive, 
easy to clean, and gave a wide range 
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of choice in design and color. Thus 
a habit pattern was formed, and 
people who lived in the original low- 
cost houses which featured tiled floors 
have, in many cases, moved into more 
expensive homes, but have continued 
to ask for resilient flooring. 

Architectural styles have also had 
an influence. The open floor plan so 
prevalent in the modern develop- 
ment house lends itself to flooring 
which, through color and design, can 
unify several rooms — kitchen to 
family room to hallway—or can 
define certain areas, separating living 
room from dining area, for instance. 

The decorating trade has also 
proved a tremendous asset to the 
rising status of the resilient floor. 
And the ever-increasing, do-it-your- 
self, home-improvement market has 
been a prime prospect, not only for 
Armstrong’s floors, but also for its 
acoustical ‘ceilings, since both types 
of product can be easily installed by 
the home-owner. 


Appeal to Home Owners 


Armstrong Circle Theatre is de- 
signed to appeal to a home-owning 
market. Products emphasized in the 
program commercials are Excelon 
vinyl-asbestos tiles and Cushiontone 
acoustical ceilings. Mr. Moodie points 
out that these are considered-pur- 
chase items and are not bought by 
all segments of the population or the 
viewing audience. “We are,” he says, 
“trying to reach the home-owner 
market, generally of low-middle to 
low-upper income. These products 
are permanently installed and are of 
little interest to renters. Our theory 
of programming is based on the 
premise that if you offer a program 
that both entertains and offers some 
oppertunity for mental activity, you 
will reach smarter people, and 
smarter people make more money.” 

Commercials on Circle Theatre, 
which feature Hugh James as spokes- 
man, are designed to do several 
things. Flooring and acoustical ma- 
terials are sold to the consumer with 
a problem-solution story line stress- 
ing ease of installation, but, equally 
important, is the projection of the 
company’s image. 

Several years ago it was decided to 





experiment to see if television could 
be used to acquaint the public with 
the diversified products of the com- 
pany. The opening spot on Circle 
Theatre was reserved for corporate 
advertising—non-consumer products 
featured in arbitrary rotation. This 
policy has proved successful and has 
been continued. 

“We've had to educate ourselves in 
the use of television advertising,” 
says Mr. Moodie. For several years 
after we entered the medium our ad- 
vertising was a jumble of everything 
but the kitchen sink. Gradually we 
learned to concentrate on the products 
that lend themselves particularly well 
to the advantages television has to 
offer, especially those products whose 
uses can be demonstrated.” 

The success of Armstrong’s pro- 
motion of acoustical tile on tv has 
been notable. It was a ground-break- 
ing effort: before Armstrong started 
to advertise acoustical ceilings for 
residential use three years ago there 
was no market. 


“The fact that we have continued 
to increase our expenditures for the 
advertising of acoustical tile,” says 
Mr. Moodie, “is some indication that 
we are not dissatisfied with the re- 
sults thus far. Armstrong is certainly 
the major factor in the field, and 
acoustical ceilings represent a bright 
spot in our current growth picture. 
Consumer response has been ex- 
tremely encouraging. It seems there 
was a real need for the product.” 


Building An Image 


To Armstrong, advertising is a 
long-term project, and the major ob- 
jective of it is the building of an 
image of the company and its prod- 
ucts. “Experience would seem to in- 
dicate that we are accomplishing 
this,” says Mr. Moodie. “When Mrs. 
Jones trips over the hole in her 
floor, or when Pop can’t stand the 
racket another minute, we want them 
to think of Armstrong. Consistency 
in advertising is what we think will 
accomplish this. That’s why we 
haven’t been in and out of television. 
That’s why we’ve stayed with the 
same program and format for so 
long. We’re in a field where it’s diffi- 
cult to measure the sales effectiveness 


of any piece of advertising. People 
buy our products only two or three 
times in a life-time, so consumer re- 
sponse over a period of many years 
must be our criterion of success. 

“Of course, we also believe in taking 
advantage of short-range opportuni- 
ties. Four years ago we began to use 
daytime television to reach the buy- 
ers of our temporary floor coverings. 
We are now buying segments of four 
daytime shows on CBS-TV—Edge of 
Night, House Party, I Love Lucy 
and Love of Life.” 


Sheet Floor Covering 


The product emphasized on the 
daytime schedule is Vinyl Accolon, 
a sheet floor covering produced by a 
rotogravure process. It represents a 
low-cost investment and does not have 
to be installed, thus it is most effec- 
tively promoted to the low-income 
market and to women. 

Buying decisions on the more ex- 
pensive products advertised on Circle 
Theatre are strongly influenced by 
men, since such purchases represent 
a fairly substantial investment, have 
to be installed, often by the man 
involved, and, in the case of the 
accoustical materials, are made in 
lumber yards. 

A fine working relationship be- 
tween Armstrong, BBDO and Talent 
Associates, lacking the hysteria and 
sense of pressure so often associated 
with sponsor-agency-producer deal- 
ings, contributes much to the success 
of Circle Theatre. Armstrong is by 
no means a laissez-faire advertiser, 
for the company believes that the 
man with the pocketbook has the 
responsibility of control. However, 
Talent Associates producer Robert 
Costello certainly has no sense of 
being harnessed or harassed by a 
skittish sponsor. 

“There’s a great deal of mutual 
respect and very little ego involved,” 
says Mr. Costello. “They know their 
business, which isn’t show business, 
and they expect us to know ours, 
which is. In practice I would say that 
Armstrong exercises a certain veto 


control. There’s no point in trying to 
pretend that all subjects are suitable 
for production. But Armstrong has 
allowed us to present material in the 
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past that only recently has been used 
on other shows. 

“We have to be careful not to do 
more harm than good sometimes. 
This is, after all, a documentary for- 
mat, not an actual documentary. We 
still have actors speaking writers’ 
words. An actual man, speaking his 
own opinion, gives one effect. The 
audience feels that he has a right to 
his opinion. An actor gives a different 
sort of effect. For instance, a study 
of fraudulent charities has to avoid 
tainting honest groups. In a stand- 
ard documentary a man being inter- 
viewed may state that all charities 
are rackets. Our characters can’t say 
that.” 

Armstrong reports great satisfac- 
tion with viewer response to the pro- 
gram. “Not only has there been a 
tremendous letter response,” says 
Mr. Moodie, “but the type of letter 
and the very sincere and intelligent 
attitudes expressed have been most 
indicative to us of the program’s 
value. I would say that the mail 
response has been more influential in 
our continuing the format than the 
rather ordinary ratings. Our dealers 
have also taken pride in their connec- 
tion with Circle Theatre.” 


Good Relationship 


There is an efficiency of operation 
that indicates a long and satisfactory 
relationship between Armstrong and 
Talent Associates. Talent Associates 
has the responsibility of submitting 
ideas to a script committee, although 
any one is welcome to advance ma- 
terial for consideration. In the long 
run most of the ideas come from TA, 
“which,” says Bob Costello, “means 
we try to sell our point of view to the 
others.” 

It’s at this point that Armstrong 
exercises its authority. “We want our 
money spent in a way which fits 
what we believe,” explains Craig 
Moodie. “We think that the image of 
anything connected with the company 
should be in the company’s best in- 
terests. It takes so damn long to build 
a good company image, and it takes 
only one bad impression to ruin it.” 

Once the ideas are approved, TA 
takes over. “All those meetings can 
ruin you,” says Mr. Costello. “We 
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don’t have to foo] around with them, 
trying to satisfy a lot of people who 
don’t know anything about the busi- 
ness.” 

Mr. Costello is extremely pleased 
to be working with such people as 
Max Banzhaf, Armstrong’s director 
of advertising, promotion and public 
relations, and BBDO account execu- 
tive Roy Greer. In return, Armstrong 
gives great credit to Talent Associ- 
ates, both for the quality of the pro- 
duction and TA’s ability to make a 
minimum budget do a maximum job. 


“We have one of the lower-cost 
programs,” says Mr. Moodie. “In- 
dustry estimates of what we spend 
for talent and production usually 
run high.” Time costs for 1959, for 
the entire schedule, ran to $2,998.- 
265; talent and production on Circle 
Theatre probably cost an added $1 
million. Armstrong ranks 5lst in 
users of network television, 88th in 
national advertising, with an expendi- 
ture of $5,723,975. 

The two major factors in keeping 
costs at a reasonable level are the 
no-star policy and the fact that the 
program is done live. Says Mr. 
Costello, “there may be some added 
spontaneity in a live show, and per- 
haps some actors do hold back a 
little if they think they can do it 
again. And there’s an advantage in 
our being able to keep up with the 
news, adding things up to air time 
if we want to. But the big asset of 
live programming is that it’s cheaper. 

“Tape is fine, but it can be a trap. 
There’s such a temptation to do it 
Pretty paying 
everyone overtime, you have a high 


over. soon you're 
editing bill, your actors are worn out, 
and so on. We use no stars so we don’t 
have to worry about working around 
other commitments of the people we 
want. There’s no reason for us to 


go to tape, and we like the live show. 


Money Wasted 


“There’s a lot of money spent fool- 
ishly in tv production. We try to 
spend ours wisely. This show is a 
package. If we’re over the budget, 
than we dig into our own pockets, 
and that’s no way to make a profit.” 


Although the show is and will re- 





main live, the commercials are now 
on tape. Most of them are produced 
by NTA, and one took a prize at the 
recent Cannes Commercial Festival, 

There’s considerable interest ex- 
pressed at Armstrong in color tele- 
vision, since color plays a major role 
in the appeal of the products. The two 
main stumbling blocks are the small 
size of the color audience and the 
accuracy of color reproduction. 

“We don’t think the absence of 
color detracts from our commercial 
message,” says Mr. Moodie. “We feel 
that people see our color print ads 
and are able to visualize the color 
in our tv commercials. But we are 
watching the development of color 
tv intently. We average nine million 
viewers. When a third of them are 
equipped to receive in color, and 
when we can be sure that color 
fidelity is equal to what we demand 
in our print advertising, then we may 
move into color television. 

Big Department 

Armstrong’s belief in the efficacy 
of advertising and public relations has 
led to a company department of 110 
people under the supervision of Max 
Banzhaf. Services under the aegis of 
this staff include a bureau of in- 
terior which answers 
thousands of consumer requests for 


decoration, 


decorating ideas, a department which 
produces elaborate and highly dram- 
atized sales conventions, many using 
closed-circuit television, and sections 
dealing with public and employe in- 
formation, sample and display con- 
struction, and research as well as 
standard advertising and promotion 
activities. 

Armstrong is a modern company 
which learned the advantages of a 
diversified line early in its existence, 
which uses the most up-to-date mar- 
keting and merchandising methods, 
which depends on public acceptance 
of itself and its products and works 
hard and carefully for this accept- 
ance. 

The company’s advertising does 
not balance on the fence between 


honesty and “what we can get away 
with.” Like its Lancaster neighbors, 
the Pennsylvania Dutch, Armstrong 
leaves an impression of dignity and 
integrity. 
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Perkins (Continued from page 48) 


dominance. The department store has 
been, is and will continue to be the 
dominant retail force in its communi- 
ty, notwithstanding the incursions of 
discounters, variety stores, megalo- 
maniac supermarkets or any of the 
other interlopers viewed so porten- 
tously in Grey Matter and elsewhere. 
It has built this dominance and main- 
tains it in large part by dominating an 
advertising vehicle—the daily news- 
paper. 

The way you megacycle people 
wrote the rule book, we department 
stores cannot achieve the same domi- 
nance in tv (or in radio). You offer a 
different kind of dominance —to a 
different kind of advertiser. To a 
manufacturer or a distributor you 
make available dominance for his 
brand of product against his competi- 
tors. 


Little Filters Down 


With all of the millions spent by 
national advertisers across the coun- 
try, the amount that eventually filters 
down to each city, large or small, even 
in the most lavishly financed cam- 
paign, is only a fraction of what a 
third-rank department store in the 
same city may spend over the year. 

Therefore it is possible for the na- 
tional advertiser to secure dominance 
over his competitor simply with a 
strip of Class A spots or a network 
show whose per-market cost may work 
down to just a few dollars. The de- 
partment store, to secure dominance 
over its competitor, must advertise on 
a scale with which the broadcast busi- 
ness is utterly incapable of coping. 

This isn’t so anomalous when you 
look at it sideways for a minute. All 
advertisers, be they department stores 
or cigarettes, budget their advertising 
as a percent of sales. In my town of 
150,000 population, the volume of all 
department stores combined runs up- 
wards of $50 million per year. The 
leading store does $20 million alone. 
In my town, the most wildly successful 
nationally advertised product, whether 
soap, cigarette or soup, cannot hope to 
rack up more than a tiny fraction of 
such sales volume. Do you know of 
any product in any such town selling 


over $100,000 worth in a single year, 
let alone year after year? Neither 
do I. 


Yardstick 3 Per Cent 


The $20-million department store, 
at a yardstick figure of three per cent, 
earmarks $600,000 a year for adver- 
tising. A national brand, on the other 
hand, doing whatever outlandish 
volume of sales you specify (say 
$100,000) and taking any outrageous 
per-cent-to-sales ratio (say 20 per 
cent) could by no wildest stretch of 
any station rep’s imagination spend 
more than $20,000 in my town, which 
is a pitance compared to the outlays 
of the department store. 

And how do you think the depart- 
ment store built that $20-million an- 
nual volume? By polite announce- 
ments in the newspapers saying 
“Trashebasquet’s is a nice store. Come 
and buy from us”? Not on your life. 
It takes industry, vigilance, courage 
and timing to keep offering values in 
up-to-the-minute merchandise week-in 
and week-out throughout the year, to 
keep the same customers coming back. 

The national advertiser has a push- 
over compared to the department 
store, He’s got one idea to get across 
and one only—the shade of a new 
lipstick, the foaminess of a new de- 
tergent, the status-potential of his new 
line of cars. Whatever it is, once he 
gains acceptance for his product, the 
national advertiser’s job is largely 
done. He doesn’t care in which of a 
hundred thousand stores the customer 
buys his brand of soap or lipstick or 
cigarette. Sure, he goes through the 
ritual of packaging, point-of-sale dis- 
play, detail work and all the rest of 
what your trade calls “merchandis- 
ing,” but his is still a monolithic dedi- 
cation to the furthering of a single 
idea, a single product, or at most, a 
small family of closely linked prod- 


ucts, 
Objectives Differ 


The department store’s objectives 
are as different from the national ad- 
vertiser’s as Khrushchev’s are from 
Ike’s. First off, I don’t sell one idea or 
one product. I sell over 125,000 sepa- 
rate and distinct items, almost all of 
them on sale at my competitor’s, large 
or small. I’ve got to grab the customer 





after she’s decided to buy the brand 
that Brand X always runs second to 
and make sure she buys it in my store 
and not the store down the street. 

To keep Madame interested in us 
and coming back we use a combina- 
tion of techniques. First comes basic 
assortments of regular merchandise— 
full stocks of branded goods in every 
conceivable area of human (and non- 
human) consumption. If we stopped 
there, however, we’d go broke in a 
hurry because the same goods in the 
same assortments at the same prices 
are on the shelves in department 
stores and specialty shops all around 
us. 

So, we go out and make special 
purchases of timely, seasonal items at 
good prices, so that Madaine knows 
that we’re fustest with mostest at the 
lowest. Last, we have to come up with 
the kind of bang-bang merchandise 
events (remember when we called 
them “bargain sales”?) that keep 
luring Our Girl back again and again, 


Must Create Appeal 


The important part of all this, and 
the part that many of you find it hard 
to accept, is that the only thing that 
brings ’em into the department store 
is merchandise appeal. It isn’t the 
color scheme in the ladies’ john, it 
isn’t the credit terms or the efficiency 
of the delivery system, important as 
these may be as frosting on the cake. 
It’s the presentation of a continuous, 
timely, exciting merchandise story. 

Does this make it clearer why the 
concept of “institutional” or “cumula- 
tive” advertising impact is incom- 
patible with the requirements of 
department stores? Broadcasting does 
a fine job of promoting brand identi- 
fication and brand acceptance. Sub- 
consciously you broadcasters would 
like to do the same job for us by pro- 
moting identification and acceptance 
for a store name. This, we in the store 
business learned a long time ago, is 
a waste of time and money. 

In the fullest possible sense a de- 
partment store is like a theatre. If the 
show is good, people come. If it isn’t, 
they don’t. They won’t come to a bad 
show in our theatre this week because 
we had a good one last week. 


What’s that you say about “store 
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loyalty”? All right, you tell me, how 
many charge accounts do you have in 
competitive stores? And do you do all 
your buying in one of them to the 
exclusion of all others? You're jim- 
dandybythelordharry right you don’t. 


Simple Message 


The national advertiser, in short, 
can quit when he’s gotten his single 
idea or simple message across. That’s 
the point at which the department 
store goes to work by overwhelming 
the customer with merchandise rea- 
sons why she should come to our store 
on any given day, Our ads entice her 
with offerings across the board— 
house furnishings, apparel, children’s 
wear, furniture and all the rest. Some- 
thing’s sure to click and bring her in. 
The sales volume represented by these 
advertised enticements averages about 
20 per cent of the store’s total on a 
year-round basis, but the traffic gener- 
ated by them produces a tremendous 
part of the remaining 80 per cent. 

Where do newspapers and broad- 
casting fit into this picture? 

First, broadcasting (both radio and 
tv) is a one-dimensional medium. It 
can get only one idea across at a time. 
Broadcasting ideally and most effi- 
ciently meets the needs of the national- 
brand advertiser. 

Second, newspapers are a multi- 
dimensional medium. In addition to 
depth of exposure resulting from a 
combination of circulation and page- 
position, newspapers offer breadth. 
They are able to convey a multitude 
of ideas at one time. In a single page 
of advertising a department store can 
present the entire panoply of its day’s 
merchandise offerings in many de- 
partments so impressively in word 
and picture as to get immediate, pro- 
ductive response. It can play the news- 
paper like a mandolin, evoking lyrical 
music from the ever-shifting merchan- 
dise emphasis of the store, day by 
day, season by season and year by 
year, as no other medium can. 

By way of inverse proof of my 
thesis, broadcasting has been used 
effectively by some retailers whose 
message has been fundamentally sim- 
ple and unvarying. I refer to jewelry 
stores, chain clothing stores, furniture 
stores and a number of other specialty 
operations, a large number of which 
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sell easy credit first and merchandise 
values second. Remember, the subject 
of discussion here is department 
stores, 

Do you begin to see now why re- 
tailers are not terribly impressed by 
your research armament? Cook it 
hard and slice it fine and it all tastes 
the same: circulation—size of audi- 
ence. We’re not so all-fired passionate 
about reaching more people. We want 
to do a more efficient job of selling the 
large number of people we reach right 
now. For example: 

A page of furniture advertising 
costs $1,000. We trace $20,000 worth 
of business to this page, or a five-per- 
cent cost, which is good. Yet, at an 
average sale of $200, we have rung up 
only 100 transactions. The paper’s 
circulation is 100,000. We don’t need 
more circulation. We could hit a 
smasher by just an infinitesimal in- 
crease in transactions expressed as a 
per cent of that 100,000 circulation 


which is available to us right now. 
Another Step 


Now let’s go a step further. Suppose 
I suddenly see the light and decide 
that I’m going to plunge into broad- 
casting feet first and divide my money 
fa’r and squar’ between tv-radio and 
newspapers. What happens? 

First off, I want to achieve impact- 
value in broadcasting comparable to 
what I get in the papers. I start by 
having been brainwashed of the no- 
tion that I can jump in and out of 
broadcasting as I can the newspapers 
in accordance with merchandising 
necessity. I'll do it your way—go for 
broke for 26 weeks on the air without 
interruption. 

In broadcasting terms, the news- 
paper equivalents of A, B and C time 
periods run consecutively from page 
one to the back of the paper. (Yes, 
Wilberforce, I know that high-reader- 
ship features like comics, sports and 
tv listings sometimes run toward the 
back pages, but that doesn’t affect my 
basic argument.) 

Where do we find the bulk of de- 
partment-store advertising ? Correct— 
right up front in Class A or good 
Class B space. 

Now, which tv station in my town 
will sell me the equivalent, say a half- 
hour between 8 and 10:30 p.m., any 





night of the week, at local rates? 

You laugh? Well don’t. The news. 
papers are delighted to sell me their 
best—at ROP retail rates which are 
substantially below those charged to 
national advertisers. 

Suppose I should offer to pay na- 
tional rates for my Class A half-hour? 
Boy, would I get an earful of “net. 
work option time,” “national spot 
reservations,” “sequential program 
patterns” and similar tribal incanta- 
tions! 

One last try. I'll forget all about 
dominant evening time. I'll shoot for 
a tv campaign planned to supplement 
my major newspaper usage. How 
about spots with top adjacencies in 
Class A time? What? Sold out for the 
next 13 weeks? You expect some 15- 
word time signals to open up (at na- 
tional rates, of course) later in the 
season? Sorry, fellows, roll my mar- 
bles back to me. 

So, back I trudge to the newspapers 
where I can call my shots—where I 
can buy all I need from a 10-inch rate- 
holder all the way up to two double- 
trucks back-to-back, on 72 hours’ 
notice—and all at retail rates. 

I wonder if you broadcasters are 
really as interested in getting depart- 
ment-store business as you'd like us 
to believe? Whether down deep you're 
not satisfied to sell time in the good 
old-fashioned way—by a peek at the 
TWX machine each morning and an 
occasional trip to Deductible-on-the- 
Hudson, 

If you’re serious about luring de- 
partment stores to your cycles, both 
kilo and mega, you’ve got to figure 
out some way to help us generate 
traffic in our stores on a regular, con- 
sistent basis, in accordance with the 
merchandising concepts we now use in 
newspapers. You've got to populate 
our stores with potential customers. 

Next, you’ve got to recognize us as 
first-class citizens, as the newspapers 
do. You can’t do less and expect us 
to come running. We're bored with 
participations in movies starring Faye 
Wray and Edmund Lowe at 3 in the 
afternoon. 

It might be worth going after. And 
you'd be surprised if you knew how 
many of us in department stores might 
get very excited about the possibilities 
and meet you at least halfway. 





















































In the picture 


Earle Ludgin & Co. has announced the appointment of David C. Watrous as vice pres- 
ident and director. He will also serve as chairman of the agency’s executive Committee and 
as an account supervisor. Mr. Watrous comes to Ludgin from Tatham-Laird, Inc., Chicago, 
oe, where he had been account supervisor on the Butter-Nut Foods (coffee) and Ovaltine Food 
r? Products accounts and, less recently, on the Parker Pen Co. and the George Weidmann 
et. Brewing Co. accounts. Prior agency associations in Mr. Watrous’ career include Benton & 
dot 
am 





Bowles, New York, and Dancer-Fitzgerald-Sample in Chicago. Before joining Tatham- 
Laird in 1952, Mr. Watrous was director of advertising, promotion and market research 
ta- for Parker Pen in Janesville, Wisc. In addition to his account assignment at Ludgin, he 
will direct all meetings of the five-man group which reviews agency planning. 








ut 

lor — 

- O. V. Tracy (1.) will retire Aug. 1 as president of the Esso 

- Standard Division, Humble Oil & Refining Co., and William W. 

in Bryan (r.), who has been serving in Houston as vice president 

he for marketing on Humble’s headquarters staff, will succeed him 

5. as Esso’s president. In returning to Esso, Mr. Bryan will be re- 

“a joining the organization with which he began his oil-industry ca- 

a reer. He spent 33 years in Esso’s marketing operations. Mr. Tracy 

il went with the Esso Standard Oil Co., now a Humble division, in 
1930 and in the following years became closely associated with 

a the organization’s development of petrochemicals. 

} | 

. Melvin G. Grover has joined Campbell-Mithun, Inc., as vice president and member e 

le- 






of the management team, it has been announced by Al Whitman, president of the agency. © 
rs Mr, Grover comes to C-M from Wilson, Haight, Welch & Grover, Inc., of Hartford, Conn., 
where he was a partner and senior vice president. He personally supervised the Stanley 


é 


ire Tools Co. account there, and his agency also handled Ingraham watches, the Connecticut 
rt- Mutual Life Insurance Co. and the Hamilton Standard & Norden Divisions of United Air- 
us 


craft. Previously Mr. Grover was with Fawcett Publications for 12 years, holding the posi- 
re tion of advertising director when he left there in 1953. At Campbell-Mithun he will be 








od given one or more account assignments in the agency’s Minneapolis office, in addition to 
he administrative responsibilities. Mr. Grover is a graduate of Andover and Harvard. 

an 

1e- 

Richard F. Casey (1.), vice president and director of research, 
le- has been named a member of the board of directors of Benton & 
‘th Bowles, Inc., and Ceeil K. “Mike” Carmichael (r.) has been 
ire elected a vice president of the agency. Mr. Casey joined B&B in 
ate 1957 as a project director and was elevated to his present position 
n- later that year. Previously he was a research executive with Na- 
he tional Analysts, Inc., for eight years. Mr. Carmichael, an account 
in supervisor, went with B&B’s publicity department in 1947, later 
ate moving into account work, becoming en account executive in 

1956 and an account supervisor in 1958. 
as 
: Maxfield S. Gibbons has been appointed a vice president of Ketchum, MacLeod & 
ei Grove, Inc., and will continue to serve in the agency’s New York office as account super- 
visor for the American Gas Association, the Columbia Gas Co., the Westinghouse Broad- 
te casting Co., Reeves Bros. and the County Fair Bakery Division of the Continental Baking 


Co. After a short stint as a reporter for the Pittsburgh Sun-Telegraph, Mr. Gibbons joined 

j Ketchum, MacLeod & Grove in Pittsburgh in 1946 as an account assistant. Made an ac- 
. count executive three years later, he came to New York in 1956 when the agency opened 
an office there. A year later he was appointed an account supervisor in the Manhattan of- 
fice, which is now headquarters for KM&G’s television department. A graduate of Yale, 
Mr. Gibbons and his wife and three children live at Green’s Farms in Connecticut. 
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MY CANDIDATE 





FOR IN THE 


INCREASING SALES 
ROCHESTER, MINNESOTA MARKET IS 
KROC-TV! 


My candidate, KROC-TV, delivers 
70% of the homes in the market sign- 
on to sign-off, according to ARB. 


Hop on the bandwagon and don't be 
an also ran. A vote for KROC-TV is 
a b vote for sales. 


You can get the complete up-to-the- 
minute market returns from the sales 
delegation at Venard, Rintoul & Mc- 
Connell. 


Call them today for a unanimous buy 
on KROC-TV. 


KROC-TV 


CHANNEL 10 


Rochester, Minnesota 


National Representative: 
Venard, Rintoul & McConnell, Inc. 


Minneapolis: Harry S. Hyett Co. 


Network Representative Eiisabeth Beckjorden | 
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THE LIGHTER SIDE In camera 





No matter what happens in the 
November election, we think it’s wor- 
thy to note this item if only as a 
comment on the times and television. 


When former President Truman 
was blasting Senator Kennedy on 
television, Vice President Nixon 
helped the Senator and aides see the 
telecast. 


Shortly before the ex-President be- 
gan his televised blast, the set in the 
Massachusetts Democrat’s office in 
Washington broke down. A couple 
of the Senator’s office workers went 
across the hall to Mr. Nixon’s office 
to ask if they might watch there. 


Permission was cleared with the 
Republican Vice President and ali of 
Mr. Kennedy’s staff trooped over and 
caught the speech in Mr. Nixon’s lair. 


It just shows again that politics 
makes strange setfellows. 


* * * 


Kill the icon! Fellow named Lloyd 
F. Knight who’s an engineer by trade 
has invented an automatic baseball 
umpire which he is sure will be in- 
fallible in calling balls and strikes. 

Mr. Knight’s unerring robot in- 
cludes three television cameras, one 
focused at each side of the plate and 
the third as directly overhead as the 
regulations will allow. Two cameras 
will work at the same time, since only 
one of the side cameras will be need- 
ed per batter, depending on whether 
he is right-handed or left-handed. 

The way Mr. Knight has it figured, 
the side cameras will show the ball’s 
height, and the top lens will pinpoint 
the ball as it passes over the plate. 

All of this means that the head 
umpire needn’t be squatted behind 
the catcher, no sirree, not if Mr. 
Knight has his way. Instead, the 
arbiter will be stationed far back of 
home plate, probably even in the 
stands or at his favorite bar (or in a 
bomb shelter under the ball park), 
observing the results on a monitor. 
And since all of the proceedings will 






be recorded on tape, the umpire can 
play back the tape in case of a dis- 
pute. 

Another application of Mr. Knight's 
electronic aid (for the blind?), is to 
have three additional cameras set in 
the stands to help in base decisions. 
In this case the cameras are at differ- 
ent angles and focused radially on 
each base, thus enabling the umpire 
looking at his monitor to call runners 
safe or out with the same accuracy 
now reserved only for home viewers. 

Mr. Knight insists that if his in- 
vention takes hold, it will not mean 
the extinction of the genus umpire. 
It'll just put them in a different place 
—something many fans and ballplay- 
ers have been advocating since the 


advent of Mr. Doubleday. 


*% * * 


Lend-lease in this television age: 
Even as the British star, Sir Laurence 
Olivier, was being awarded an Amer- 
ican Emmy for the best single per- 
formance by an actor for his role in 
The Moon and Sixpence, an American 
named Patrick McGoohan was hailed 
by the British Guild of Television 
Producers and Directors as the tele- 
vision actor of the year for his role in 


The Greatest Man in the World. 


* * * 


You might think the following defi- 
nitions were the handiwork of a team 
of tv gag writers. But, alas and 
much alack, no. They are taken from 
student test papers at a high school 
in Brooklyn. And even more sensa- 
tional news, we think, is that no one 
has blamed it all on television—yet. 

Chick—a bride of a farmer. 

Shack—a one-room house sought 
off. It’s all broken up. 

Lamb—a light that set on a table. 

Ewe—a fimail sheep. 

Eyeteeth—a teeth next to your eye. 

Sheepdog—a dog that heard sheep. 

Canyon—a big mountain with a 
hole one way out. 


Pinion—the brother of an onion. 








“WAGA-TV’s ‘CONTROVERSIAL RED CROSS’... 
.s CONSTRUCTIVE PUBLIC SERVICE...” cen. sitrea at. Gruenthe 


In a thirty-minute evening time period, WAGA-TYV telecast “Controversial Red Cross,” a program suggestel 
by an article in Holiday Magazine. The program presented the pros and cons, the misconceptions concerning tit 
organization and the true picture. m American National Red Cross President, Gen. Gruenther, said of the prt 
, gram “I consider the presentation ‘Controversial Red Cross’ a fine example of ¢4 ; 

structive public service offered by WAGA-TV. It gave the general picture of F 
Cross and also brought it down to the local community. It was an honest deliverai 
of the gripes and misinformation concerning this organization, answered in a logical 
manner.” @ A basic programming objective of WAGA-TV is “. . . to promote come 
munity betterment ...the development of an active, informed citizenry .. to 
cooperate with the recognized governmental, civic, charitable, religious, educational 
and other agencies dedicated to these ends.”’ F 


i Gruenther 


famous on the local scene... for public service Wa Ga © ty Gi 











THE STORER STATION IN ATLANTA 





